
Everybody Loved 'Raymond’ 
Executive producers Ray Romano 

(left) and Phil Rosenthal (right), 
here with Leslie Moonves, 

tell B&C the secrets behind 
Everybody Loves Raymond. 
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Zucker Comes Clean 
With his network falling from first 
place to fourth, NBC’s Jeff Zucker 
has a lot of explaining to do. NBC 
will kick off the broadcast net¬ 
works’ upfront week, where they 

unveil their new fall 
schedules. But no 
matter what new 
shows get the green 
light, ad buyers are 
underwhelmed by 
broadcast this year. 

Jeff Zucker Page 6 
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Think Original. 
Presenting A Powerful Slate Of New Originals. 

The infectious new comedies from TBS. The gripping new dramas from TNT. 

tbs 
very funny 

More compelling reasons to buy the networks that connect 
with millions on an emotional level. 

Reach That Reaches Deeper 
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Special upfronts edition... 

Monday, May 16 
Ah, the broadcast-network upfronts 
week is upon us, the time of year 
in New York when twentysome¬ 
thing media buyers wonder which 
TV celebrities they’ll be posing 
with for network-arranged photo 

keepsakes, and when 
forty something 
journalists wonder 
how freely the Stoli 
and jumbo shrimp 
will be flowing this 

time around. If some 
of the journos at the 
Peabody Awards 

luncheon at the Wal¬ 
dorf-Astoria hotel today look a tad 
distracted, that’s because they’re 
wondering what the heck NBC 
big shots Jeff Zucker and Kevin 
Reilly are saying in their annual 
prime time preview conference 
call (the upfront’s at Radio City 
Music Hall at 4 p.m.). Care to 
join the call as Z&R discuss their 
comeback strategy? Just dial 
#&#*X%@* and punch in 
the passcode &X?$@%!#— 
oops, sorry, we don’t want 
to cause some sort of 
telephonic logjam where 
people’s calls don’t get 
through. That’s what 
American Idol is for. 

Tuesday, May 17 
Last week the Rolling Stones 
announced their world tour and 
played a few songs at Lincoln 
Center, an event that stirred 
cherished memories of past 
performances even as it also 
provoked some apprehension 
about whether the guys can still 
put on great shows. Kind of like 
the sub-current at ABC’s upfront 
at Lincoln Center today, where 
network execs and ad buyers alike 
will fondly recall the past year’s 

performances of Desper¬ 
ate Housewives and 
Lost and wonder 
if ABC will put 

on more great 
ratings-grab-
bers (though 

the seem¬ 
ingly iffy

prospects of 
Housewives ’n’ Lost at the 

2004 upfront will make skeptics 
think twice). Tonight: Those 
product-placement fiends at Al¬ 
liance place their own product at 
the Marquee club in New York, 
where the upfrontal schmoozing is 
less likely to involve sober discus-

Some Nice Little Shows 
By J. Max Robins 

s Deborah Starr 
Seibel notes in our 
farewell tribute to 
Everybody Loves 
Raymond (see 
page 20), when the 
show debuted nine 

years ago, its creators Ray Romano 
and Phil Rosenthal thought they were 
lucky to make it on the CBS schedule. 
The network thought that, at best, it 
had a nice little show. The conven¬ 
tional wisdom that year: CBS’ best bet 
for a sitcom hit lay with 
two star-driven vehi¬ 
cles—a Bill Cosby 
comeback effort and a 
series starring Cheers’ 
Rhea Pearlman. Neither 
one exactly flourished. 

There is a lesson here for all of us 
this week as the broadcast networks 
set up camp at Carnegie Hall, Lin¬ 
coln Center and other posh New York 
venues to unveil next season’s fall 

make of The Fugitive, which flopped), 
let alone spawn CSl franchises in Mi¬ 
ami and New York. 

The launch of what became the Law 
& Order empire was just as auspi¬ 
cious. L&O creator Dick Wolf relishes 
talking about the original series’ first 
season, when one episode struggled to 
attract a single advertiser. How many 
millions has the L&O factory made for 
NBC since then? 
Wolf is quick to credit late NBC 

programming wizard Brandon Tar-
tikoff for sticking with 
the show in the lean, 
low-rated days. Tar-
tikoff believed in its 
quality and nurtured the 
show, confident that an 
audience would find it. 

Indeed, when predicting hits, you 
need to take into account who’s in 
charge at the network, not just who’s 
running the show itself. As Tartikoff 
did in his time, CBS Chairman Les 

lineups: Keep a clear 
head, despite non¬ 
stop booze and hors 
d’oeuvres, and re¬ 
member that seldom 
does anyone really 
know what will work 
and what won’t. But 
then again, some¬ 
times they do have a 
pretty good hunch. 
A close look at 

what dominates prime 
time now hints at 
where the breakout 
successes might be 
found in next sea¬ 
son’s freshman crop. 

We’re not talking monster hits here; 
those rarely emerge from fall debuts 
anymore. Survivor, American Idol and 
Apprentice all surfaced in the sum¬ 
mertime. It is simply 
easier to stand out 
when you’re one of a 
precious few and not 
trying to fight your 
way out of a mob of 
40 or more shows. 

Usually when hits 
do emerge from 
the autumn scrum, 
they’re rarely the 
ones Madison Avenue and TV critics 
predicted. Nowadays, it sometimes 
seems that NBC and CBS are the Law 
& Order and CSl networks, respec¬ 
tively. But in 2000, when the original 
CSl launched on CBS, it was a series 
ABC had already passed on. Virtually 
no one, including the brass at CBS, 
thought it would go Top 10 (instead, 
betting millions on an expensive re-

Moonves and his 
lieutenants will ex¬ 
ercise patience when 
they think the quality 
is there. That sort of 
nurturing not only 
w orked for Raymond 
but has paid off over 
the past several sea¬ 
sons with Amazing 
Race and Without a 
Trace. At The WB. 
they believe in the 
slow build, too. It 
has been part of the 
network’s DNA since 
its inception and has 
worked for series 

from 7th Heaven to Gilmore Girls. 
Let’s hope NBC keeps the Tartikoff 
legacy in mind and gives The Office 
some time. 

Occasionally, of 
course, a TV critic 
or a seasoned media 
buyer will gaze into 
the crystal ball and 
actually pick a sur¬ 
prise hit. Last year at 
this time, a couple of 
my colleagues here at 
B&C and elsewhere 
singled out two seem¬ 

ingly unlikely shows as having a good 
shot: Lost and Desperate Housewives. 
Nobody was forecasting breakout suc¬ 
cess, but these shows attracted attention 
for a simple reason: They managed to 
truly entertain. 

Maybe that’s the key. ■ 

E-mail comments to 
bcrobins @ reedbusiness, com 

CBS' patience paid off fcr The Amazing 

Race and its winners. 

During upfront 
week, remember 
that seldom does 
anyone really know 
what will work and 
what won’t. 

sions of the emerging sense of the 
fall programming landscape than 
the hoarsely-shouted comparing 
of notes about last night’s Wil¬ 
liam Morris Agency boozefest at 
the Four Seasons restaurant. Now 
where did that waiter go? 

Wednesday, May IS 
How do you get to Carnegie Hall? 
Today, just follow Les Moonves’ 
dial car, unless he hoofs it over 
to make the case for CBS. The 
Viacommando should be armed 
to the teeth with good news about 
the resurrected network and its fall 
prospects. News junkie alert: This 
may be the day when Mr. Moonves 

finally puts a bullet into 
the Wednesday edition 
of 60 Minutes. How 
to tell if it’s going to 
happen: execs on the 
entertainment side 
have an extra spring 

their step, giddy 

ibs at finally getting 
a shot at the time 

slot. 

Thursday, May 19 

Friday, May 20 

Fox Television rolls into City Cen¬ 
ter in New York with the perennial 
dream of announcing the show 
that will become another monster 
like American Idol, or another 
long-running cash cow like 
The Simpsons, or maybe 
just a middling success 
like That ’70s Show. 
Here’s hoping—just for 
the peace of mind this 
week of everyone, 
Fox execs, media buy¬ 
ers and reporters 
alike—that this 
year’s slate doesn’t 
prompt anyone to say, 
“Hey, that reminds me of Method 
& Red?’ D oh! 

Now that all the upfront frivolous¬ 
ness is over, the industry can get 
back to the serious business of 
handing out trophies. The Daytime 
Emmy Awards air in the nighttime 
(9 ET) on CBS. The nominees for 

» Outstanding Game/Audience 
‘ j Participation Show are 

Jeopardy!, The Price Is 
v’ Right and Who Wants to Be a 

Millionaire—which, come 
to think of it, are all 
phrases that we could 
have sworn we heard 

earlier this week. 
—Mark Lasswell 

Email info for B&C Week to 
b&cweek @ reedbusiness, com 
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FAST TRACK 

New MTV 
Mantra: “We’re 
Not Cable” 
Christina Norman, the new 
president of MTV. already has 
a mantra: “MTV is not a cable 
network.” 

Norman’s mission at the Via¬ 
com network is to evolve MTV 
into a programming service on 
whatever means its audience 
wants to it, including basic 
cable, video-on-demand, cell¬ 
phones, PCs, iPods or anything 
else that comes along. Her boss 
and predecessor, MTV Group 
President Van Toffler, sees 
MTV transforming slowly from 
a TV-centric model to what he 
clumsily calls “content multi¬ 
platform-centric.” 

MTV executives believe that 
their young audience will move 

to new platforms 
earlier and more 
aggressively than 
devotees of other 
networks. That 
means it may 
have the greatest 
opportunities of 
any TV network. 
Simultaneously, 
MTV may face 

the greatest losses if its audience 
moves before the network does. 

“We’re standing at the cross¬ 
roads in terms of where the audi¬ 
ence is going,” Norman says. This 
is the motive behind the network’s 
push of new broadband service 
MTV Overdrive. 

Norman’s appointment marks 
her return to MTV. Before becom¬ 
ing general manager—and later 
president—of VH1 in 2002, she 
was senior VP for marketing, 
advertising and on-air promotion 
on MTV. MTV2 and MTV.com. 
She took over VH 1 following its 
plunge in ratings after Behind 
the Music faded. She freshened 
up VH 1 ’s staple—nostalgia clips 
shows—in offerings like 7 Love 
the 90s and 100 Most Wanted 
Bodies. 

Replacing her will be Tom 
Calderone, executive VP of 
music programming and talent 
for MTV and MTV2. Since 1998, 
that job has put him in charge of 
packaging music videos and live-
music programming, which seems 
to be in short supply on VH1. 
Calderone plans to tweak VH 1 in 
part by increasing the presence of 
music. 

Christina 

Noriran 
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Cablevision Sues 
Over Stadium 
Cablevision filed another suit 
to block construction of a $2.2 
billion football stadium in 
Manhattan, this time challenging 
state-controlled Empire State 
Development Corp, for approv¬ 
ing the construction. The stadium 
would compete with Cablevi¬ 
sion’s nearby Madison Square 
Garden for concerts and other 
live events. In New York State Su¬ 
preme Court. Cablevision charges 
that the economic-development 
agency shouldn’t have approved 
the project because the financial 
plan is inadequate and the latest 
design is far different from what 
the agency saw in the first stage of 
its review last November. Ca¬ 
blevision has also sued the transit 
agency that owns the stadium site. 

Time Warner, MSG 
Settle Sports Spat 
Time Warner Cable (TWC) and 
Cablevision s Madison Square 
(>arden Networks have settled 
their rate dispute and cut a multi¬ 
year carriage agreement to return 
MSG Network. Fox Sports Net 
New York and three other Fox 
Sports digital networks to Time 
Warner Cable systems in the New 
York area, effective last week. 
TWC systems in the New York 

City area and upstate New York 
carried the networks beginning 
Monday. May 9, in time for the 
Mets/Cubs game to air on Fox 
Sports Net New York. Details 
were not disclosed. 
MSG Networks and TWC had 

been engaged in a spat since last 
summer over the cost of carriage 
for the regional sports networks. 
Time Warner pulled the channels 
from area systems July 31, leav¬ 
ing some 2 million subscribers 

Mets back on cable 

without Mets games—except for 
a few on WPIX and Fox Broad¬ 
casting's WNYW. which had the 
broadcast game-of-the-week con¬ 
tract. MSG Networks and TWC 
permanently resolved the issue 
with help from New York State 
Attorney General Elliot Spitzer. 

Continued on page 33 
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THE VERDICT IS IN 
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Do your advertisers’ schedules 
Nancy Grace, 

WEEKNIGHTS 

source 

HeadlineNews 
A GN\I NETWORK 

For all of your Affiliate Ad Sales needs, go to TurnerResources.com. 
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Little Upfront Cheer 
Ad buyers show scant enthusiasm for broadcasters’ annual pep rally 

etwork upfront 
presentations are 
designed to be 
gigantic cheer¬ 
leading sessions. 
But when NBC 
kicks off the an¬ 

nual week of broadcast presentations at 
New York’s Radio City Music Hall this 

of late last week, buyers had commit¬ 
ted just 50% of the money that networks 
expect them to spend. 

What has changed? First, look to the 
broad economy. Lehman Bros, econo¬ 
mists predict economic growth will 
slow during the second half (that is, the 
fall TV season) to 5.3%, down from 
6.1%. Since advertising spending usu-

ago, the gap between first and fourth 
was 1.3 million viewers. 

NBC’s loss dilutes its power to charge 
high prices but doesn’t necessarily give 
it all to CBS. Where does the leverage 
go? Back to the advertisers. 
And despite big hits like ABC’s 

Desperate Housewives and Lost, cable 
continues to drain the audience from 

a whole. Two 

week, expect bombastic NBC Universal 
Television Group President Jeff Zucker 
to express something uncharacteristic: a 
bit of humility. 

This is the same stage where, last 
year, Zucker unveiled a fall slate that 
almost completely bombed, sending 
NBC’s prime time ratings from first 
place all the way down to fourth. 
Lots of networks attempt to gloss 

over their blemishes, but NBC’s short¬ 
comings are too massive for even a 
showman like Zucker to skirt grace¬ 
fully. “I will acknowledge up top the 
reality of the situation,” he says of his 
presentation this week. “We’re not go¬ 
ing to run from that; we’re not going to 
hide from that. We’re not going to let 
the elephant sit in the room.” 
Zucker’s modesty isn’t the only 

change in this year’s upfront market. 
Buyers are much quieter, the economy 
is slowing, and advertisers in a few 
major categories may not buy as much. 
As a result, the latest upfront forecasts 
are expected to show little growth—if 
any at all. 

It is easy to see the lack of enthu¬ 
siasm. A year ago, the prime time 
upfront market was so energized 
that ad buyers didn’t even wait until 
broadcast networks finalized their fall 
slates. They rushed to cable’s Turner 
networks. After years of watching gi¬ 
ant buying agencies spend their money 
on broadcast first. Turner’s TNT, TBS 
and CNN found buyers pulling them to 
the head of the line. 

MONEY TALKS 
By John M. Higgins 

Second, some of the biggest adver¬ 
tisers are simply sitting out this year. 
Rising gas prices have frozen high-

I margin SUV sales. Ford and GM are 
i having such dramatic problems that 

bond-ratings agencies have just down¬ 

man Sachs analyst Anthony Noto and 
Lehman Bros. Vijay Jayant, are negative 
on broadcast. 

Noto forecasts that the Big Four 
broadcast networks’ upfront take might 
fall 5%, from $8.5 billion last year to 
$8.1 billion. He sees average CPMs (the 
cost per thousand viewers) increasing 
5% and audience guarantees falling 3%. 
Networks unhappy with prices will hold 
out more inventory, he says, and pray 
that the scatter market is stronger next 
fall and winter. 

Jayant is negative in one way, predict¬ 
ing CPM growth of just 4%. But he sees 
audience guarantees down only 2% and 
expects networks to sell about as much 
inventory as they did last year (83%). 
Net result: upfront volume up 2.7% to 
$9.6 billion. 

In February, B&C predicted that 
broadcast volume would be flat. We’ll 
stick with that. 
Of course, individual broadcast 

networks will do far better than those 
averages. ABC’s audience is up 16% 
this season, and analysts predict that its 
upfront take will jump by 10%-18%. 
CBS, the new, undisputed No. 1, could 
also do well. Jayant sees CBS increas¬ 
ing 8%, but Noto expects a soft market 
to prompt the network to hold back a 
bigger portion of its inventory. 

Neither analyst published a forecast 
for cable. (Hello!!! Remember cable?) 
But B&C estimates that cable’s take 
could rise as much as 10% to $7.2 bil-

“I will acknowledge up top the reality of the situation.” 
JEFF ZUCKER, NBC UNIVERSAL 

broadcasters. But, 
of course, that is an 
old story. 
The message: 

bad news for the 
broadcast sector as 

forecasts, from Gold-

ally moves in sync 
with gross domestic 
product, those tenths 

I of a point can have 
significant ripple 
effects. 

By the end of upfront week last year, 
Turner Broadcasting’s cable networks 
had written more than 75% of their 
upfront business. It took weeks for 
ABC to hit that level. This year at the 
same time, Turner has signed hardly 
any business. 

Meanwhile, the $1 billion children’s 
upfront market is sluggish. Usually, it 
is all wrapped up when the prime time 
cocktail parties commence. This year, 
advertisers and networks targeting kids 
are likely to see that sales process roll 
beyond the closing of upfront week. As 

graded them to “junk” status. (Foreign-
car sales are better.) 

Movie studios are also seeing tough 
times. And pharmaceutical companies, 
beset by new regulatory scrutiny over 
advertising of prescription drugs (see 
page 24), are anxious about stepping 
up their ad-spending campaigns. 

Another change: ratings parity. Al¬ 
though NBC may have fallen to last 
place, the four major networks are in a 
tight pack. NBC is not all that far be¬ 
hind CBS in the key 18-49 demo—-just 
a few hundred thousand shy. A year 

lion, most of that coming at the expense 
of broadcast. 

As he prepares for the NBC upfront 
presentation on Monday, Zucker notes 
that, at last year’s upfront, ABC was a 
dog, mired in fourth place. Days earli¬ 
er, it had fired its two top programming 
executives. 

A turnaround was only one desperate 
housewife and some lost souls away. 
Says Zucker: “One or two moves got 
them back to parity this year.” ■ 

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 YTD 

Dow Jones 10189.48 -1.5% -5.5% 

Nasdaq 1963.88 0.1% -9.7% 

THE B&C 10 

CLOSE WEEK YTD 

Cablevision S26.08 -2.9% 4.7% 

Clear Channel $30.03 -5.0% -10.3% 

Comcast Corp. $31.29 -1.3% -4.7% 

Disney $26.75 0.1% -3.8% 

EchoStar $28.02 -3.3% -15.7% 

Hearst-Argyle $24.80 -1.5% -6.0% 

News Corp. $15.92 -1.7% -17.1% 

Time Warner $17.04 -0.5% -12.3% 

Tribune S37.54 -3.5% -10.9% 

Viacom $34.74 -2.7% -6.3% 

GOOD WEEK 
Emmis $18.01 17.0% -6.1% 

Granite $0.18 12.5% -56.1% 

Acme $4.00 5.0% -42.9% 

Interep $0.52 4.0% -30.7% 

Beasley Bcstg. $17.58 3.4% 0.3% 

BAD WEEK 
Seachange $8.09 -21.7% -53.6% 

Young Bcstg. $5.85 -20.4% -44.6% 

Salem Comm. $16.49 -19.0% -33.9% 

Paxson $0.77 -14.4% -44.2% 

Charter $0.99 -13.9% -55.8% 

EMMIS EDGES UP 

+17% 
Wall Street loves a deal, so investors love—for 

now—Emmis Broadcasting’s decision to sell its 

television stations. Emmis decided to shrink back 
to just its radio and magazine operations and 
put its 16 TV stations on the block. It is a sad 
commentary on TV that CEO Jeff Smulyan would 
rather put all his chips on the rocky radio business. 

But news of the plan pushed Emmis’ stock up 17%. 
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Bottled-Water Group Says Stossel All Wet 

The trade 
group for 
bottled-water 
manufactur¬ 
ers—yes, 
one actually 
exists—boiled 

over after 20/20 aired a May 6 
report charging that branded 
versions of the world’s most 
ubiquitous substance are 
a ripofif. "If you buy fancy 
brands because you think they 
taste better, you're probably 
just buying the hype,” said 
correspondent John Stossel. 
He noted that some bottled 
waters cost $5 a gallon, more 
than gasoline. 

The report has prompted 
the Alexandria. Va.-based 
International Bottled Water 
Association to fire off a four-
page complaint, — 
decrying 
the report as 
“inadequately I
researched and lopsided.” 

On the show, Stossel—who 
has peeved other companies 
with past reports—pointed out 
that bottled water is no purer 
than tap water. A 20/20 blind 
taste test also compared top-
selling brands to water from a 
New York City faucet. 20/20 
emphasized that tap beat both 
Poland Spring and Evian, 
but downplayed the fact that 
bottled brands took the two 
top spots. New York City’s fin¬ 
est dribbled into a third-place 
finish behind Aquafina and 

Jan Stewart inspires 

academic examination. 

Deadwood's Ian McShane as Al Swearengen, 

or as we to think of him, Al Swearing Again. 

A John Stossel 20/20 report 

is drawing criticism. 

the winner. Kmart's low-
priced American Fare. 
1BWA spokeswoman 

Bridget Wells says she com¬ 
municated with 20/20 for 
two weeks as the story was 
produced, emphasizing that 
bottled offers convenience 
away from home and is a 
healthy alternative to sodas 
and coffee. “I’d like to give 

them the benefit 
of the doubt that 
they went into 
this with an

open mind.” 
Through a spokeswoman, 

ABC says: “We stand by our 
report.” That’s the PR way of 
shrugging off the complaints 
like water off a duck’s back. 

Academia Vs 
‘Daily Show7 
It’s hard for college students 
to submit papers about junk 
food, sex or beer, so if they’re 

interested in writing about 
topics that dovetail with their 
leisure pursuits, they have to 
cast a wider net. The Daily 
Show works nicely. 
Comedy Central reports 

that it has been swarmed with 
requests from grad students 
doing master’s theses or 
doctoral dissertations on the 
importance of Jon Stewart 
and his crew. 

“I’ve had a dozen or two 
dozen requests,” says network 
spokesman Steve Albani. 

Generally, the inquiries are 
from students exploring The 
Daily Show as a political com¬ 
munications medium. One re¬ 
cent masters thesis is entitled, 
"The Daily Show Effect: 
Humor, News, Knowledge and 
Viewers.” The author, George¬ 
town University media 
studies candidate Rachel Joy 
Larris, conducted an audience 
survey to attempt to compare 
the political makeup of The 
Daily Show's audience and the 
program’s guests. 

“The reason why this show 

is important to study is the 
politicalization of what have 
traditionally been non-political 
forms, such as entertainment,” 
Larris tells B&C. 

Her report’s conclusion, 
after 151 pages: The Daily 
Show booking policy is fair 
and balanced even if its audi¬ 
ence tilts left. Our conclusion: 
Academia takes all the fun out 
of The Daily Show. 

F-Man Returns 
After a lull in the online 
tabulating of the f-words in 
Deadwood due to a camping 
trip (see Flash!. May 9), exple¬ 
tive counter Jeff Kay is back 
in the saddle again. We w ere 
fascinated to learn that in the 
May 8 episode, 62 f-bombs 
were dropped—a relatively 
light smattering. But what 
really intrigues us is who this 
Jeff Kay fellow is. 

It turns out that the blog¬ 
ger behind the West Vir¬ 
ginia Surf Report lives 

FLASH! 

near Scranton, Pa., and is 
a 42-year-old warehouse 
manager. He’s a man on a 
quest to disprove the widely 
held belief that no one could 
possibly count all the effing 
in Deadwood. How does he 
keep up with the stream of 
profanity on the show? Like 
any good manager, he created 
some paperwork: With his 
grade-school-age kids safely 
tucked into bed, Kay fires 
up the digital video recorder, 
takes out a form he devised 
and makes a check mark 
every time a curse word flies. 
Thanks to the DVR, he can 
rewind “if I sneeze or some¬ 
thing and believe 1 may have 
missed one.” 

A grateful public has beaten 
a path to his Web site, thanks 
to a recent link on the Drudge 
Report and a mention on 
Rush Limbaugh's radio 
program. At first, the attention 
made Kay nervous. “I got a 
lot of e-mail from people who 
thought I was making some 
kind of statement, which 
couldn’t be further from the 
truth,” he says. He maintains 
the site as a hobby, adding 
with a laugh: "It kind of got 
out of hand.” Still, resuming 
the f-count and getting back to 
work must have been a bit of a 
relief after his camping trip to 
Myrtle Beach. S.C. It rained 
the whole time—the sort of 
thing that can send an f-word 
count off the charts. 
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erie 
By Jim Benson 

Add to Lost's popular¬ 
ity the ratings success of 
cable’s Sei Fi Channel, 
which has monsters of its 
own ready to rumble, and 

strange events experienced by a dedicated park ranger 
and his family in the aftermath of a South Florida hur¬ 
ricane. Eddie Cibrian (Third Watch), William Fichtner 
(Black Hawk Down) and Kari Matchett (Angel Eyes) 
star. Shaun Cassidy (Cold Case, American Gothic) 

on-an-island premise might have partially inspired the 
idea for their program. 

His answer may have unknowingly foreshadowed this 
year’s Lost-like development slate: “The thing about Sur¬ 
vivor, and whenever anything is successful, whether it be 
reality or scripted drama, everybody looks at it and says, 
’How can we sort of take that franchise and make it into 
something different?”’ _ 

the stage is set for a supernatural TV invasion. 
Fathom, starring Jay Ferguson, Luke Bell, Carter 

Jenkins, Rade Serbedzija and Leighton Meester, is 
produced by NBC Universal Television Studio and 
revolves around some cuddly yet not-so-innocent sea 
creatures that crop up around the world. 

Paramount Network Television’s Threshold for CBS 
involves a government worker (Carla Gugino) who leads 
a “first-contact" undersea team that pursues threatening 
aliens. The cast includes Charles S. Dutton, Brian Van 
Holt, Robert Patrick Benedict and Brent Spiner. 

Invasion, from Warner Bros. Television, follows the 

perimposed on an i 
Sort of like what 

in the network s 
rooms and on the 
Manhattan during 
week. ■ 

some spooky and just plain weird science-
fiction themes. 

At least four pilots in that scary vein, all 
boasting high production values, self-contained 
plots and intriguing storylines, were generating 
lots of talk last week: alien-themed pilots Fath¬ 
om (NBC) and Threshold (CBS)—both about 
strange things lurking in the sea—as well as 
Invasion (ABC) and Supernatural (The WB). 

Fathom, Invasion and Supernatural were 
all staffing up by the end of the week. 

At deadline, the jury was still out on ABC’s 
revival of 1970s supernatural horror classic 
Kolchak: The Night Stalker. 
While the creators of Lost bristle at the 

notion that the show is sci-fi—it is first and 
foremost a character drama, they say—the 
show does have that pesky monster periodi¬ 
cally chasing various characters through the 
woods. With a new breed of sci-fi apparently 
headed for the broadcast networks, it looks as 
if Lost has gone a long way toward creating, 
well, a monster, much as Fox’s X-Files did a 
decade ago. 
With Lost dominating its 8-9 p.m. Wednes¬ 

day time period on ABC by bringing the net¬ 
work gains in the high double digits in both 
total viewers and key demos, the sudden on¬ 
slaught of similar fare is no big mystery. 

Network executives seem to be in more of a dark, 
paranoid mood than usual heading into this week’s 
fall-schedule announcements, where billions of 
dollars in advertising revenue—let alone their ca¬ 
reers—rest on the decisions they make. 

First, they clamp down on the time-honored tra¬ 
dition of circulating pilots throughout Hollywood 
before the upfront presentations, apparently fearful 
the pilots will wind up in the hands of evil Internet 
bloggers before they can be fine-tuned. Then buzz 
starts to seep out anyway: The word is that net¬ 
works’ dramatic tastes this year are veering toward 

“DONT EVEN NEED THE ISLAND TO BE W 

Even though Lost does have a sup 
element that may have inspired a ra 
shows for the fall, Lindelof said tl 
on character was the essential eh 
sustaining multiple storylines. “Y 
even need the island to be weird,” 
A couple of Lost episodes that Abi 
Lindelof wrote this season in fact I 
tured nothing, well, bizarre. 
Another Lost trait that would-be 

might want to keep in mind is 
contained-episode policy. Lindek 
was a matter of not wanting to turn 
a soap—but the self-contained ¡ 
also happens to make shows easier 

'SURVIVOR' INSPIRATION 

Ironically, TV critics last July asked Damon 
Lindelof, who writes and executive-produces 
Lost with J.J. Abrams, if Survivor's stranded-

cate; serialized dramas are difficult to sell in 
tion, where shows run in various dayparts a 
ers tend to get easily distracted. 

“The stories that we’re going to get inve 
Lindelof said, “are people falling in love, pec 
bing each other in the back, people having di 
of opinion, people fighting, all of that stuff s 

With a new breed of sci-fi apparently headed for the broadcast networks, 
it looks as if Tost' has gone a long way toward creating, well, a monster, 
much as Fox’s ‘X-Files’ did a decade ago. 

Supernatural themes haunt several spots 
on fall schedule 

and Thomas Schlamme (The West Wing, ER) 
writers and executive producers. 

Supernatural, from Wonderland Sound i 
and Warner Bros. TV, with The O.C.'s N 
The West Wing's David Nutter executive-pr 
melds The X-Files with Route 66. A charact 
with a supernatural backdrop, two brothei 
Padalecki of Gilmore Girls and Jensen A 
Smallville) take a “dark journey into the U 
world of the unexplained.” 

Lost producer Abrams provided some free 
those aspiring to make the next hit in the genn 

ing at last year’s Television Critics 
tion Tour in Los Angeles, he recon 
heeding the mistakes made by othe 
past and avoiding running the risk o 
mg the audience with too many cast 
and dramatic revelations. 

“I think, to some degree, there 
tionary tale about sort of delving ir 
thology without having a sense of v 
going. That is dangerous,” he said. 

“The key,” added Lindelof, “is n 
■ come a slave to that mythology. T 

that X-Files did very effectively 
course of its first three, four seas 

_ they would only do a mythology ep 
ery four or five episodes, a big tw< 
for sweeps or as a season finale. 

^‘Losf 
Generation 

Networks 
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Landgrafs Rx for FX 
New president talks about the network’s future 
After less than a year and a half at FX as entertainment 
president, John Landgraf was officially tapped last week 
as FX Networks’ president and general manager, filling a 
leadership position vacated when Peter Liguori became 
entertainment president at Fox in March. Having estab¬ 
lished itself with original dramas The Shield, Nip/Tuck 
and Rescue Me, FX will follow up with five original 
series Landgraf put into production. 

June brings the debut of 30 Days, a documentary 
about what happens when people radically change 
lifestyles (Supersize Me\ Morgan Spurlock execu¬ 
tive produces); the Iraq war drama Over There, from 
Steven Bochco/Chris Gerolmo, bows in July; and in 
August, FX branches into half-hour original comedies 
with Starved (four people in New York with eating 
disorders; from Eric Schaeffer/Dan Pasternack) and 
It’s Always Sunny in Philadelphia (friends running a 
bar in Philly; from Rob McElhenney). The network’s 
fifth drama. Thief, bows in early 2006. Landgraf talked 
with B&C’s Anne Becker about what is next for him 
and the network. 

How do you feel about stepping into a business role at the 

network after heading entertainment? 

Peter Liguori was really good about integrating me into 
the business issues. I’m used to running a company. I’m 
familiar with business affairs and financial negotiation. 
Cable distribution, ad sales and acquisitions are new for 
me, but there are really experienced business officials 
at the network. I’m very comfortable, in part because 
of my own experience and because of the tremendous 
experience of others I’m working with. 

Why aren't you in a rush to name a successor to head 

entertainment? 

There are very talented executives who work for me, 
and they deserve a share of the credit for the channel’s 
success. Bringing someone in from the outside would 
be a lack of recognition for the guys there now. A 
number of them will gain greater responsibility over the 
next year or two. 

tremely expensive rate for a procedural. Our originals 
are quite different in approach, and I don’t know if a 
procedural would go well with them. 

Now you're venturing into situation comedy. How will your 

sitcoms differ from what's already out there? 

If you look at the average sitcom, there’s sameness in 
pacing, story structure and rhythm. We have a coher¬ 
ent brand, but our shows are distinct from each other 
because we support the creatives in finding specific 
points of view for their shows. These two comedies 
(Sunny and Starved] are distinctive in tone. The basic 
cable brands that program comedy—Comedy Central, 
MTV—are teen brands that target 18-34. We program 
to adults 18-49. Our median age is between 35 and 38, 
so these are shows that have a little more edge to them 
and deal with subject matter and characters that net¬ 
work television wouldn’t deal with. They’re an attempt 
to bring the underlying quality of FX dramas into the 
comedy brand. 

IV/iat challenges does FX currently face? 

It is always a challenge to foster programming as 
good as The Shield, Rescue Me and Nip/Tuck. I’ve 
done it in every capacity—as a network executive, 
a producer, a writer—for 20 years, and it’s really, 
really hard. It’s also a challenge to keep the shows on 
the air as good as they are, and to broaden our brand 
to documentary and comedy programming, and let 
audiences know we’re a broad channel and appeal to 
women as well as men. We have aggressive, smart, 
well-funded competitors. Many others are going 
into the originals business. They’ve seen what we’ve 
achieved and they’re trying to get a piece of it—TNT, 
USA, Spike. 

Many think of FX as a male-skewing network-what’s the actual 

breakdown? 

The Shield is 58% male. Rescue Me is 52%, Nip/ 
Tuck is 40%. If you average those, it’s basically 
50/50. [Nip/Tuck’s] Joely Richardson has gotten re¬ 
ally important Golden Globe nominations. It was a 
tremendous honor to get Glenn Close on The Shield. 

With such successful original shows, what's your future strategy 

for acquisitions? 

Procedurals are doing very well in prime for our 
competitors like USA and TNT. You have to sustain 
a very high rating over a very long period of time to 
make money on these shows. If we were to buy a show, 
we wouldn’t even get it for another couple of years, so 
we’d be betting on where the market is going to be six 
to seven years from now. As good as these shows are, 
when you have eight on network television and eight 
stripped on cable, there are hundreds of hours of this 
kind of programming. We want to create our own assets 
with originals, and we’ve been aggressive about spend¬ 
ing and managing our inventory of movies and sitcoms 
like [recent acquisitions] That '70s Show and Spin City. 
NASCAR is a very valuable property for us, too. 

So far it hasn't been a good 
strategy for us to pay the ex-

“Many others are going into the originals business. They’ve seen 
what we’ve achieved and they’re tiying to get a piece of it.” 
JOHN LANDGRAF, FX 

With your edgy content, where do you stand on a possible 

crackdown on indecency on cable? 

We really are the poster child for responsible creation 
of adult programming. Our adult shows are always 
scheduled after 10 p.m. and labeled ‘TV-MA.’ The 
V-chip screens them, and we have detailed content 
warnings at the beginning and coming out of com¬ 
mercials. We’ve never marketed to kids and teens. 
More than 95% of our original shows’ audience is 
18 plus. When people continue to target these shows, 
that’s just censorship. We’ve set ourselves up to the 
artistic possibilities of television. We’ve won the 
Golden Globes, we have the No. 1 show three years 
running in 18-49—clearly we’re doing something 
right with critics and audiences. We’re an outlet for 
gifted creative artists, and if people out there don’t 
like that, they should simply not watch. 

You’ll see significant female characters in all the 
shows going forward. We’re not a network about men, 
we’re a network about quality. 

FX is becoming known for landing big-name creative talent¬ 

anyone else you care to say you're working with In the future? 

In the year I’ve been here, we’re hearing from 
talent that we’re the first choice to do something 
original and adult, and not a procedural or a sitcom. 
It’s come down to us and HBO. and we seem to be 
pretty neck-and-neck. We’ve created an extremely 
hospitable environment for directors and producers. 
We don’t create these series, they do—so it’s only 
appropriate to give them the respect and creative 
freedom they deserve. 

Besides FX. what do you watch on TV? 

Chappelle’s Show. The Daily Show, Da Ali G. Show, 
The Sopranos, Front Line and 60 Minutes. I’m look¬ 
ing forward to catching up with Lost this summer. I 
didn’t see it this year. We’re producing 92 original 
episodes this year, so between scripts and rough 
cuts, most of my joyful television time is watching 
FX shows. ■ 
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Who's Really Watching? 
Continued from page 15 
the box is tuned to. In the census model, for example, 
if a viewer leaves the cable set-top box on while he or 
she is on vacation for a week, the box will report 24/7 
viewership from an empty home. 

To solve such problems, TNS has designed a product 
to monitor whether the TV set is actually on. It has also 
developed “UltraTag,” a small luggage-tag-size device 
that is worn by members of a household and receives 
ultrasonic signals to time-stamp who is in the room at 
a given time. 

To address privacy concerns, no names are used. 
Data can be sorted on a ZIP-code-plus-four basis, 
which networks believe will be useful without being 
intrusive. “You can still know the ethnic makeup or if 
a household is upscale or downscale, enabling local¬ 
ized advertising opportunities,” says Jack Wakshlag, 
chief research officer for Turner Broadcasting System, 
which is looking into the system. 

Next-generation Retriever software made by S-A 
can monitor such DVR habits as what programs 
are recorded and when they are watched, opening 
new advertising opportunities. Car companies, for 
example, could send out specific commercials to 
specific neighborhoods. Cable operators could also 
offer “telescoped” commercials, in which viewers 
choose to watch a longform commercial stored lo¬ 
cally on the DVR before returning to the same spot 
in the original program recording. 

Says Starcom MediaVest’s Hanlon, “I fully expect 
the industry and the media buyers to start using linear 
channel-tuning data, VOD-usage data, DVR-usage 
data and interactive-TV data. I don’t think the Nielsen 
sample methodology will go away, but it will be only 
one leg of the table.” 

REAMS OF DATA 

Ironically, some advocates believe that the new census 
model, coupled with a system that allows targeted digi¬ 
tal ads, could save the 30-second spot. “If advertisers 
can get a more targeted way to reach consumers, the 
consumers will also benefit because they won’t be 
bothered by junk,” says Hanlon. “The mechanism of an 
advertising pod is woefully out of date. When ads be¬ 
come more targeted, they also become more 
interesting and informative.” 
Another company hoping to exploit 

the effects of such tectonic shifts in ad¬ 
vertising is ErinMedia. The Bradenton, 
Fla.-based audience-research company 
says it can mathematically calculate 
what type of person is sitting in front 
of the TV without the need for a diary. 
A patent-pending technology called IDM (Inverse 
Demographic Matrix) takes three data points—U.S. 
census data, the set-top-box data and a description 
of the program being watched—for a formula that 
figures out who is watching TV. 

“We’ll take the reams and reams of set-top-box data 

and turn it into meaningful reports,” says CEO Frank 
Maggio. He believes that, by working with system 
operators on a local level, ErinMedia will eventually 
be able to draw data from 15%-20% of the country’s 
digital-cable set-top boxes, giving it up to 8 million 
“data points.” “We can take the data and apply it to 
whatever model or mathematical formula the MSO 
wants,” he says. 

Maggio believes this new service will be enormous¬ 
ly helpful to new digital networks: “When you con¬ 
sider that a given market might only have 200 Nielsen 
households, there’s a good chance that a digital-cable 
network might get a zero.” The flaws in the Nielsen 
model, he says, are exactly why Nielsen is scram¬ 
bling to add more households, count DVR usage 

and even begin using set-top-box data. 
Despite his unkind words for Nielsen, 
Maggio acknowledges, “If there’s going 
to be a sea change, it’s going to require 
the cooperation of Nielsen.” 

Still, an accurate analysis of TV viewing 
will be difficult even with Nielsen’s help. 
Bob Barocci, president/CEO of the Adver¬ 
tising Research Foundation, says that even 

a mix of Nielsen and set-top-box data doesn’t answer 
the biggest issue for advertisers. “Even if we could col¬ 
lect accurate data overnight from every TV household 
in America, all we have is a measure of media deliv¬ 
ery f he says. “The real issue advertisers are grappling 
with today is measuring media consumption." ■ 
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B&C LOCAL LEGENDS 

One in an occasional series of stories on TV sta¬ 
tions that have long reputations for excellence in 
the industry and the community they serve. 

The sign of a good newscast can some¬ 
times be what it chooses not to cover. 
Last Wednesday in Los Angeles, an 
intense, high-speed car chase ended 
when the police fatally shot the driv¬ 
er. This is the junk food of L.A. TV 
news, and the local news operations 

raced to the scene. But not all of those stations carried 
the 50-minute pursuit live. The holdout: KNBC. At 
NBC’s West Coast flagship, the policy is to be cau¬ 
tious with graphic chases. In most cases, including the 
May 11 pursuit, that means not going live. 

“It was apparent this was going to end badly,” says 
KNBC News Director Bob Long. “We were covering 
it, but we’re not going to interrupt regular program¬ 
ming to inflict a car chase on people.” 

KNBC still filmed the incident and aired reports on 
later newscasts. Its viewers were spared the live drama. 
The driver pulled out a pistol and was gunned down 
by police, sending the TV stations scrambling to pull 
back to wider shots. 
The high ground can cost viewers. KABC, which 

was live on the scene, nabbed top ratings, and KNBC 
was second. But Long does not regret the decision. 
“Doing the right thing knocked us out of first place,” 
he says. 

That is not to say KNBC never gives in to tabloid 
temptations. Station executives, however, believe that 
being more judicious will set them apart from the 
competition. 

“In a world of 100 channels, there is so much fluff 
on other networks,” says KNBC reporter Doug Krie¬ 
gel. “We need to put on real news where viewers can 
find out about their community.” 
That sentiment extends from KNBC’s newsroom to 

the executive suites. In a very competitive, expansive 
market—it comprises five main counties encompass¬ 
ing 34,149 square miles—KNBC sets the pace in terms 
of community involvement, first-rate news and overall 
excellence. For those reasons, B&C has dubbed KNBC 
one of its Local Legends, stations that stand out from 
the competition. 

The station boasts a string of journalism prizes, 
including regional and national Emmys, Edward R. 
Murrow Awards and Golden Mike honors. Last year, it 
received Golden Mike prizes for best hard-news series, 
best light-news series and best business reporting from 
the Radio-Television News Directors Association. 

CHANGING TIMES 
These aren’t the absolute best of times for KNBC, or 
for the network that owns it. For years, the dominant 
Los Angeles station, KNBC now is in dogfights across 
the day. In the mornings, a time period KNBC once 
led, Fox-owned KTTV and The WB outlet KTLA are 

In City of Angels, 
KNBC Flies High 
West Coast NBC flagship takes care in a diverse community 

By Allison Romano 

tough competitors. KCBS poached KNBC’s proven af¬ 
ternoon news lead-in Dr. Phil, and KABC dominates 
early news. Although KNBC has been the top-rated 
English-language station at 11 p.m. since 1994, KABC 
is nipping at its heels. NBC’s struggles in prime time 
certainly do not help. But KNBC is always solidly in 
the race, if not ahead of the pack. 

Doing even a little bit better—or worse—is reflected 
dramatically on the stations’ bottom line. L.A. ranks as 
Nielsen’s second-largest TV market but is tops in total 
revenue. In 2004, local broadcasters raked in $1.715 
billion in gross revenue, according to BIA Financial. 
(New York, the biggest market in audience, took in 
$1.669 billion.) 

KNBC was tops among stations, taking in $299 mil¬ 
lion, according to BIA estimates. Following were KTTV, 
with $273 million; KABC, $230 million; and KCBS, 
$187 million. Uni vision’s Spanish-language KMEX, the 
market's most-watched outlet, took in $130 million. 
“KNBC’s strengths are consistency with its team 

and community involvement,” says L.A.-based media 
buyer Nancy McLachlan, VP/regional broadcast direc¬ 
tor for Initiative Media. “In any given newscast, they 
are going to rank first or second.” 

That is a major accomplishment in this sprawling 
market of 17.2 million residents and 5.4 million TV 
homes. The DMA includes distinctive regions, from 
tony Orange County to suburban San Fernando Valley 
to the city of Los Angeles. On their own, each could 
rank as a top-20 market. The diversity is notable, with 
43% of residents claiming Hispanic origin, 11 % Asian 
descent and 7% African-American. Without cable, a 
TV set in L.A. can pick up seven English-language 
stations and seven Spanish-language outlets. 

“The hardest thing is standing out in the clutter,” says 
Princell Hair, former KCBS news director and currently 
CNN’s senior VP of development. “You want to be the 
community station, but for what community?” 

TRUST EXPERIENCE' 
KNBC plays up its deep roots. “Trust Experience,” its 
promotions implore viewers. “This is a legacy station 
with great brand recognition,” says Jay Ireland, presi¬ 
dent of the NBC station group. KNBC gets a window 
into the Hispanic communities thanks to sister stations 
NBC-owned Telemundo station KWHY and indepen¬ 
dent KVEA. The three stations share a newsroom and 
pool reporting and video. 
Leading the way are evening co-anchors Paul 

Moyer and Colleen Williams. Their team, which also 
includes weatherman Fritz Coleman and sports anchor 
Fred Roggin, is a viewer favorite. Veteran reporters 
like Kriegel, Laurel Erickson and Furnell Chatman 
have been with the station for decades, covering 
earthquakes, fires, riots and, of course, celebrity trials. 
“We do news in a straightforward, comfortable way 
with people who have been here a while,” says Moyer. 
“Every time we vary from that, it hurts us a little.” 

KNBC’s alumni read like a who’s who of the TV 
business. Former Today and CBS Morning News 
anchor Bryant Gumbel worked at the station (see 
box, page 22). Veterans have moved on, like former 
Lifetime Television CEO Carole Black, who served 
as general manager in the 1990s, and Wheel of 
Fortune host Pat Sajak, once a KNBC weatherman. 
Longtime NBC Nightly News anchor Tom Brokaw 
cut his teeth on big national stories at KNBC. 

Continued on page 18 
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The evening team: Sportscaster Fred Roggin, anchors Paul Moyer and Colleen Williams, and weaitherman Fritz Coleman 

KNBC Flies High 
Continued from page 17 
Originally known as KNBH. the station signed on in 

1949 as channel 4, which remains its position. At the 
time, it was already one of seven VHF stations in the 
L.A. market, which counted just SO.(XX) TV homes. It 
strived to be cutting-edge. In 1950, it transmitted the first 
commercial sports telecast, an NFL game between the 
Los Angeles Rams and the San Francisco 49ers. The next 
year, it chartered a private plane from Washington. D.C., 
to provide viewers with film of a speech given by Gen. 

Douglas McArthur five hours earlier. When the operation 
moved to its current Burbank headquarters in 1962, it 
switched its cal! letters to KNBC. Today, it produces 30 
hours of local news and other programs a week. 

THE HOLLYWOOD FACTOR 
Far away from network news brass in New York, KNBC 
and its competitors could take chances. “We were like 
the Galapagos Islands,’’ says Long of those days in the 
1970s, when he was just starting out in TV. “It was 
exciting and creative.” Writing and photography were 

more artistic, in part influenced by the entertainment 
industry. L.A. stations take credit for being the first to 
use live shots, first to present hour-long local newscasts 
and, to be sure, first to use helicopters. Among KNBC’s 
contributions, says Brokaw of his old station, “we were 
the first to go to the two-hour early-evening format and 
establish an Orange County bureau.” 

But there was the Hollywood factor, too, which 
many thought then, and think now. makes L.A. news a 
whole lot less serious than it should be. In L.A.. celeb¬ 
rity news and lifestyle reports—Britney Spears is preg¬ 
nant! The latest in Botox treatments!—worm their way 
into the A-block of a newscast. High-drama events, 
especially car chases, commandeer the airwaves. In 
East Coast newsrooms, staffers like to snicker at their 
fluffy West Coast counterparts. 

No story stereotyped L.A. news more than the 1995 
OJ. Simpson trial, which dominated the headlines 
for months. KNBC fed on the O.J.-mania. During 
Simpson’s trial, the station aired a daily wrap-up 
show, hosted by Williams and Moyer, which was also 
simulcast on MSNBC. KNBC’s Chapman boasts the 
first Simpson interview after his acquittal. 

But on most stations, big stories like the Simpson 
case have been outnumbered by more-tabloid topics, 
such as the Winona Ryder shoplifting escapade. “It is 
easy to get confused with the nonsense celebrity cover¬ 
age and put it all in one basket," says local media col¬ 
umnist Ron Fineman, a former TV and radio reporter 
who covers the scene on his On the Record Web site. 
But KNBC is trying to draw the line. “You can make 
the case that |KNBC] is the best news operation in 
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town and Bob Long makes it better,” says Fineman. 
In the past five years, the tenor of KNBC’s news has 

shifted. Arriving in November 2000. President/General 
Manager Paula Madison wasn't pleased with the prod¬ 
uct. “I was fascinated by what I wasn't seeing on our 
air,” says the former print reporter and news director 
for WNBC New York. "It was celebrity news, crime 
and a lot of stories on Las Vegas. We’d have a car chase 
and then one from Phoenix and Denver, too.” 

One of her first directives banned lengthy coverage 
of car chases. It stunned the newsroom. Car chases are 
one of the signatures of L.A. news. But Madison found 
them disruptive, and, she notes, most were news-free 
stories about petty thieves. KNBC will still air some car 
chases, like the May 11 event, but not wall-to-wall. She 
and Long are pushing the news staff to produce more-
substantive news. 

For example, about the time Madison got there, 
California was suffering through an energy crisis, and 
it was a story she says her station and others virtually 
ignored. She mandated an energy-related story be in¬ 
cluded at the top of each newscast. 

Madison replaced veteran News Director Nancy Bauer 

Gonzales, now VP of news for Viacom-owned KCBS 
and KCAL, with former KXAS Dallas News Director 
Kim Goodwin, who got the hook after 20 months and 
was replaced by Long. Under pressure from NBC to cut 
costs, Madison axed some staffers, including the popular 
Today in LA anchors; the show, which had been top-rated 
for years, fell behind. (Madison recently faced another 
difficult personnel situation. Reporter Kyung Lah. who 
is married, and news producer Jeff Soto were fired in 
March after it was widely reported that they were hav¬ 
ing an affair. Late-news producer Jim Bruner also was 
dismissed in the wake of the incident. 

When Long arrived in July 2003, he continued re¬ 
building. “We had left our viewers,” he says simply. 
Long says the L.A. audience’s tastes have changed, 
jarred by unsettling events, such as the Rodney King 

KNBC KNEW THEM WHEN 

A SAMPLING OF STATION ALUMNI 

WHO WENT ON TO BIGGER THINGS 

Carole Black, former KNBC general manager who eventually became 

Lifetime CEO 

Tom Brokaw, KNBC reporter who became NBC 

Nightly News anchor *■ 

Nick Clooney, KNBC anchor who later hosted 

AMC movies; father of actor George 

Ralph Edwards, renowned game-show host/ 

producer 

Bryant Gumbel, former KNBC sportscaster, later 

today and CBS Morning News anchor 

Vince Manze, former KNBC promotions specialist, now co-president 

of NBC Agency, which produces NBC network promos 

Keith Morrison, former reporter, now NBC Dateline correspondent 

Jack Perkins, former reporter; later NBC newscaster, then host of 

A&E’s Biography 

Francis Gary Powers, U-2 spy pilot shot down by the Soviets in 

1960; later, KNBC helicopter pilot, killed when it crashed in 1977 

Pat Sajak, fomer KNBC weatherman, now Wheel of Fortune host 

Tom Snyder, former KNBC anchor who became host of NBC’s 

Tomorrow 

beating and riots and the 9/11 terror attacks. “Viewers 
couldn't handle another water-skiing squirrel," he says. 
"People want to know are they safe, is the freeway 
jammed, do they need a coat?” 

A former Marine who wears a bow tie and keeps a 
well-stocked bar hidden inside a cabinet in his office. 
Long is an old-school newsman. He was seasoned 
writing for wire services and radio and landed his first 
TV job as a senior writer for KCBS (then KNXT) and 
has also been managing editor for KNBC. Long was 
running the news for sister station WRC Washington, 
when he was called back to help KNBC. “Long is a 
serious news guy,” says Fineman. “He is the most 
popular news director in town.” 

MAYBE PEOPLE DONT CARE ABOUT CELEBS 

Just 8% of L.A. viewers care about celebrity news, 
the same as people in Cleveland and Peoria, Ill., Long 
says, citing research he has read. Some celebrity sto¬ 
ries are legitimate, he says. “If they are accused of 
murder or child molesting, that is news.” But stars' 
shoplifting escapades or divorces, he says, are not. In¬ 
stead, Long prefers news about politics, education and 

the economy. "News 
is part what people 
need to know,” he 
says. 
To deliver. KNBC 

added a political 
analyst and. in the 

wake of Arnold Schwarzenegger’s election as gov¬ 
ernor, reopened its Sacramento bureau. Focus on the 
morning show, now hosted by Kelly Mack and Chris 
Schauble, is producing better ratings. Other changes 
have been more subtle. KNBC cut back on sound ef¬ 
fects and snappy names given to regular segments. To 
generate ideas. Long takes his managers on retreats to 
brainstorm stories and work on writing technique. 

“After 9/11. people had a greater sense of vulnerabil¬ 
ity, being hurried and anxious. It was the last step that 
enabled us to get rid of the lifestyle features, the warm 
and fuzzy,” says Long. “We’ve been successful by elimi¬ 
nating the crap. We won’t waste people’s time. If we find 
good stories and tell them well, we will succeed.” 

At the same time. Madison has expanded KNBC’s 
approach to community service, a pillar of any great 
local station. KNBC tries to mesh public affairs with 
news. “We can be a galvanizing force in the commu¬ 
nity,” she says. “We need to use our best resource—our 
airtime—to educate viewers.” 

The market’s first female African-American general 
manager, Madison has always been active in diversity 
and outreach. She started her TV career as public affairs 
director at WFAA Dallas and served as NBC’s senior 
VP of diversity from 20(X) to 2002. On top of the ba¬ 
sics—public-service announcements, anchors dropping 
in on parades and ribbon cuttings—she scooped up high-
profile events like the Los Angeles Marathon (she runs 
every year) and a health expo. 

In addition, she tapped KNBC producer Rebecca 
Nieto, a 20-year local-news vet, to coordinate news 
and community affairs. The efforts take several forms. 
Nieto meets with community groups and aims to in¬ 
volve them in KNBC’s news product. An individual 
could be an expert for a story, and, occasionally, an 
outreach program or event inspires a news report. In 
short, Nieto finds grassroots community organizations 
that are under the radar of other stations. 

Last fall, the station produced a program on the 
impact of Hispanic voters on the presidential election; 
it also aired on NBC- and Telemundo-owned stations 
and on MSNBC. Most recently, a February special on 
autism aired on KNBC, its sister NBC stations and 
some other NBC affiliates. 

We’ve been successful by eliminating the crap. 
We won’t waste people’s time.” 

BOB LONG. KNBC 

Currently, KNBC’s most pressing dilemma is how to 
replace Dr. Phil as its 4 p.m. news lead-in. Renewing 
it was deemed too expensive. KNBC made a grab at 
the Suze Orman Show, but the show has been tabled. 
It could install The Ellen DeGeneres Show or Martha 
Stewart’s new, untested show. Madison has ruled out a 
4 p.m. newscast but not a local talk show. 

Whatever the solution. Madison says, remembering 
KNBC’s audience comes first. 

“As a local station, we need to educate and entertain,” 
she says. “We live here, we educate our kids here, we 
shop, drive and worship here. We need to see the diver¬ 
sity of our community in the news coverage and make 
people aware of the issues." ■ 

THE END OF SWEEPS? 
NOT HAPPENING SO FAR IN L.A. 

In Los Angeles, news pros predicted local sweeps would 

become extinct after last spring. That is when Nielsen 

Media Research switched to its controversial electronic 

local people meters (LPMs), which provide demographic 

data-the hard currency for local ad sales-on a daily 

basis. That information used to come in only during the 

November, February, May and July ratings sweeps months-

hence the supercharged special news series that were high 

on sensationalism but low on news value. 
As it turns out, LPMs haven't changed the sweeps obses¬ 

sion. Station executives blame each other for not kicking 

the habit. Plus, their parent networks still load up prime 

time with specials and stunts. 

KNBC tries to sprinkle its best stories and advertis¬ 

ing throughout the year, says President/General Manager 

Paula Madison. But “if we stay quiet when everyone else is 

screaming, we are likely to get hurt,” she says. Rivals KABC 

and KCBS make use of sister radio stations to pump day-

and-date promos into the market. 

In February sweeps, KABC won early-morning news, slip¬ 

ping past KNBC, KÏÏV and KTLA. In late news, KNBC edged 

out KABC. But in non-sweeps months, KNBC steadies out. 

LPMs have proved disruptive. Stations ratings are off 

some 10%-15% compared with the old system, and the 

data show that fewer homes watch broadcast TV. Local 

broadcasters in other LPM markets, such as Boston, have 

encountered the same problems and say it takes time for 

ratings from LPMs to stabilize. 

Until then, sweeps still rule. In KNBC’s newsroom, 

sweeps are grudgingly accepted. “We try to keep it high-

quality year-round,” says 11 p.m. executive producer Wendy 

Harris. Even so, she admits, high-profile stories are still 

often appropriated for sweeps. 

Before each ratings book, News Director Bob Long fires 

off an inspirational memo to his troops. In a note last year, 

he said, “Next to becoming profitable, sweeps were the 

worst thing that ever happened to television news.” LPMs, 

he noted, “have weakened the chokehold sweeps had on 

us, but those thick fingers are on our throats still."-A.R. 

LATE-NEWS WARS 

Household/25-54 ratings in sweeps month 

and those following 

STATIONS FEB. ’05 MARCH '05 APRIL ’05 

SOURCE: Nielsen Media Research. English-language stations 

KNBC 6.1/2.9 6.1/3.1 6.3/3.5 

KABC 5.5/2.6 4.5/2.3 4.1/1.9 

KCBS 4.7/2.4 3.5/1.7 4.3/2.0 

KTTV 3.5/2.0 3.1/1.8 3.1/1.8 

KTLA 2.9/1.5 2.9/1.6 3.1/1.8 

KCOP 1.2/0.7 1.2/0.7 1.2/0.7 
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On the set of Everybody Loves Raymond, Ray Romano (left) and Phil Rosenthal. 

Raymond LOVeO Hill. . 
and Phil Loved Raymond 

The bond between two ordinary men made the CBS . * A 
sitcom an American favorite J • J 3

By Deborah Starr Seibel JI 

SPECIAL REPORT 

“From a scheduling point of view, it was a nice little 
show that we weren’t expecting an awful lot out of.” 
KELLY KAHL. CBS 

Phil Rosenthal is allowed bragging rights for one of his 
favorite memories: Five years ago, the creator and ex¬ 
ecutive producer of CBS’ mega-hit sitcom Everybody 
Loves Raymond was called in by President Clinton’s 
speechwriting team to write and direct a six-minute, 
roast-worthy goodbye film for the White House Cor¬ 
respondents’ Association Dinner. “I was awestruck at 
first,” he says. “I told my wife, ‘If you tell the most 
important, powerful person in the world what to do and 
he does it, doesn’t that make you the most important, 
powerful person in the world? 

“And my wife said. ‘Pick up your socks.’” 
That, in a nutshell, is the kind of charming, simple, 

honest humor—real people hashing out the minutia of 
a marriage—that has fueled Raymond for nine seasons. 
The show ends its run on May 16. Nobody expected 
the show to become a television mainstay, to say noth¬ 
ing of its spectacular afterlife as No. 1 in syndication, 
where it outdistances such modern classics as Friends 
and Seinfeld. 

When it started. Raymond was just another standup-
driven sitcom, not even guaranteed a slot on the 1996 
fail lineup and relegated to the dead zone of Friday 
nights. "To be perfectly honest," says Kelly Kahl. CBS 
senior executive VP of program operations, “the show 
was essentially an afterthought.” 

That may sound preposterous now. but in 1996. CBS 
was all about big comedy guns Bill Cosby (Coshy) and 
Rhea Perlman (Pearl), stars with well-known names. 
Ray Romano, for all his everyman appeal, was not sup¬ 
posed to be the Next Big Thing. 

“From a scheduling point of view,” says Kahl, “it 
was a nice little show that we weren’t expecting an 
awful lot out of. So we put it behind Dave's World 
because we thought there would be some compatibility 
between the two.” 

Romano was happy just to get on the air. “Was I 
offended that they put me on Friday night?" he asks. 
“Are you kidding? They could've put me on at six in 
the morning; I wasn't about to complain. We thought 
there was a chance we wouldn’t get on until midsea¬ 
son, so it wasn’t like I was sitting around going, 'Do 
we have to be on Friday night?' I was just worried that 
we were going to get cancelled without people getting 
a chance to see it." 

They saw it, all right. And even though it wasn’t 

pulling in big numbers, in the spring, CBS shifted 
it to Monday nights at 8:30, right after Cosby. Great 
time slot, right? Not necessarily. “It could’ve been 
a curse as much as a blessing,” says Kahl, “because 
with a better lead-in and increased visibility also 
come increased pressure.” 

CBS was keeping its corporate fingers crossed that 
Raymond would follow the pattern of most new shows 
given a cushy time slot following a hit. “You hope to see 
it retain 80% of the audience.” says Kahl. “If you can 
hold four out of five viewers, that’s pretty good. With 
this show, the thing that was encouraging was that it 
started building on its lead-in, especially with younger 
viewers. And don't forget, we were the oldest-skewing 
network.” 

It’s easy now to see why the show clicked: loveable, 
recognizable, relatable characters. Everybody knows 
somebody like Marie Barone (played by Doris Rob¬ 
erts), the overbearing, intrusive mother. Or Frank (Peter 
Boyle), the curmudgeon retiree. Or Debra (Patricia Hea¬ 
ton). the over-burdened, under-appreciated wife. Or Ray 
(Romano), the henpecked, workaday husband. 

“This show was remarkably consistent,” Kahl says. 
“It had amazingly rich and well-defined characters that 
people very quickly glommed onto.” 

Where did those characters come from? “Marie is 
my mother,” says Rosenthal. “I was writing about my 
actual family. What I found out was that the specificity 
of the writing is really the key to its universality—and 
not the other way around. So even if my life isn't 
yours, you get it.” 

Romano says one of the reasons he and Rosenthal 
clicked was that his Italian sensibility was simpático with 
Rosenthal’s Jewish roots. "Basically, we have the same 
mother.” says Romano. “Overprotective and intrusive. 
Food is a big part of life. There’s a lot of being a mama’s 
boy. And a lot of guilt.” 

THEY CLICKED 

Rosenthal and Romano, also an executive producer, 
first met in an unpretentious diner in North Holly¬ 
wood. Rosenthal was one of a dozen up-and-coming 
comedy writers brought in to meet with Romano, 
who had his pick of the lot to create his first sitcom. 

Instead of feeling like a 
power broker. Romano felt 

like the shy boy at a high school dance. Rosenthal 
quickly put him at ease. 

“He was not imposing,” says Romano, “which was 
good because I didn’t need to feel intimidated, which 
I do with a lot of people at these meetings. Even now, 
when I go to meet with a [movie] director, I’m way 
intimidated. I know that I’m gonna sound stupid, that 
I’m not artsy enough for him. And Phil was just a 
regular kind of guy. He had kids, and I had kids. And 
every story I had about my family and my parents, he 
had one about his.” 

Still, for Romano, Rosenthal wasn’t an instant sell. 
One of the other auditioning writers was Michael 
Borkow, then supervising producer on the super-hot 
Friends. Romano was impressed with that credential. 
“I actually chose him,” Romano says, “but he wasn’t 
available. He got another offer. But in hindsight, of 
course, the smarter choice was Phil. He had this 
schleppy Jewish thing going, and I had this schleppy 
Italian thing going.” 
The two schlepped along so nicely that, by season 

three, the show was moved into CBS’ best comedy 
spot, Monday night at 9. Was the network now confi¬ 
dent and relaxed that it had a major hit on its hands? 
No way. Says Kahl, “There was still a lingering ques¬ 
tion: Can this show play the big room?” 

TENSE TIMES 

The answer was a resounding yes. So much so that, 
by 2003, for season eight, Romano became the high¬ 
est-paid actor on television (a $50 million deal paying 
$1.8 million per episode). 

The repercussions weren’t pretty: CBS encountered 
some major financial haggling with the supporting 
players who felt slighted. Brad Garrett garnered 
headlines for two weeks for refusing to report to work 
without a significant pay raise. 

“Brad wasn’t the biggest problem,” says Rosenthal. 
“But I can’t tell you what was because it’s personal. 
It’s nobody’s business. But I can tell you one thing: 
I didn’t like being caught in the middle. It was ugly. 
Some [cast members] thought they could come to me 
and that I had money to give. Well, I’m an employee, 
too. So I was getting it from both ends. From CBS, it 
was: Write them out of the show. And from the actors 
it was: Stick up for me with them. That’s the ugly part, 
and I hated it. I thought: I have something nice here, 
and you’re fouling my garden.” 
Romano is more forthcoming about the money 

problems. “At one point, Phil and I and HBO [the 
Raymond production company] dished out some 
backend points for them [to share the syndication 
profits]. That was year eight, for all the cast members, 
so they all got a piece of the backend.” 

His salary was the subject of much on-set teasing. 
“At one point, I screwed something up in a bedroom 
scene. And I have this rapport with Patty where she 
can trash me and I can trash her. So she turned to the 
audience, pointed to herself and said, ‘Professional.’ 
Then she pointed at me and said, ‘Millionaire.’” 

But the head-turning salaries weren’t always so 
funny. “It can only breed contempt once you’re the 
highest anything,” says Romano. “They can only take 
shots at you.” 

Or beg you to produce more episodes.“Believe me.” 
says Kahl, “if we could wave a magic wand to bring it 
back, we would." For this swan-song season, though, 
it’s a short run of only 16 episodes. Privately, Viacom 
Co-President Les Moonves thought Raymond had lots 
of material for another season. 

Romano disagrees, agreeably enough. “Les Moonves 
said, ‘At least, give us 18,”’ says Romano. “We tried to 

Continued on page 22 
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Here’s to many more 
years together! 
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SPECIAL REPORT* 
TV ADVERTISING & PHARMACEUTICALS 

TV Execs Welcome 
Drug Ads With Open Arms 

But the lucrative commercial category is under attack by regulators 

By Joe Mándese 

ight years after the federal gov¬ 
ernment relaxed rules restricting 
ads for prescription drugs aimed 
directly at consumers, the cat¬ 
egory has become a panacea for 
both Madison Avenue and the 
media industry at large—espe¬ 
cially television. Now a spate of 
new regulatory issues threatens 

to severely limit or even ban some forms of prescrip¬ 
tion-drug ads. 
Chief among the ad industry’s concerns is the 

regulatory fallout surrounding the public disclosure 
of serious heart-related side effects caused by two of 
the largest prescription-drug brands: pain relievers 
Vioxx and Celebrex. 

The debate over the relationship between prescrip¬ 
tion-drug side effects and advertising is but one in a 
series of regulatory threats facing the $4 billion-plus 
prescription-drug ad industry, which has also been un¬ 
der attack for inflating the cost of proprietary drugs to 
defray the cost of big advertising budgets, and are even 
facing broadcast-indecency challenges for airing ads 
for drugs designed to improve people’s sex lives. 
The regulatory talk surrounding the pharmaceu¬ 

tical advertising category is also adding to the un¬ 
certainty surrounding the TV advertising business, 

especially the 2005-06 upfront network marketplace, 
which is just weeks away from breaking. 

THE HEAT IS RISING 

The prescription-drug business itself is—excuse the 
pun—extremely healthy. A bounty of new remedies 
treating a wide array of diseases are ready to hit the 
market, but the regulatory scrutiny could cause some 
of the biggest and highest-profile prescription-drug 
brands to ease up on their advertising plans. 

“The big wild card is if the government legislates 
anything radically different,” says the top media ex¬ 
ecutive at a major prescription-drug marketer that has 
been part of the consumer-advertising boon. The ex¬ 
ecutive, who asked not to be named, says that regula¬ 
tory concerns would likely cause many pharmaceutical 
marketers to cut back on ad spending. 

“I wouldn’t look for huge growth,” he says, adding, 
“Things are going to level off. Number one, we’ve 
been growing at such high rates. And number two, 
there have been some issues. Several big spenders 
have had to pull product, and that affected revenues. 
And number three, we’re operating in a fishbowl, and 
nobody wants to do anything that would lead to more 
regulation.” 

As bad as that might be for pharmaceutical mar¬ 
keters, it could be devastating to the media industry. 

Ever since 1997, prescription-drug ads have 
been the one constant growth engine in the 
consumer-media marketplace, particularly for 
TV, which has quickly displaced print as the 
preferred ad medium for Rx-marketing. 

Even during the worst points of the post-9/ 
11 ad recession, the so-called direct-to-con-
sumer (DTC) ad category continued to boom. 
The growth came from established drugs that 
were free to liberally use consumer media to 
advertise, as well as from a deluge of new 
drugs being released on the market. The cat¬ 
egory, according to estimates compiled by the 
Association of National Advertisers (ANA), 
in 2004 represented nearly $3.7 billion in 
TV-ad spending. 
“There’s no question that the heat has 

risen substantially with respect to the DTC 
category,” says Dan Jaffe, head of the ANA’s 
Washington office, and the ad industry’s top 
lobbyist. 

Jaffe says the ad industry is most concerned 
by the mixed signals surrounding side effects, 
noting that critics of prescription-drug adver¬ 
tising “claim that, even after a drug receives 
marketing approval by the Food and Drug 
Administration, incipient dangers still may 
only become apparent once these products 
become widely available. The best way to 
protect against such dangers, these critics ar¬ 
gue, is to impose an advertising moratorium 
on new drugs.” 

In fact, the ANA was apoplectic when indus-

Erectile-dysfunction commercials, like this one for Viagra, are under 

attack by a congressman who thinks they promote sex. 

try weekly Advertising Age ran an editorial calling for 
a one-year mandatory moratorium on advertising all 
new prescription drugs. ANA President Bob Liodice 
was prompted to chastise the trade magazine in a re¬ 
cent blog entry on the ANA’s site: “This posture is an 
outright proxy for the FDA saying, ‘We think the new 
drug is OK—but we aren’t totally sure—so we’ll try 

WHAT AILS YOU? 

Here is a list of how many drugs are in active development 

to alleviate specific ailments or to meet needs of a specific 

demographic group. The list suggests that this advertising 

category will be healthy for a while: 

f / ( 1 new medicines for 

/ HIV/AIDS 

new medicines for diseases that 

disproportionately affect the 

nation’s 35.3 million Hispanic 

Americans 

new medicines for diseases that 

disproportionately afflict African-

Americans or for diseases among 

the top 10 causes of death for 
the demographic 

371 medicines for diseases that 

disproportionately affect women 

800 new medicines for diseases related to aging 

176 new medicines for neurological 

diseases 

new medicines to treat heart 

disease and stroke, two of the 

top three causes of death in the 

United States 

SOURCE: Greenwich Consulting Partners 
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DRUG MONEY 

What major pharmaceutical companies spent 

on TV advertising in 2004 

RANK COMPANY TOTAL 

1 Pfizer Inc._ $676,219,163 

2 GlaxoSmithKline PLC $670,387,477 

3 Astrazeneca PLC_ $440,162,942 

4 Novartis AG _ $407,323,158 

5 Sanofi-Aventis_ $402,919,878 

6 Merck & Co. Inc._ $338,913,940 

7 Johnson & Johnson_ $303,332,036 

8 Lilly Icos LLC_ $175,818,750 

9 Bayer AG_ $156,060,917 

10 Tap Pharmaceutical Pdts. $125,816,192 

Total $3,696,954,453 

SOURCE Nielsen Monitor-Plus 

it out in market and hope no one gets hurt. And 
just to be sure we don’t mess up too much, let’s 
not advertise the product so the impact will be 
small.’” 

“THE SPOTLIGHT IS ON" 

Or, as former Federal Trade Commission 
Chairman Timothy Muris said during a speech 
at the ANA’s legal-affairs conference in January, 
“Pressed to the extreme, this is an argument that 
says new drugs are fine, as long as consumers 
don't know about them.” 

of prescription drugs to defray the costs of big 
advertising budgets—has been put on the back 
burner, but the ANA’s Jaffe says it is still part 
of the regulatory dialogue, with some lawmak¬ 
ers threatening to take away tax deductions for 
prescription-drug ad expenditures. 

But the ANA has compiled a body of research 
showing the benefits of consumer advertising. 
By encouraging consumers to visit a doctor in 
the early stages of a disease or ailment, Jaffe 
says, advertising actually reduces long-term 
health care costs. 

A BOOMER TURNS 60 EVERY SIX SECONDS 

Fortunately for the pharmaceutical industry 
and the advertising and media companies, 
which tend to dote on younger viewers, 
Americans are getting older, more obese and 
sicker—and that is leading to greater long¬ 
term demand for remedies. 
“There are some compelling demographic 

facts that support long-term growth for the 
DTC advertising category,” says Dan Hodges, 
managing director of Greenwich Consulting 
Partners, Greenwich, Conn. “A baby boomer 
turns 60 every six seconds, and the life expec¬ 
tancy today is in the 90s, as opposed to the 70s 
and 80s for the World War 11 generation.” 

The combination of longevity, greater inactiv¬ 
ity and obesity is leading to older Americans 
who suffer many more diseases and maladies 
over the course of their lives. 

That could be an anathema for marketers, 
agencies and media outlets that are depending 
on new prescription-drug brands for sustain¬ 
ing the category’s growth, because established 
brands are likely to keep a low profile while the 
regulatory debate is waged. 

“I don’t know if there is going to be a cut¬ 
back in the category, but they are going to be 
very careful in how they advertise now that the 
spotlight is on,” says Jaffe, adding that Madi¬ 
son Avenue is fighting a number of other critical 
regulatory attempts, including a bill that would 
impose a ban on some of the biggest TV-ad 
spenders—the erectile-dysfunction drugs like 
Viagra—on the basis that they are indecent to 
advertise on television. 

The legislation, in¬ 
troduced by Rep. Jim 
Moran (D-Va.), would 
ban ads for erectile¬ 
dysfunction drugs Vi¬ 
agra, Cialis and Levi¬ 
tra on broadcast media 
from 6 a.in. to 10 p.m. 
because, he claims, 
they are promoting 
sexual behavior. 
Another potential 

threat that would affect 
broadcast media are 
prospects that the FDA 
would require more 
disclaimer copy on prescription-drug ads. It 
was the relaxation of such disclaimer rules in 
1997, in fact, that permitted drug ads on televi¬ 
sion and radio. 

“Already, disclosures are fairly sizable,” notes 
Jaffe. “I don’t see how you can have this endless 
list of disclosures and still effectively advertise 
on broadcast media.” 

Another complaint about DTC advertising— 
that pharmaceutical marketers mark up the costs 

“Obesity creates many other disease states: 
heart disease, mental-health depression, sleep 
disorders, arthritis—just a general decline in 
health,” says Hodges, concluding, “The good 
news for the pharmaceutical category is, we 
are getting sicker. The challenge for the regu¬ 
lators and for the pharmaceutical companies is 
to find the right balance between communicat¬ 
ing the benefits of prescription to the popula¬ 
tion [and disclosing] the risks.” 

AN ABUNDANCE OF NEW DRUGS 

According to Greenwich Consulting Partners 
research, there will be abundant new drugs 
to communicate in both the near and long 

terms. 
During 2005 alone, three 

potentially “blockbuster” 
drugs will be introduced: 
Sanofi-Aventis’ Acomplia, 
a product for obesity man¬ 
agement, smoking cessation 
and cardiovascular-health 
management; Bristol-My¬ 
ers Squibb’s Abatacept, 
which treats rheumatoid 
arthritis; and Eli Lilly and 
Amylin Pharmaceuticals’ 
Exenatide, a drug that treats 
Type 2 diabetes. 

In the more distant fu¬ 
ture, Hodges points out, 

there are hundreds and potentially thousands 
of new drugs in the “pharmaceutical pipeline” 
that are being developed to treat HIV/AIDS, 
aging, neurological diseases, heart disease, 
strokes, and ailments afflicting various ethnic 
groups. 

“Long term, prescription drugs are a high-
growth industry,” projects Hodges. “The only 
question is how much of it will be supported 
by direct to consumer advertising." ■ 

Nothing to sneeze at: GlaxoSmithKline, 

the manufacturer of Flonase, spent 

$670 million on TV in 2004. 

"A dramatic masterpiece." 
- TV Guide 

"...unlike anything on television..." 
- The New York Times 
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Qualcomm Goes With the MediaFLO 
Armed with new chip, company to join the TV-cellphone scramble By Ken Kerschbaumer 

egardless of whether 
cellphone users are 
demanding it, the 
drive to deliver TV 
content to them is 
picking up steam. 
Sometime late next 

year, Qualcomm will join the ranks 
of technology companies vying to be¬ 
come a major player in a business that 
so far has spurred only minor interest 
among consumers. 

Currently, cellphone-video technol¬ 
ogy using services such as MobiTV or 
Vcast can be a cumbersome proposi¬ 
tion that requires users to establish a 
one-to-one connection with a video 
source, as if they were accessing a 
Web site. Popular video services 
are vulnerable to being swamped by 
requests, resulting in slower speeds 
and denials of access. Qualcomm and 
another aspiring TV-by-phone sup¬ 
plier slated to launch in 2006, Crown 
Castle, intend to leapfrog existing 
technology and essentially broadcast 
directly to phones. The key ingredi¬ 
ent: microchips that turn cellphones 
into wireless TV receivers. 
While Crown Castle is relying 

on the European DVB-H standard, 
Qualcomm has spent $800 million on 
a project to develop its own system 
specifically for cellphones, called 
MediaFLO (Forward Link Only). Both 
companies will enlist cellular-service 
providers to handle the marketing and I 
sales of their services while adminis¬ 
tering the programming and distribu¬ 
tion issues themselves. 

INSERTING LOCAL CONTENT 

the coming months will be negotiating 
carriage deals with TV networks. Part¬ 
ners will be given a percentage of every 
paid subscription. 
“The model is highly analogous to 

the way the cable industry works,” says 
Lorbeck, adding, “There will also be 
different rate cards based on the number 
of subscribers.” 

Lorbeck says the capacity of the Qual¬ 
comm network will allow each channel 
to utilize 6 to 11 Mbps of data—suf¬ 
ficient to push not only video but also 
audio services and even data files to the 
user. Plans currently call for the com¬ 
pany to offer 15 channels of video, 10 

MediaFLO quarterback Jeffrey Lorbeck 

channels of audio streams, 40 channels 
of video clips, and data as well. 

“We’ll be able to do up to 20 real¬ 
time streams at 30 frames per second,” | 
Lorbeck says. The frame rate will adjust i 

build one-fiftieth the number of towers 
that Crown Castle will need in order 
to attain the same coverage area with 
its DVB-H signal. Then again, one of 
Crown Castle’s businesses is building 
towers; the company already has ac¬ 
cess to about 11,000 of them across 
the country. Crown Castle takes com¬ 
fort in the tower array’s assurance that 
its signal won’t be lost in dead spots. 
“You can look at a pretty map of cover¬ 
age areas, but that doesn’t show areas 
where there might be interference,” says 
Michael Ramke, Crown Castle VR mar¬ 
keting and business development. 

THE PUSH FUNCTION 

Qualcomm is especially hopeful that 
MediaFLO’s push function will prove 
popular with consumers and broad¬ 
casters. “If someone has two minutes 
between meetings, they’ll be able to 
turn on their phone and watch a news 
update that could be already sitting on 
the phone,” he says. Unless, of course, 
they just check out a news Web site on 
their BlackBerry or computer. 
Qualcomm and Crown Castle will 

join a burgeoning field that includes not 
only cellular services like MobiTV and 
Vcast but also Sony PSP Connect, a new 
service that lets owners of Sony’s hand¬ 
held PlayStation device download video 
clips via WiFi. ABC News is the first TV 
network service to deliver content to the 
PSP. “We’re delivering content we think 
that audience would be interested in, 
specifically our program Ahead of the 
Curve, which talks about technology,” 
says Bernie Gershon, ABC News Digital 
Media Group senior VP/general man¬ 
ager. “We’re also creating new content, 
including music reviews, because it’s an 
opportunity to reach a new audience on a 
great-looking screen.” 

Just how popular 
these wireless services 
will be, remains to be 
seen. In-Stat, a sister 
division of B&C pub¬ 
lisher Reed Business 
Information, issued a 

Jeffrey Lorbeck, VP/general manager 
of Qualcomm’s MediaFLO division, is 
overseeing the service’s development. 
He says that one of 
MediaFLO’s advan¬ 
tages in the race to get 
phone users hooked on 
TV is that Qualcomm’s 
effort isn’t based on [

“The model is highly analogous to the way the 
cable industry works.” 

JEFFREY LORBECK. QUALCOMM 

legacy technologies 
(DVB-H, for example, is a mobile ver¬ 
sion of the DVB-T terrestrial transmis¬ 
sion scheme). The technology opens 
new capabilities: "We can actually insert 
local content into a nationally provided 
content stream, black out content, and 
even push content to handsets,” Lorbeck 
says. “We envision a basic package of 
things like news, sports and prime time 
content, and then a premium package for 
the sports fanatic that will push content 
so it will be waiting for the user when 
they turn on the phone.” 
Qualcomm has a MediaFLO trial 

under way in San Diego, using video 
from several content providers, and in 

to best utilize bandwidth so that a talk¬ 
ing-head program can be delivered at 20 
fps but an action-filled sports program 

report last week that warned of luke¬ 
warm interest in multimedia handsets, 
even from early adopters. Less than 

can get the full 30 fps. 
Though Qualcomm is 

already nearly a billion 
dollars into its investment, 
the company believes that 
MediaFLO at least has 
the advantage of requiring 
a relatively inexpensive 
infrastructure rollout. The 
strength of the Qualcomm’s 
50-kW transmitters, Lor¬ 
beck says, means that the 
company will only have to ABC’s Bernie Gershon 

11 % of those surveyed were 
very or extremely interested 
in broadcast-TV functional¬ 
ity on the cellphone. The 
report predicts cellphone¬ 
video-related revenue will 
hit $150 million by 2009. 
The mantra of the indus¬ 

try calls for the delivery 
of television programming 
anytime, anywhere; the 
hope is that enough people 
will care. ■ 

Turbo Charged 
Early reviews laud 

Grass Valley’s latest 

This week Grass Valley 
ships Turbo, a new digi¬ 
tal disk recorder that 
can handle both high-
definition and stan¬ 

dard-definition material and costs 
less than $ 10,000. The product 
has already started turning heads 
in private demos for those in the 
professional audio/video market, 
and Grass Valley hopes it will do 
the same in the broadcast space. 

Barry Enders, president of 
Enders and Associates, a Califor¬ 
nia-based equipment dealer for the 
pro AV, broadcast and post-produc¬ 
tion market, was one of the few to 
get an early peek at Turbo. He says 
broadcasters in small markets who 
still rely on analog or digital tape 
decks for editing stories can use it 
as a replacement. 

“They won’t need another 
$10,000 in interface gear because 
it has all the interfaces built in 
standard,” he says. “There are no 
nickel-and-dime add-ons.” 

Another possible application 
for broadcasters includes building 
digital signage networks, provid¬ 
ing content for public plasma¬ 
screen displays. “The ability to 
record up to 10 hours of material 
and then put it into a loop playlist 
will absolutely fit that market,” 
Enders says. 

Gary Kayye, partner and chief 
visionary for Kayye Consulting, 
a marketing and consulting firm 
for the AV market, expects Grass 
Valley’s new efforts in the pro 
AV sector to generate excitement 
among his customers. “For big 
staged events, you’ll typically find 
multiple sources like VTRs and 
PCs. But with this, the user can 
pre-record everything and play it 
out in sequences.” 

Darren Alexander, senior project 
manager for Creative Technolo¬ 
gies Los Angeles, the company in 
charge of the display screens at the 
Kodak Theatre during the Acad¬ 
emy Awards, says the ability to 
record on two channels while play¬ 
ing out on another is one of several 
useful features. “With the DVD 
drive. Firewire and the USB port,” 
he says, “there are a lot of ways to 
get clips into the unit.” 

Enders says the Turbo repre¬ 
sents “another nail in the coffin” 
of videotape recorders. “With a 
system like this, you can record 
something and e-mail it around,” 
Enders says. “Tape is, by nature, 
becoming passé.”—K.K. 
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TVS 

KIFI(TV) IDAHO FALLS, K61AP 
BURLEY, K05CJ CHALLIS, 
K13CO FISH CREEK, K13RV 
AND K61CI LEADORE, K61FO 
POCATELLO, K12MA 
REXBURG, IDAHO; K13LY 
HOBACK JUNCTION, K13FZ 
AND K59DY JACKSON, K09LF 
SOUTH PARK, WYO. 

PRICE: $12.5 million 
BUYER: News-Press and Gazette 
Co. (David R. Bradley, president) 
SELLER: The Post Co. ( Rickie 
Brady, VP) 
FACILITIES: KIFI(TV): Ch. 
8, 316 kW. ant. 1,519 ft.; 
K61AP: Ch. 61,0.684 kW; 
K05CJ: Ch. 5, 0.013 kW; 
K13CO:Ch. 13,0.007 kW; 
K13RV: Ch. 13,0.007 kW; 
K61CL Ch. 61,0.990 kW; 
K61FO: Ch. 61,0.106 kW; 
K12MA: Ch. 12, 0.409 kW; 
K13LY: Ch. 13,0.105 kW; 
K13FZ: Ch. 13,0.101 kW; 
K59DY: Ch. 59, 0.416 kW; 
K09LF: Ch. 9, 0.010 kW 
AFFILIATION: KIFI(TV): ABC 
BROKER: Kepper, Tupper & Co. 

KTKA(TV) TOPEKA AND K39BR 
JUNCTION CITY, KAN. 

PRICE: $6.2 million 
BUYER: Free State Communi¬ 
cations LLC (Patrick Knorr, 
manager) 
SELLER: Brechner Management 
Co. (Berl Brechner, president) 
FACILITIES: KTKA(TV): Ch. 
49. 2.690 kW, ant. 1,486 ft.; 
K39BR: Ch. 39, 42.8 kW 
AFFILIATION: KTKA(TV): ABC 
BROKER: Media Venture Partners 

K14LG MEDFORD, ORE. 

PRICE: $35,000 
BUYER: Sainte Partners II L.P 
(Chester Smith, president/ 
general partner) 
SELLER: Turner Enterprises 
(Marcia T. Turner, owner) 
FACILITIES: Ch. 14, 50 kW, ant. 
-1,101 ft. 

K16GH MCALESTER, OKLA. 

PRICE: $7,000 
BUYER: Hispanic Christian 
Community Network Inc. 
(Omar Vasquez, vice president) 
SELLER: Trinity Broadcasting 
Network (Paul F. Crouch, 
president) 
FACILITIES: Ch. 16, 7 kW. ant. 
493 ft. 

KPTN(LP) ST. LOUIS 

PRICE: Undisclosed 
BUYER: Mako Communications 
LLC (Michael Mintz, member) 
SELLER: Kurt J. Petersen (Kurt 
J. Petersen, owner) 
FACILITIES: Ch. 7, 2.9 kW 

FMs 

KEDJ(FM) GILBERT 
(PHOENIX), ARIZ. 

PRICE: $30 million 
BUYER: Riviera Broadcast 
Group LLC (Tim Pohlman, 
CEO); owns no other stations 
SELLER: New Planet Radio 
(Scott Fey, president) 
FACILITIES: 103.9 MHz, 100 
kW, ant. 620 ft. 
FORMAT: Modern Rock 
BROKER: Kalil and Co. Inc. 

KXCL(FM) LINCOLN 
(SACRAMENTO), CALIF. 

PRICE: $23 million 
BUYER: Bustos Media Enter¬ 
prises LLC (Amador S. Bus¬ 
tos, owner/president); owns 
22 other stations, including 
KTTA(FM) Sacramento 
SELLER: First Broadcasting 
Co. LP (Gary M. Lawrence, 
president/vice chairman) 
FACILITIES: 103.9 MHz. 6 kW. 
ant. 328 ft. 
FORMAT: '80s Hits 
BROKER: Thomas Gammon of 
Americom 

WXXB(FM) DELPHI AND 
WKHY(FM) LAFAYETTE, IND. 

PRICE: $4.4 million 
BUYER: Schurz Communica¬ 
tions Inc. (Marci Burdick, 
senior VP, broadcasting): 
owns five other stations, in¬ 
cluding WASK(AM) and FM 
and WKOA(FM) Lafayette 
SELLER: RadioWorks Inc. 
(Robert Rhea Jr., president) 
FACILITIES: W X X B ( FM ) : 
102.9 MHz, 3 kW, ant. 489 
ft.; WKHY(FM): 93.5 MHz. 
6 kW, ant. 246 ft. 
FORMAT: WXXB(FM): CHR; 
WKHY(FM): AOR/Classic 
Rock 
BROKER: Dan Duman of York 
Street Partners 

WVDA(FM)ICP) 
VALDOSTA, GA. 

PRICE: $ lOO.(KX) 

BUYER: AGT Communications 
Inc. (James Andrew Howard, 
president/member); owns no 
other stations 
SELLER: Broadcasting For The 
Challenged Inc. (George S. 
Flinn Jr., president) 
FACILITIES: 88.5 MHz, 25 kW. 
ant. 217 ft. 
FORMAT: CP-NOA 

AMs 

WGSM(AM) HUNTINGTON 
(NASSAU-SUFFOLK), N.Y. 

PRICE: $2.2 million 
BUYER: Win Radio Broadcast¬ 
ing Corp. (Dr. Richard S. 
Yoon, president/owner); owns 
one other station, none in this 

market 
SELLER: Atmor Properties 
Inc. (Lee Shubert, president/ 
trustee) 
FACILITIES: 740 kHz, 20 kW 
day/50 W night 
FORMAT: Korean 

KXME(AM) CARMEL VALLEY 
(MONTEREY-SALINAS-SANTA 
CRUZ), CALIF. 

PRICE: $800,000 
BUYER: KRFA(AM) LLC 
(Harold S. Ginsberg, mem¬ 
ber); owns no other stations 
SELLER: People’s Radio Inc. 
(Joe C. Rosa, president) 
FACILITIES: 540 kHz. 10 kW 
day/500 W night 
FORMAT: Sports 

WMCJ(AM) CULLMAN, ALA. 

PRICE: $75.(XX) 
BUYER: Williams Communica¬ 
tions Inc. (Walton E. 
Williams Jr., president/ 
director); owns 11 other 
stations, including 
WFMH(AM) Cullman 
SELLER: Queen of Peace Radio 
Inc. (J. Christopher Williams, 
president) 
FACILITIES: 1460 kHz, 5 kW 
day/500 W night 
FORMAT: Gospel 

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

Kalil & Co., Inc. 
3444 North Country Club Tucson, Arizona 85716 (520)795-1050 

BACKYARD BROADCASTING 
has acquired 

KELO-AM/FM 
KRRO-FM 
KTWB-FM 
KWSN-AM 

Sioux Falls, South Dakota 

from 

MIDCONTINENT MEDIA 
for 

$28,500,000 
The undersigned acted as exclusive broker 

in this transaction and assisted in the negotiations. 
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Free-Market Media’s New Friend 
Thierer seeks to counter left-leaning advocate groups By Bill McConnell 

When Adam 
Thierer was 
planning his 
latest career 
move, he 
did what any j 
free-market j 

purist would: He exploited an under¬ 
served market. 

Thierer, director of the Progress & 
Freedom Foundation’s Center for Digital 
Media Freedom, which opened in March, 
sensed a need for a think tank that would 
focus on media issues from the perspec¬ 
tive of economic conservatives. 

“There was this hole in the free-
market movement to counter the many 
left-of-center groups whose leaders 
have spent their entire lives dedicated 
to media policy,” says Thierer, who 
joined PFF after four years as director 
of telecommunications studies at the J 
libertarian Cato Institute. 

The switch from Cato, where he also 
studied telephone and broadband policy, 
to PFF allowed him to focus solely on 
media issues—and to battle the small 
army of left-leaning advocacy groups 
that have been campaigning for the gov¬ 
ernment to reinstate tough media-owner¬ 
ship limits and public-interest obligations 
that broadcasters and cable operators had 
been chipping away at since the 1980s. 

“I’ve been dueling with them on a part-
time basis for many years,” he says, “and 
I wanted to devote all my time to counter j 
the things they have been advocating.” 

Thierer got into the think-tank world 
while wrapping up undergraduate work 
at Indiana University, where he majored 
in journalism and political philosophy. ! 
He spent a year in London working for 
the Adam Smith Institute, which con¬ 
ducted economic studies for clients. 

“I always knew I’d be a writer of 
some sort and thought I’d be a reporter. 
In England, I realized think-tank work is 
great work if you can get it. It’s the next I 
best thing to being an academic. You get 
to sit around and think big thoughts and 
talk about how the world should work. 

We’re going to stand 
for the proposition 
that most of the rules 
should be eliminated.” 
ADAM THIERER. PROGRESS 
& FREEDOM FOUNDATION 

without having to grade papers.” 
Thierer, who says he typically votes 

for independent candidates over rivals 
from the major parties, also likes being 
able to weigh in on public policy with¬ 
out the obligation to support the larger 
Republican or Democratic platforms. 

“It kills me when I’m labeled a conser¬ 
vative or Republican stooge," he says. 

PFF, founded in 1993 to promote a 
“philosophy of limited government, free 
markets and individual sovereignty” in 
media, telecommunications and technol¬ 
ogy policy, has operated mostly in the 
shadows of more-established and well-
known conservative think tanks, such as 
Cato and the Heritage Foundation. 

But thanks to the rapid proliferation of 
digital media technology and the debates 
over media ownership and programming 
indecency, PFF’s specialization in the 
high-tech and telecom arena has won the 
group a following in Washington, espe¬ 
cially among deregulation-friendly Re¬ 
publicans in Congress and at the FCC. 

“We have a very clear vision about how 
the world should work,” says Thierer. “I 

ADAM D. THIERER 
Director, Center for Digital Media 

Freedom, Progress & Freedom 

Foundation 

B. Feb. 18, 1969, Peoria, Ill. 

EDUCATION 

B. A..journalism and political 
science, Indiana University, 1991; 
M.A., international business man¬ 
agement and trade theory, Univer¬ 
sity of Maryland, 1996 

EMPLOYMENT 

Analyst, Adam Smith Institute, 
London, 1991; economic policy 
fellow. Heritage Foundation, 
Washington, 1992-2000; director of 
telecommunications studies, Cato 
Institute, 2000-05; current position 
since February 2005 

PERSONAL 

Married, two children 

wouldn’t label us conservative or libertar¬ 
ian. Those terms are increasingly mean¬ 
ingless when you talk about economics. 
We are simply market-oriented.” 

“BORROW THAT SOAPBOX? NO." 

Thierer intends to make PFF’s intellec¬ 
tual presence felt when the FCC revisits 
media-ownership rules. He believes the 
backing of an economic think tank will 
be critical to offset the influence of an 
anti-consolidation coalition comprising 
116 groups—including Media Access ' 

¡ Project (MAP), Common Cause, the 
United Church of Christ and the AFL-
CIO—which last week issued a “Bill of 
Media Rights” for citizens. The anti¬ 
consolidation groups last week called 
on Congress to impose local-program¬ 
ming requirements, minority-employ- ' 
ment obligations, and restrictions on | 

I local ownership of media outlets. 
Thierer believes that sort of govern¬ 

ment intervention is wrong. “We’re go¬ 
ing to stand for the proposition that most 
of the rules should be eliminated.” In a 
book to be published by the foundation 
next month, Media Myths: Making Sense \ 
of the Debate Over Media Ownership, he 

I argues that holders of broadcast and cable 
licenses should be entitled to property 
rights that shield their businesses from 
the very government obligations the 
anti-consolidation groups are seeking. 
“People should have editorial discretion 
to control what is said on their soapbox. I 

I Should you have a right to borrow that 
soap box? No, you should go find another 
or build your own.” 

He maintains that, because of the af¬ 
fordability of personalized broadband 
outlets, the era is ending when it can 

I be argued that individuals and groups 
underrepresented in big-media own¬ 
ership are unable to publicly convey 
their viewpoints. “What happens when 
broadcasting is just another channel J 

I of communications? Do we extend all 
I those mandates to the Internet?” 

MAP President Andrew Schwartzman 
says he respects his rival’s intellectual 
integrity on ownership issues. “He’s 
wrong, but he’s sincerely wrong.” 

There is one policy area where Thier- j 
J er finds himself in the unfamiliar posi¬ 

tion of aligning with liberal advocacy 
groups and opposing many Republicans 
in Washington: the government’s crack¬ 
down on indecency. His main focus is 
fighting the crackdown’s spread to cable 

' and Internet media. 
“My fear is the broadcast industry’s old 

second-class-citizenship standard will 
become the standard for all new digital 
media” he says. “Instead, we should be 
spreading the gold standard we’ve had 

I for newspapers and the Internet to all 
digital services.” ■ 

FATES & FORTUNES 

BROADCAST TV 

DEE JOYCE, creative services director, 
WWL New Orleans, named direc¬ 
tor, marketing and creative ser¬ 
vices. KPIX/KBHK San Francisco. 

STEVEN SOLDINGER, COO/VP, tele¬ 
vision, Equity Broadcasting Corp., 
Little Rock, Ark., named VP/gen-
eral manager, WGNT Norfolk, Va. 

THELMA ABRIL, sales director, 
KDRX Phoenix and KHRR Sierra 
Vista, Ariz., promoted to VP/ 
general manager. 

JOHN CROWLEY, assistant sports 
editor, San Francisco Examiner, 
to online producer, KPIX San 
Francisco. 

PROGRAMMING 

ROCHELLE DIRE, senior VP, human 
resources, Court TV, New York, 
promoted to executive VP, human 
resources. 

RONALD H. FURMAN, executive VP, 
sales and marketing, Univision Tele¬ 
vision Network, New York, named 
senior VP, ad sales, MTV, MTV2, 
mtvU and MTV.com, New York. 

At World Wrestling Entertain¬ 
ment, Stamford, Conn.: JOAN 
ACESTE, senior VP, legal and 
business affairs, Comedy Central, 
New York, named senior VP, legal 
affairs; BRETT WINGATE, execu¬ 
tive creative director, Manhattan 
Marketing Ensemble, New York, 
appointed VP, creative services. 

At Discovery: SARITA SMITH, VP, 

research and planning, Discovery 
Networks U.S., Silver Spring, Md., 
promoted to senior VP; SCOTT KOHN, 
account executive, New York region, 
promoted to VP, Southeast sales 
region, advertising sales, Discovery 
Networks U.S., Atlanta; MICHELE 
SOLOMON, senior marketing manager, 
marketing partnerships, NBA, New 
York, named marketing director, 
Discovery Solutions, New York. 

CATHERINE CAPTAIN, director, 
marketing research, USA Today, 
New York, named VP, marketing, 
MSNBC.com. Redmond, Wash. 

JILL LINDEMAN, senior account 
director, creative services, BBC 
Broadcast, London, joins Disney 
ABC Cable Networks Group as 
VP/creative director, marketing, 
Disney Channel, Burbank, Calif. 

LORI PETERZELL, director, adver¬ 
tising, A&E Network, New York, 
named VP. consumer advertising. 

ALVARO PAES DE BARROS, senior 
director, distribution, MTV 
Networks Latin America, Miami, 
promoted to VP. 

BARRY SCHULMAN, senior VP. pro¬ 
gramming, Pax Television, West 
Palm Beach, Fla., named director/ 

Continued on page 30 
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To reach over 20,000 top level television executives, 

call your B&C sales representative and reserve your 

space today. 

In our June 27th issue, Broadcasting & Cable will 

explore in a Special Report how TV helps by taking 
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industry to serve viewers. 

Bonus Distribution: B&C will provide special bonus 

distribution to the regulatory community in Washington 

D.C. with issues distributed to the U.S. House of 

Representatives, the U.S. Senate and the FCC 
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Fates & Fortunes 
Continued from page 28 
executive producer, culture 
and arts programming, 
Thirteen/WNET New York. 

DIANE EKEBLAD, director, 
West Coast publicity, CBS 

Entertainment, Los Angeles, 
promoted to executive direc¬ 
tor. 

BRUCE CATANIA, supervis¬ 
ing producer. Telepictures 
Productions, Burbank. Calif., 
named VP, production. 

DENISE CULLEN, sports 
reporter/anchor, named sports 
director, Central Florida 
News 13, Orlando, Fla. 

JOURNALISM 

KATIE BOYLE, senior producer/ 

producer, 48 Hours, CBS 
News, New York, named se¬ 
nior broadcast producer, The 
Early Show. 

SOLANA PYNE, freelance 
investigative reporter. Newsdayl 
The Village Voice, New York, 

Cable- Tec 

>2005 
June 14-17 

Plus, 
experience first-hand the 
latest in cable telecommuni¬ 
cations technology in the 
Cable-Tec Expo exhibit hall 
where more than 400 exhibi¬ 
tors will be showcasing their 
top products and services. 

san anton^ 
Œ Society of Cable 

Telecommunications 
Engineers 

www.scte.org 

register by June 3 and save 

“Broadband Progress 
As Big As Texas” 

Find the most up-to-date cable engineering information at SCTE’s Cable-Tec Expo". 
Featuring more than 20 educational workshops on today's critical technology issues. 

Commercial Services • Customer Premises Environment • 
Digital Networks • Home Networking • IP Implementations • 

Network Security • Preventive Maintenance - Best Practices • 
VoIP and PacketCable™ • Wireless Technology 

named police reporter. NY 1 
News, New York. 

KIM MILLER, general 
assignment reporter. KDFW 
Dallas, named weekday 
co-anchor, morning news, 
KEYE Austin. Texas. 
At KCEN Temple. Texas: 
KELLEY BARR, morning 
anchor. Texas Today, pro¬ 
moted to evening co-an-

Jill Lindeman 
Disney Channel 

chor; LENKA GERR1SH, anchor. 
KEVN Rapid City, S.D., 
named morning anchor. 

ADVERTISING/MARKETING/PR 

At Goodman Media Inter¬ 
national. New York: SAKU¬ 
RA KOMIYAMA, corporate 
liaison, Yahoo! account, 
Sony Corp, of America, 
New York, named senior 
account executive; OLIVIA 
DUPUIS, senior account 

Lori Peterzell 
A&E 

executive, promoted to 
account director; DANIELLE 
RHOADES, senior account 
executive, promoted to 
account director; BETH 
OLSEN, associate director, 
public relations, Alvin 
Ailey American Dance 
Theater, joins as account 
director. 

murs your ran? 
Send it to Melanie M. Clarke, editorial 

assistant MC (e-mail: medarte« 

reedbusness.com; fax: 646-746-7028: mail: 

360 Partie. South. New fork, NY 10010) 
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OBITUARIES 

/eteran writer and producer 
1ERB SARGENT died May 6 at a 
Mew York hospital. He was 
H. 
Best-known for more than 

Ward led public relations, 
photography and broadcast¬ 
ing, and print production 
departments for Turner 
Broadcasting’s Major League 
Baseball franchise. 

Early in his career, he 

P E 0 P L 

handled personal and event 
publicity for clients at Baker/ 
Winokur/Ryder and Michael 
Levine Public Relations. 

He joined Turner Broadcast¬ 
ing in 1996 from Showtime 
Networks in Los Angeles. 

In addition to his duties as 
director of public relations 
for TNT and TBS, Ward 
directed press outreach on 
live TNT concert-event 
tributes and the annual 
Screen Actors Guild Awards 

on TNT. 
At Turner Sports, Ward 

worked on NBA. NASCAR 
and PGA Golf programming. 

He received a bachelor’s 
degree in economics from 
Wake Forest University. 

20 years of work as a writer/ 
producer for Saturday Night 
Live, Sargent started out in 
TV as one of the writers for 
the late-night predecessor to 
The Tonight Show, Broadway 
Open House, which starred 
Jerry Lester and Dagmar. He 
also wrote for The Colgate 
Comedy Hour starring Fred 
Allen, The Tonight Show 
with Steve Allen, and later 
The Steve Allen Show. And 
he wrote and produced That 
Was the Week That Was, 
whose cast included David 
Frost. 

Over the years, he men¬ 
tored the younger generation 
of comedy writers, shaping 
SNL's "Weekend Update" 
and conspiring with its hosts: 
Chevy Chase, Jane Curtin, 
Dan Aykroyd, Bill Murray 
and Dennis Miller. 

In 1968. he wrote the 
screenplay for Bye Bye 
Braverman. 

The Philadelphia-born Sar¬ 
gent grew up in Upper Darby, 
Pa., and attended Pennsylva¬ 
nia State University, where 
he studied architecture until 
joining the Army Air Corps 
in the Pacific during World 
War II. 

After his discharge in 1946, 
he relocated to Los Angeles, 
where he graduated from the 
University of California and 
began writing for local theater 
productions. 

In the late 1940s, he moved 
to New York, where he landed 
a job assisting gossip and 
entertainment columnist Earl 
Wilson. He began work as a 
radio writer but soon moved 
to the then-new medium of 
television. 

Sargent served as a council 
member of the WGA East 
from 1985 to 1991. and was 
elected president in 1991. He 
received six Emmy Awards 
and six Writers Guild Awards 
during his career. 

He is survived by his wife, 
LeGrand Mellon, and his 
brother, Alvin Sargent. 

WALTER A. WARD III. director 
of communications for the 
Atlanta Braves, died May 8 in 
Atlanta after a long battle with 
cancer. He was 42. 

WORLD CAB^E-HEAVYWEIGHT CONFERENCE ★ 

PHILADELPHIA, PA JULY KHNOTt SPEAKERS 
THE THRILLS' Al AA 

IN PHILA’ mO 
SHELLY 

LAZARUS 

RESERVE YOUR TICKETS TODAY 
ATCTAMCONFERENCES.COM * (703)549-4200 

CHAIRMAN & CHIEF 
EXECUTIVE OFFICER 

OGILVY & MATHER 
WORLDWIDE 
-AND — 

RIAN L. 

ROBERTS 
CHAIRMAN & CEO 
COMCAST 
CORPORATION 

CTAM Summit 05 is rapidly approaching and promises to once again deliver on its reputation as the undisputed heavyweight 
champion conference nf the cable industry. As the industry continues to evolve, so will the Summit. This year's event will be the 
first to showcase the cagy skills of the Digital & Broadband Conference. The Summit will deliver a classic one-two combu punch, 
focusing on the development and marketing of advanced services. As usual, the conference will feature nationally-ranked 
speakers, as well as strategic presentations from industry superstars. Summit athletes will be eligible to participate in five 
learning tracks: Advanced Video Services. Broadband and Telephone, Cable Sales. Competitive Cable Marketing, ’nd Network 
Marketing. Reserve your ringside seat now at CTAM Summit 05. Those registering by June 10.2005, will receive a $75 discount. 
It’s going to deliver one bel1 of a punch!_ 

* PENNSYLVANIA CONVENTION CENTER ★ 
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SOURCE: Turner Entertainment Research, Nielsen Media 

Research 
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Hl 
NBC 

week 

33 
DATE NET HHS 

WEEK STD 

66 Extreme Makeover Home Ed: 

How'd They Do That? 4.6/7 

37.8011 Standing 6.5/11 

26. Evrybody Lvs Raymnd 7.7/12 
41 Fear Factor 5.7/9 53. Nanny 911 5-2/8 127. Eitreme Takeovers 02/1 

96. One on One 2.0/3 

96. Cuts 20/3 
82.7th Heaven 15/6 

4L The Bachelor 53/8 
6. Evrybody Lvs Raymnd 12.4/18 

10. Two and a Half Men 115/17 
33. las Vegas 71/10 36.24 6.7/10 115. Monday Mystery Movie— 

Mary Higgins Clark: The 

Cradle Will Fall 0.5/1 

93. Girlfriends 2.4/3 

94. Half and Half 2.2/3 
85. Evenvood 10/4 

38. Supernanny 6.2/9 5.CSI: Miami 13.3/20 22. Medium 15/13 

TUESDAY 
' 4.3/7 8.1/13 8.7/13 12.8/20 0.2/1 1.7/3 3.1/5 

78. My Wife and Kids 3.8/6 

80. George Lopez 17/6 
19. NCIS 83/14 

76. Most Outrageous Moments: 

Live TV 19/6 
4 American Idol 14.9/24 127. Lie Detector 0.2/1 

109. All of Us L4/2 

108. Eve L6/2 
82. Gilmore Girls 15/6 

47. According to Jim 5.5/8 

64. According to Jim 4.7/7 
24. The Amazing Race 8.0/12 

IL Law & Order: Special Victims 

12 House 10.7/16 130. Cold Turkey 0J/1 99. Veronica Mars L9/3 90. One Tree Hill 2.7/4 

74. Blind Justice 4J/6 27. Judging Amy 7.6/12 

Unit 111/17 

121 Diagnosis Murder 0.3/1 

WEDNESDAY 

1 SpongeBob SquarePants 9:30a 5/7 NICK 3.8 

2. WWE Raw 9p 5/2 SPIK 16 

2. WWERawlOp 5/2 SPIK 3.6 

4. Fairly OddParents 10a 5/7 NICK 31 

5. NBA: Mavericks vs. Rockets 5/5 TNT 3.0 

5. SpongeBob SquarePants 9a 5/7 NICK 3.0 

1 Fairly OddParents 10a 5/8 NICK 2.9 

7. SpongeBob SquarePants 9:30a 5/8 NICK 2.9 

B. La* t Order SVU Bp 5/4 USA 2.8 

9. N8A: Rockets vs. Mavericks 5/7 TNT 2.8 

PROGRAM DATE NET 18-49 

1 WWERawlOp 5/2 SPIK 2.8 

2 WWE Raw 9p 5/2 SPIK 2.7 

3. The Shield 5/3 F/X 2J 

3. NBA: Mavericks vs. Rockets 5/5 TNT 23 

3. RW/RR Challenge Inferno 5/2 MTV 21 

3. NBA: Rockets vs. Mavericks 5/7 TNT 2d 

7. NBA: Nuggets vs. Spurs 5/4 TNT L8 

7. RW/RR Challenge Inferno 5/5 MTV 1.8 

9. Mv: Drumline 5/6 TNT 1.6 

9. Family Guy 5/5 TOON L6 

9. Family Guy 5/3 TOON L6 

9. NBA: Pacers vs. Celtics 5/7 TNT L6 

9. NBA: Spurs vs. Nuggets 5/2 TNT L6 

8:00 
14. Lost 103/17 

51 Dr. Phil: Behind the Headlines 
53. Dateline NBC 52/9 

71 That 70s Show 4.4/7 
hr n«r nc/i 

8L America’s Next Top Model 
89. Smallville 28/5 

8:30 53/9 51 That 70s Show 52/8 
U3. UOC U.3/L 

16/6 

9:06 
43. Alias 5.7/9 24. Without a Trace 8.0/12 43. Revelations 5.7/9 

2 American Idol 137/24 
1?n Qu« Thamac FRF*« n 1/1 96. Kevin Hill 2.0/3 104. Jack & Bobby L7/3 

9:30 31 Stacked 7.441 
izu. oue momas. r.o.tye u.^/i 

10:80 

10:30 

16. Primetime Live 9.3/15 17. CSI: NY 9.0/15 21 Law & Order 83/13 115. Diagnosis Murder 0.5/1 

THURSDAY 
5.3/9 13.8/22 8.2/13 4.7/7 0.3/1 3.0/5 1.7/3 

8:00 

51 ABC Thursday Movie of the 

Week—Sweet Home 

Alabama 5.1/9 

8 Survivor Palau 12.0/20 
S3 Joey 52/9 

66. The O.C. 4.6/8 121 Young Blades 034 
104. Blue Collar TV L7/3 

8:30 47. Will 8 Grace 5.5/9 

85. WWE Smackdown! 10/5 
102 Blue Collar TV L8/3 

9:00 

1CSI 163/25 20. The Apprentice 8.7/13 61TheO.C. 43/7 
104. Blue Collar TV L7/3 

9:30 

121 Diagnosis Murder 0.3/1 
104. Blue Collar TV L7/3 

10:00 

10:30 

51 Primetime Live 52/9 7 Without a Trace 12J/20 HER 10.647 

FRIDAY 
4.5/8 6.7/12 _ 5.841 3.0/5 0.44 1.5/3 1.9/4 

71 America's Funniest Home 
47.CSI: Miami 55/11 66. Dateline NBC 4.6/9 

121 America's Most Talented Kids 
102 Enterprise L8/3 

111 What Hike About You 13/3 

Videos 4.4/9 
85. Fox Movie Friday—Rush 034 99. Reba L9/4 

Hour 2 10/5 
112 America's Next Top Model 92 Reba 25/4 

74. Hope 8 Faith 4J/7 33.CSI 71/13 39. Third Watch 6141 
9:30 120. MGM Night at the Movies— 12/2 99. Living With Fran L9/3 

10:00 

10:30 

59.20/20 5J/9 27.Numb3rs 7.6/14 
35. Law & Order: Trial by Jury 

6.9/12 

Linie Man Tate 0.44 

SATURDAY 
1_ 4.8/9 4.8/9 4.5/9 5.6/11 0.54 

8:00 

8:30 

71 ABC Saturday Movie—Harry 

Potter and the Chamber of 

69. CSI 43/9 90. Crossing Jordan 2.7/5 

9:00 

9:30 
61 Crimetime Saturday 4.8/9 

64. Law & Order Special Victims 

Unit 4.7/9 

46. NASCAR Nextel Cup: Dodge 

Charger 500 5.6/11 

115. Universal Family Movie— 

Far and Away 0.5/1 

Tan Tmt iMficates winner 

of time slot 

Secrets 4.4/9 

10:00 

10:30 
60.48 Hours Mystery 4.9/9 39. Law & Order 63/11 

SUNDAY 
_ 10.2/17 8.7/15 5.7/10 4.6/8 0.54 1.5/3 I 

7:00 69. America's Funniest Home 
3160 Minutes 7.4/15 76. Dateline NBC 3.9/8 

85. King of the Hid 3.0/6 127. America's Most Talented Kids 
111 Charmed Ll/2 

7:30 Videos 4.5/9 84. Malcolm in the Middle 3.1/6 024 

8:00 20. Extreme Makeover: Home 
15.Cold Case 9.647 78. The Contender 18/7 

51 The Simpsons 5.2/9 

120. Doc 0.44 95. Charmed 21/4 
8:30 Edition 8.7/15 4L The Simpsons 5.8/10 

9:00 2 Desperate Housewives 27. Law & Order: Criminal Intent 47. Family Guy 5.5/9 

U4.Sue Thomas, F.B.Eye 034 109. Steve Harvey Big Time L4/2 
9:30 15.7/24 17. CBS Sunday Movie—Elvis. 7.6/12 6L American Dad 4.8/7 

10:00 

10:30 
9 Croy V Anatomy 116/19 

Parti 9.044 

27. Crossing Iordan 7.642 115. Diagnosis Murder 034 

Average 

Week 63/11 8.6/14 6.641 6341 0.44 2-2/4 22/4 

S-T-D 6.5/11 8.343 6.641 6340 0.44 23/4 2.2/3 

1 CBS 9.4 91 

2 NBC 72 72 

1 ABC 6.9 71 

4. FOX 63 6.7 

5. WB 25 24 

6. UPN 24 25 

7. PAX 0.4 05 

WEEK STD 

1 FOX 55 53 

2 CBS 51 52 

1 ABC 4.9 4.9 

4. NBC 4.4 4.6 

5. WB 13 L8 

5. UPN 18 LB 

7. PAX 02 02 

Top 10 Broadcast Shows 
WEEK 

1 CSI CBS 17.9 

2 Desperate Housewives ABC 172 

2 American Idol Wed FOX 172 

4. American Idol Tue FOX 163 

5. CSI: Miami CBS 145 

6. Everybody Loves Raymond CBS 13.6 

7. Without a Trace CBS 132 

8. Survivor: Palau CBS 131 

9. Grey's Anatomy ABC 127 

10. Two and a Half Men CBS 126 

WEEK 

1 Desperate Housewives ABC 14.9 

2 American Idol Wed FOX 141 

1 American Idol Tue FOX 128 

4. CSI CBS 116 

5. Grey's Anatomy ABC HO 

6. CSI: Miami CBS 95 

7. Survivor: Palau CBS 93 

8. ER NBC 92 

9. House FOX 91 

10. lost ABC 81 

10. Everybody Loves Raymond 9p CBS 81 
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VISIT THE BLOG OF TV: BCBEAT.COM BC 5/16/05 

Senator Seeks Softer VNR Rules 
ast Track 
'ontinued from page 4 

"Affair’ Adds Stations 
Xventieth Television has cleared 
Current Affair in 10 additional 

larkets, bringing the half-hour strip’s 
learances to 54 markets represent-
1g 60% of the country. Twentieth is 
iming for a full national rollout of 
tie revived syndicated newsmagazine, 
losted by Tim Green, by January 
1006. 
Gearing up for a fall launch of Affair 

T
V stations won’t be 
required to reveal the 
source of government-
produced news packages 
if the chairman of the 

Senate Commerce Committee gets 
his way. 

Sen. Ted Stevens (R-Alaska) is 
pushing a less restrictive alternative 
that would require the government 
to disclose its role in producing the 

news packages but would 
not require stations to pass 
the information along. 

During a hearing on 

would require government agencies 
to include disclaimers visible during 
the entire length of a pre-packaged 
report that notify viewers they are 
watching a government-prepared 
report. Stevens’ opposition could all 
but doom the measure because he 
controls which bills come to a vote 
on his panel. 

Instead, he wants to make per¬ 
manent a less intrusive temporary 
VNR alternative sponsored by Sen. 
Robert Byrd (D-W.Va.), which was 
put in place earlier this month. That 
provision simply requires govem-

ire CBS affiliates WTKR 
Norfolk, Va., and KVIQ 
lureka, Calif.; Fox af¬ 
filiates WTNZ Knoxville, 

FAST TRACK 

Tenn., KVRR Fargo, N.D., KQDS 
Duluth, Minn., and KCVU Chico-Red¬ 
ding, Calif.; and NBC affiliates KVOA 
Tucson, Ariz., and KDLT Sioux Falls, 
S.D. 

Cox, Newhouse Won’t Play 
On Discovery Spin 

Liberty Media will spin its 50% stake 
in Discovery Communications to 
shareholders without the participa-Îtion of fellow Discovery shareholders Cox and Advance Newhouse. Liberty 
Chairman John Malone acknowledged 
during an investor meeting that Cox 
and Newhouse had declined his invita¬ 
tion to contribute their 25% stakes into 

video news releases, Stevens said a 
bill sponsored by Sens. Frank Laut¬ 
enberg (D-NJ.) and John Kerry 
(D-Mass.) infringes on broadcasters’ 
free-speech rights by dictating how 
they craft news reports. That bill 

ment agencies to disclose their 
involvement in a disclaimer included 
in the report. Broadcasters, however, 
would have no obligation to run the 
disclaimer when their newscasts air. 
Byrd’s measure expires Sept. 30. 

the soon-to-be created publicly held 
Discovery Holdings. Neither Cox nor 
Newhouse wants to surrender their veto 
power over major decisions at discov¬ 
ery, something that would be required 
if they swap their stakes for stock in the 
publicly traded Discovery Holdings. 

HBOToPackUp 
"Carnivale’ 

HBO will not renew freak-show 
series Carnivale for a third season. 
The Depression-era, good-vs.-evil 
drama ran for 24 episodes and ended 
its second season in March. The final 
episode wrapped up most loose ends 
but introduced a cliffhanger that left 
the door open for possible renewal. 
The show, created by Daniel Knauf, 
earned strong reviews and a handful of 
Emmys but did not generate the buzz 
of the network’s other dramas. The 
Sopranos and Deadwood. 

Dennis Miller Savs 
So Long to CNBC 

Dennis Miller, host of Dennis Miller. 
became the latest to exit a CNBC talk 
show. 
CNBC President Mark Hoffman 

says he had bumped Miller out of its 
9 p.m. ET daily time slot, planning to 
rerun Mad Money With Jim Cramer 
instead. The final episode airs Friday. 
Miller has been on the network since 

John Malone HBO's Carnivale Lowell Paxson 

January 2004, but the audience never 
grew substantially, averaging just 
100,000 total viewers last week. 

Miller’s exit follows that of Tina 
Brown, who is ending her weekly 
show. Topic A With Tina Brown. 
which got even weaker ratings. 

Peacock Files Claim 
Against Pax 

NBC Universal filed an arbitra¬ 
tion claim last week against Paxson 
Communications, claiming Pax has 
breached contractual agreements. Last 
month, Paxson, run by CEO Lowell 
“Bud” Paxson said it was cutting its 
entertainment programming and would 
load up on infomercials, drawing 
heavy protest from 32%-owner NBC 
Universal. 

“Paxson’s intention to terminate 
its network, national and local sales 
agreements with NBC Universal, and 
its desire to abandon its sales opera¬ 
tions and advertiser-supported televi¬ 
sion network, violates the clear terms 
of those agreements,” NBC Universal 
said in a statement. Having repeatedly 
expressed its objections with Pax’s 
board of directors and management, 
NBC says, it has “no other option but 
to file this claim.” In February, ailing 
Paxson axed 50 staffers, mostly from 
its programming department. 

Azcarraga Resigns 
From Univision 

In a sign of increasing friction at 
Univision, major backer and program¬ 
ming supplier Emilio Azcarraga 
resigned as vice chairman of the U.S. 
Spanish-language broadcaster. Azcar¬ 
raga is chairman/president of Mexi¬ 
can broadcaster Grupo Televisa SA, 
which supplies the bulk of Univision’s 
prime time programming, including its 
staple telenovelas. Part of the discon¬ 
tent stems from Univision CEO Jer¬ 
rold Perenchi’s decision to name Ray 
Rodriguez president/COO without 
Azcarraga’s consent. Azcarraga owns 
about 10% of Uni vision ’s stock, and 
Televisa owns another 10%. 

CNN Gives Away Streams 
CNN will ditch its $4.95 monthly 

1 charge for its broadband video-stream¬ 
ing service starting June 20 and give 
it away. Susan Grant, executive VP 
of CNN News Services, says CNN 

I originally took the video behind a 
subscription wall in 2002 because the 
costs associated with serving up video 
were too high. Today, she says, that 

i has changed. “The cost of bandwidth 
has dramatically decreased, and we 
can afford to serve it,” she says. “We 

also have an advertiser market that 
is excited to support the free video.” 
Among the offerings will be a two-
minute newscast called “Now in the 
News” produced by CNN.com staff. 
This fall, expect CNN to roll out an 
adjunct to the free service in the form 
of a premium pay service. 

E! ’s Summer Slate 
E! will premiere five original series and 
eight specials this summer. June series 
Fight for Fame tracks five aspiring 
actors trying to get signed by a Hol¬ 
lywood agent, and Party @ The Palms 
showcases revelry at the Vegas hotspot. 
July’s Kill Reality follows reality-TV 
stars working and living together while 
shooting New Line's upcoming horror 
flick The Scorned. In August, Cattle 
Drive transplants kids of famous people 
to a ranch, and The Girls Next Door 
chronicles life at the Playboy Mansion. 

MPAA Sues 
TV Pirates 

Hollywood’s legal crack¬ 
down on Internet piracy 
is expanding to illegal 

TV-show downloads. The Motion 
Picture Association of America 
last week filed lawsuits against six 
popular Web sites responsible for 
the illegal swapping of TV shows 
by 100,000 people daily. This is 
the first time MPAA's ongoing 
crackdown has targeted TV-ori¬ 
ented sites. Previously, the crack¬ 
down focused on sites specializing 
in movies. MPAA said TV-show 
piracy increased by 150% in the 
past year. Each of the six sites 
relies on BitTorrent technology 
to greatly accelerate download 
speeds. "On these sites, anyone 
in the world can download entire 
television seasons in a single 
click,” says MPAA President 
Dan Glickman. The sites being 
sued are ShunTV, Zonatracker, 
Btefnet, Scifi-Classics. CDDVD-
Heaven and Bragginrights. 

Correction 
After 38 years at WLS Chicago, 4 p.m. 
news anchor Joel Daly retired May 
6. In a May 9 story, the veteran was 
misidentified. 

Clarification 
An article (May 9, page 30) on Grass 
Valley’s introduction of the Turbo, the 
company’s new digital disk recorder 
should have included comments from 
independent industry sources. The 
headline was meant to convey the com¬ 
petitive nature of the digital-disk and 
VTR market and not Grass Valley’s 
standing in the marketplace. 
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SATELLITE CABLE 

OPERATION CAREERS ANNOUNCEMENTS 

BROADCAST OPERATIONS MANAGER -
ECHOSTAR 
EchoStar Satellite L.L.C, is the leader in 
the DBS industry, reaching over 11 Mil¬ 
lion Subscribers and a fleet of 9 Satellites. 
EchoStar continues to change the way the 
world communicates through innovative 
technology, quality products, and dynam¬ 
ic services! The Cheyenne Uplink Center 
is seeking an individual with energy, in¬ 
telligence, the need to achieve, and the de¬ 
sire to provide the highest possible quali¬ 
ty of service to customers. The 
responsibilities include management, plan¬ 
ning, coordination, and guidance of 24/7 
department engaged in monitoring and 
control of multi-channel broadcast distri¬ 
bution operation, automated playback and 
record systems for live and as-live pro¬ 
gramming, and commercial insertion ac¬ 
tivities to ensure and to meet high on-air 
standards. Focused on mentoring team 
members by exhibiting strong, collabora¬ 
tive, and motivational leadership. Evalu¬ 
ates employee performance, processes, 
procedures to maximize resources. Inter¬ 
faces with other internal and external cus¬ 
tomers, vendors, business partners, con¬ 
tractors, etc. to ensure signal integrity and 
program scheduling. On-call to address 
issues across multiple shifts. Candidate 
must possess Bachelors degree in a tech¬ 
nical discipline from four-year college or 
university or equivalent work experience 
and 10+ years experience, 5+ years in 
management; and/or equivalent combina¬ 
tion of education and experience. Please 
submit resume to hr.uplinks@echostar.com 
for consideration. EOE 

CABLE 

MANAGEMENT CAREERS 

MANAGER, STANDARDS & PRACTICES 
TOON DISNEY, DISNEY/ 
ABC CABLE NETWORKS GROUP 
RESPONSIBILITIES INCLUDE: 
*Review all commercials to ensure com¬ 
pliance with network commercial guide¬ 
lines, regulatory requirements, and other 
company policies. *Coordinate approvals 
and restrictions with sales, traffic, legal 
departments, and outside agencies. *En-
ter program and commercial restrictions 
into scheduling and traffic databases. 
REQUIRED SKILLS/EXPERIENCE: 
*Commercial clearance or standards and 
practices experience required. *Working 
knowledge of children's programming and 
Children's Television Act. *Knowledge of 
scheduling and traffic database systems a 
plus. *College degree preferred. Please 
send resume to Disney/ABC Cable Net¬ 
works Group, 3800 W. Alameda Ave. Bur¬ 
bank, CA 91505. Attn: Arleen Torgersen 
r via email to abcrecruiter2@abc.com 

"INVESTMENT OPPORTUNITY" 
Specialized Cable Television Channel's 
exclusive preview. Visit us at: 
WWW.NRC-MEDIA.COM for a 
glimpse into a dual-niche cable market. 
“Where LOVE is on the Air’’®. 

MEDIA CAREERS 

MEDIA SPECIALIST 
Bible League, a Christian ministry in 
south suburbs of Chicago seeks creative 
leader to join our Marketing Team to lead 
in formulating strategic and operational 
plans for media marketing efforts includ¬ 
ing direct production and promotion of ra¬ 
dio and video. Qualifications: Bachelor's 
degree in related field plus 5 years profes¬ 
sional radio/media or marketing/sales ex¬ 
perience. Candidate must be Christian 
and positive, flexible and well-rounded 
with excellent communication skills. 
Must be adept at managing and organiz¬ 
ing multiple projects in fast-paced, highly 
collaborative environment. E-mail resume 
hr@bibleleague.org or fax (708)367-
8990. Visit www.bibleleague.org 

TELEVISION 

NEWS CAREERS 

INVESTIGATIVE REPORTER 
WTHR, the NBC station and #1 news 
operation in Indiana is searching for an 
investigative reporter. This position calls 
for someone with a strong history of in¬ 
vestigative work and polished on-air 
skills. The ideal candidate consistently 
keeps the investigative profile on-air with 
long-term investigations, investigative up¬ 
dates and investigative angles to high 
profile stories year-round. WTHR has a 
long history of powerful investigative sto¬ 
ries and we aim to continue that tradition 
with this reporter. We provide consistent 
producer, photographer and management 
support in a team environment to help 
you with the high impact journalism that 
is expected in a competitive market. If 
you're the best investigative reporter in 
your market, have a minimum of five 
years general assignment and investiga¬ 
tive reporting experience and have won 
major awards for your efforts please con¬ 
tact us. Qualified candidates please sub¬ 
mit your resume and tape to: WTHR-TV, 
Human Resources Job # 25-652, 1000 N. 
Meridian St., Indianapolis, IN 46204 or 
e-mail to resumes@wthr.com. All qual¬ 
ified applicants are encouraged to apply. 
WTHR/WALV are equal opportunity em¬ 
ployers. 

TELEVISION 

TECHNICAL CAREERS PRODUCER CAREERS 

OPERATIONS ENGINEER 
This opening is for an operator position 
with the Engineering Department at 
KTRK-TV. The duties of the successful 
candidate will include operating an au¬ 
tomation system, including the ingest, 
editing, and play-to-air of spots and pro¬ 
grams within a primarily server based 
station. Other responsibilities include re¬ 
ception of satellite programming, shad¬ 
ing of video cameras, tuning live shots, 
as well as news and promotional needs. 
A thorough knowledge of Master Con¬ 
trol operations is also a necessity, in¬ 
cluding familiarity with transmitter read¬ 
ings and control, the ability to read a 
waveform monitor, vector-scope, and 
VM700, all to ensure FCC tolerances. 
The successful candidate will have at 
least 10 years experience as an operator 
within a broadcasting facility. Familiar¬ 
ity with HDTV and Windows based op¬ 
erating computer systems is a must as 
well. Shift work will be required. Send 
written resumes to: Robert Bridges, As¬ 
sistant Director of Engineering, 3310 
Bissonnet. Houston. TX 77005. No 
phone calls please. Equal Opportunity 
Employer M/F/V/D 

CREDIT CAREERS 

CREDIT MANAGER 
KTRK-TV, an ABC owned station, has 
an immediate opening for a credit man¬ 
ager to be responsible for the mainte¬ 
nance and implementation of the com¬ 
pany credit policy, administering credit 
evaluation procedures, collecting past 
due accounts, working with attorneys 
and collection agencies and the prepa¬ 
ration of monthly A/R reports. Individ¬ 
ual will work closely with station ac¬ 
count executives, sales management, 
traffic department and billing coordina¬ 
tor as well as our National sales offices. 
Qualifications Required: College De¬ 
gree with 3 years credit and collection 
experience (broadcast experience is a 
plus). Must be a self-starter, possess 
strong interpersonal skills and a work¬ 
ing knowledge of Microsoft Excel and 
Word software. Send resumes to: Dan 
Adams, Business Manager, KTRK-TV. 
3310 Bissonnet. Houston, TX 77001. 
Please no phone calls. Equal Opportu¬ 
nity Employer M/F/V/D 

SALES CAREERS 

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

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

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

& Research 

ASSOCIATE PRODUCER 
KTRK-TV is accepting applications fc 
an Associate Producer. Applicants mu; 
have experience line-producing a televi 
sion newscast, and must be willing t 
work overnights and weekends - as thi-
position involves producing our weekem 
morning newscasts. The ideal candidat' 
is a leader, who welcomes feedback an< 
takes direction. If you are in a small t< 
medium size market and want to grow 
we want to hear from you. Candidate; 
must be able to handle pressure and droj: 
everything for breaking news. ¡News ex¬ 
perience also a plus. Interested applicants 
should send a cover letter, resume, refer¬ 
ences, recent writing samples and VHS 
tape of recent newscast to: Please include 
where you saw the position advertised. 
Robin Freese, Executive Producer, 
KTRK-TV, 3310 Bissonnet, Houston, TX 
77005. No telephone calls please. Equal 
Opportunity Employer M/F/V/D 

RESEARCH CAREERS 

RESEARCH DIRECTOR 
KSTP-TV & KSTC-TV of Hubbard 
Broadcasting in Minneapolis/St. Paul is 
seeking a Research Director. Ideal candi¬ 
dates are currently Research Directors 
and have at least 2 years experience in 
the position. Extensive knowledge of 
Nielsen ratings, qualitative research, avail 
systems, CMR, and news research a 
must. Work in a team environment and 
dynamic market place! Apply: HR 
Dept., Job #36-05, 3415 University Ave., 
St. Paul, MN 55114. Fax: (651 ) 642-
4314; Email: apply@hbi.com; Jobline: 
(952) 253-5780. No Telephone Calls 
Please. EOE 

PROMOTION CAREERS 

PROMOTION WRITER/PRODUCER/EDITOR 
ABC7, the #1 station in Los Angeles, 
has an outstanding opportunity for an 
experienced (3+ years) and motivated 
Promotion Writer/Producer/Editor. This 
key position requires a highly creative 
pro who can raise the bar for station im¬ 
age campaigns, news series, topical 
news and local programming promotion. 
You will be an excellent writer, imagi¬ 
native producer, visually creative and 
have exceptional production and post¬ 
production skills. A strong command of 
Avid Media Composer or Adrenaline is 
essential. If pressure rolls off your back 
and you laugh at tight deadlines, this is 
a great place to work! Please send your 
resume and non-returnable DVD or 
videotape to: ABC7 Los Angeles, Attn: 
HR, Dept. PWPE/BC, 500 Circle Seven 
Drive, Glendale, CA 91201. Equal Op¬ 
portunity Employer. 
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CAREERS 

TELEVISION PROFESSIONAL CARDS & SERVICES 

LEASE TIME 

?ADIO, TV, SATELLITE & INTERNET 
-EASE TIME FT/PT 
NY & NATIONWIDE 

Ethnic, religious accepted 
NY LPTV & RADIO LMA AVAILABLE 

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

VARIOUS CAREERS 

STU, THE FOX O&O IN SALT LAKE CITY 
JEWS PRODUCER ("Fox 13 News at Nine"): Opening for an experienced news pro-
Iucer to produce our top-rated prime-time newscast, plan, execute and coordinate all 
ewscast elements. Must have a bachelors degree in broadcast journalism, commu-
ication, related field or equivalent; plus previous experience as a newscast produc-
r (preferably two years in a mid-sized market.) Proven ability to organize a well-
baced, journalistically sound, entertaining newscast. Sound newsgathering abilities, 
itrong writing skills, creative ideas and an "eye" for stories with audience appeal. 
Mature leadership skills to effectively take and give direction. Send resume and a re¬ 
sume tape of a recently produced newscast. NEWS REPORTER: General assign¬ 
ment reporter to research and report news stories ensuring accuracy, sound journal¬ 

ism and effective presentation. Must have a bachelors degree in broadcast journalism, 
communication, related field or equivalent plus professional news reporting experi¬ 
ence (preferably two years in a mid-sized market.) Smooth on-air delivery, good ver¬ 
bal skills, pleasant voice and on-air appearance. Experience must emphasize "live" 
reporting, sound newsgathering, strong writing, creative story ideas. Send resume 
with a resume tape of stand-ups and news packages. Resumes should be sent to Hu¬ 
man Resources, 5020 W. Amelia Earhart Drive, Salt Lake City, UT 84116. Detailed 
postingsatwww.foxl3.com. EOE 

NYC LPTV for Lease 
- NYC Metro Coverage -

(347) 582-0979 
dokny@aol.com 

SALES CAREERS 

The Reed Television Group, which inckides Broadcasting & Cable and MultiChannel News has an exciting opportu¬ 
nity for a seasoned Regional Sales Manager for the Los Angeles office. 

The successful individual will market and sell the Reed Television Group suite of pioducts to television and < able 
industry customers. This is a regional sales management opportunity best suited for canoidates that can expand 
market presence and develop him/hersel‘ and staff for advancement within the company. Candidates must 
demonstrate a strong history in: 

•Providing superior business solutions in the marketplace. 

•Revenue growth for online, print, events, sponsorships and custom publishing 

•Experience in making sales calls and closing business is a MUST 

The sales executive must be a team player and be seen as a mentor within the sales team. Excellent communica¬ 
tion skills and ability to multi-task is required. BS/BA degree in Communications or Marxeting is preferred. 5 + 
years of advertising sales experience in lelevision/publishing/media industry is required. 

To apply for this position, send resumes to: www.reedbusiness.apply2jobs.com and include tne job title "Regional Sales 
Mgr" in the subject line. 

As an equal opportunity employer, Reed provides a work environment free from all forms of discrimination. This 
commitment to a diverse workforce is the source of our strength. 

Reed Business 
Information,. 

BE INFORMED! 

Get the lastest industry news at: 
www.broadcastingcable.com 

Sign up for our daily e-newsletter: 
www.broadcastingcable.com/ 

subscri be.asp 

To place an ad contact: 
Yuki Atsumi 

Phone: 646-746-6949 
Email: 

yatsumi@reedbusiness.com 

du Treil, Lundin & Rackley, Inc. 
CONSULTING ENGINEERS 

201 Fletcher Avenue 
Sarasota, Florida 34237 

(941) 329-6000 
www.DLR.com 

îmber AFCCE 

NorthStor 

Transmission Services 

1-800-605-3590 

www. NorthStarStudios. tv 

24/7 Teleport Facility with Ku and C band 

_ Network Origination 

=  CARL T JONES = 
==z CORPORATION_ 

CONSULTING ENGINEERS 

7901 Yarnwood Court 
Springfield, Virginia 2215.3 

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

MEMBER AFCCE www.ctjc.com 

HATFIELD & DAWSON 

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

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

www.hatdaw.com 
MEMBER AFCCE 

CARL E. SMITH 
CONSULTING ENGINEERS 
AM FM TV Engineering Consultants 

Complete Tower and Rigging Services 
“Serving the broadcast industry 

for over 60 years " 

Box 807 Bath, Ohio 44210 

(330) 659-4440 

Turnkey TV Systems 
Custom Integration 

RF Transmission 
MPEG Encoding 

Studios 
Master Control Rooms 

www. burstvideo, coin 
Contact Kirk for info 

888-472-2820 

YOUR AD HERE 

For details call Yuki at 646-746-6949 

or email yatsumi@reedbusiness.com 

Mullaney 
Engineering, Inc. 

Member AFCCE 

Serving Broadcasters 
Since 1948 

9049 Shady Grove Court 

Gaithersburg, MD 20877 

(301)921-0115 

Fax(301)590-9757 

mullaney@mullengr.com 

Munn-Reese, Inc. 
Broadcast Engineering Consultants 

P.O. Box 220 
Coldwater, Michigan 49036 

Phone: 517-278-7339 
Fax: 517-278-6973 

www. munn-reese. com 

7839 Ashton Avenue 
Manassas. VA 20109 
703 392 9090 

www.CMDconsulting.com 

www.FCCInfo.com 

Membee AFCCE 

Hammett & Edison, inc. 
CONSULTING ENGINEERS 

Box 280068 
San Francisco, California 94128 

707/996-5200 
202/396-5200 

www.h-e.com 

msw^ 
Meintel, Sgrignoli, & Wallace 

• Digital & Analog Broadcasting •Technical Software 
• Consumer & Professional Electronics 

William Meintel: (540) 428-2308 
Gary Sgrignoli: (847) 259-3352 
Dennis Wallace: (202) 251-7589 

www.MSWDTV.com 

Professional Cards & Services 
2005 rates 

SINGLE BOX SIZE 

(2 1/4” wide X 1 3/8” high) 

Cost: 

12x $218 B&W 

26x $164 B&W 

52x $82 B&W 

DOUBLE BOX SIZE 

(2 1/4” wide X 2 3/4” high) 

Cost: 

12x $327 B&W 

26x $240 B&W 

52x $131 B&W 

“Costs are net and per insertion’ 

Contact: Yuki Atsumi at 646-746-6949 
or email yatsumi@reedbusiness.com 
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The First Pitch 
or 51 weeks of the year, it is all too easy to nod 
in agreement as the dispensers of conventional 
wisdom rail about how hopelessly inept the Big 
Four broadcast networks are—how they are 
over-cautious, unimaginative, lowest-common¬ 
denominator-targeting dinosaurs. But then this 
week—when the broadcasters announce their 

fall schedules—rolls around, and we are reminded again what 
a remarkable institution the networks remain in this media-
saturated world. 

What the network upfronts represent is simply one of the 
most impressive displays of coordinated creative 
effort and marketing in a country that has defined 
those terms for the modern age. It is one thing to 
pay for and promote one blockbuster movie; it is 
quite another art to commission, schedule, promote 
and pay for more than 20 television shows all at the same time. 
That is what each of those supposedly creaky networks does 
year after year. 
When B&C does a special report on “original program¬ 

ming,” it is understood that we’re talking about cable because, 
well, original programming on cable is indeed “special”; orig¬ 
inal work on broadcast networks is par for the course. Don’t 
get us wrong—we love our cable box. This isn’t to disparage 
non-broadcast programming. Much of it is terrifically enter¬ 
taining. FX’s Rescue Me—amazing. MTV’s Real World— 
riveting reality before Mark Burnett was a gleam in the CBS 
eye. And premium cable, with HBO’s The Sopranos as the 

obvious example, has taken the medium to a new heights. 
But cable channels have the luxury of picking their spots, 

launching original programming as a sort of bonus for 
viewers—without having to worry about drawing the big-league 
ratings required on broadcast television. 

Studios this year cranked out 120 pilots or treatments for 
broadcast series. After thousands of executive hours of agoniz¬ 
ing, a few shows will be chosen. And most of them, regret¬ 
tably, will fail. It is amazing to us that all this effort adds up to 
so little that lasts more than a few weeks or months. But it is 
even more astonishing that so many people in the industry re¬ 

main gung-ho to try again, season after season. 
Despite all this effort, time and money, of 

course, the broadcast networks will continue to 
surrender share to cable, which already boasts a 
larger aggregate prime time audience. That has 

got to be discouraging for network sales forces. 
And with a still fragile economy, we’ll be surprised if 

advertisers give either cable or broadcast networks sizeable 
rate increases this season. But the broadcast upfront season 
is still a time of outrageous hyperbole and crafty strategy, 
when the representatives buying advertising for some of the 
world’s greatest brands match wits with the sales staffs of the 
world’s most powerful media organizations. It is all predicated 
on the idea that next fall’s shows are the best batch of genius 
the television gods have yet devised. Completely bogus, of 
course. But, for the sheer stubborn dedication that implies, 
we’re grateful. 

EDITORIAL 

TV Journalists, Welcome to the Future 

A recent posting on one 
of the industry bulletin 
boards dealt with lay¬ 
offs at yet another TV 
station. One participant 

asked, “Are they really losing that 
much money?” The answer? Yes, they 
are. Everybody is, and it is a reality. 
My work as a new-media consul¬ 

tant provides me with insight into 
the economic problems facing the 
local-TV industry. These problems 
are very real, and what you think 
about them doesn’t matter. What 
does matter is your reaction, and I 
hear two constant refrains that are 
deeply troubling. 

One, TV newspeople are reluctant 
to get involved in working on the Web 
site for their stations. While I’m sure 
a lack of knowledge contributes to 
this, there is a sense that newsroom 
employees view the Internet as a 
bastard stepchild. If true, this is ap¬ 
pallingly short-sighted and extremely 
self-destructive. You are contributing 
to the demise of your industry by not 
personally gaining the skills necessary 
to compete in a multimedia world. 
Moreover, you are accelerating your 
own demise. Denying the realities 
of the shift from broadcasting to the 
Internet only accelerates your own 
■'bsolescence. 

Where is the passion to get out in 
front of where the industry is going? 
TV newspeople are generally curious 
and intelligent, so this puzzles me. If 
you’re not moving in that direction, 
you’re moving in the opposite direc¬ 
tion, for there is no standing still in 
this rapidly changing environment. 

Two, TV newspeople are reluctant 
to assist in the eco¬ 
nomic well-being of 
their companies. This is 
a very dangerous time 
for broadcasting, and 
yet you are concerned 
with your résumé tape and growing 
your broadcasting career while the 
foundation upon which it is built is 
crumbling. Again, you are suppos¬ 
edly intelligent people. Why would 
you do that? 

I cringe when I read the threads at 
various industry discussion boards, 
for they reveal a group of people 
oblivious to reality, taken with their 
own importance and cavalier in their 
attitudes toward others. Topics like 
"What’s a good second- or third-sta¬ 
tion market?” drive me up the wall, 
because they reveal a core belief that 
the career ladder is unaffected by 
economic pressures on the industry, 
that everything is better farther up 
the ladder. It isn’t. 

I’m not talking about pay cuts and 
such. I’m talking about efficiencies 
and hard work. You are in the same 
boat as your employer. You can bail 
water, or you can be dead weight. 
Which will it be? 

Jobs are not jobs anymore; they’re 
just points on a northbound scale, 
all built on the notion that somehow 

we’re doing these com¬ 
panies a favor by al¬ 
lowing them to benefit 
from our magnificence. 
Somehow, somewhere, 
newspeople have been 

given the idea that this is the way the 
business operates. Who is originating 
such thought? 

Given the economic challenges fac¬ 
ing the whole industry, it is not sur¬ 
prising that most newsrooms today are 
functioning in a defensive posture. 
There is a whole new world 

growing right before our eyes. The 
problems of the industry belong to 
everyone, and only by working to¬ 
gether will we find our potential in 
this new world. ■ 

Heaton is the president of Donata 
Communications, a Nashville-based 
consulting company. This essay is 
excerpted from The Media Center at 
the American Press Institute. 

AIRTIME 
Terry Heaton 

OPEN MIKE 

Today Is the New Yesterday 
Editor: Thanks for your recent item 
on [New York Times television writer] 
Alessandra Stanley (“Read a Times R 
view, Get a Course Credit,” 4/11, pagt 
8]. It was funny and dead on. I’ve bee 
reading Stanley’s TV reviews for a fex 
years now. As a teeveetotaler, I count 
on her to keep me vaguely current and 
also to remind me to stay away from 
the tube. I enjoy her attitude, and she’; 
usually amusing. 

This winter I spotted another patterr 
Stanley used “x is the new y” so many 
weeks in a row I thought maybe her 
editor was on sabbatical. Or maybe it 
was deliberate, like the Ninas in the Al 
Hirschfeld drawings? Anyway, here arc 
the ones I caught: 

■ ESP is the new DNA... 
■ Mental illness is the new sex... 
■ Collagen is the new hickey... 
■ Thirty is the new 20. 

Holley Atkinson 
Brooklyn, NY 

Government Has a Role 
According to a national poll released 
on May 4 by TV Watch, more than 
80% of the American people say that 
“more parental involvement,” not 
government, is the “best way to keep 
kids from seeing what they shouldn’t 
see” (“Big Three Fight Indecency,” 5/9, 
page 10). 

Asking whether parents or govern¬ 
ment is the best way to shield kids 
from TV content, however, is like 
asking whether private charity or 
government is the best way to fight 
poverty. Even if parents and private 
charity are the “right answers,” there 
will always be a necessary role for 
government. 

Clearly, the parental role is primary. 
Equally clear, many parents won’t or 
can’t provide needed oversight of their 
children’s TV viewing. The reasons 
include parental neglect, indiffer¬ 
ence, fear, ignorance and naiveté, and 
parental job responsibilities, language 
barriers and disabilities. 

I would add that polls conducted 
this spring by Pew Research Center, 
Time and Harris Interactive all indi¬ 
cated that most Americans support a 
role for government in curbing TV 
indecency. 
Robert Peters 
President 
Morality in Media Inc. 
New York 

WE LIKE LETTERS 
If you have a comment about anything in B&C 
or the media business, we’d like to hear from 
you. Send your letters, with a daytime phone 
number. E-mail: bncletters@reedbusiness.com 
; fax: 646-746-7028; or mail to Broadcasting 
& Cable, Letters to the Editor, 360 Park Ave. 
South, New York, NY 10010. We reserve the 
right to edit. 
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SOFTWARE DEVELOPER 

Z^RZetFCAREERS 
THE MEDIA & ENTERTAINMENT JOB SITE 

YOU KNOW WHAT 
YOU WANT TO DO. 

NOW HOW DO 
YOU GET THERE? 

You want to work in an industry you’re passionate about. We get it & we’re here to help. 
Log on today for a targeted search of all jobs in the media & entertainment industries. 

www.varietycareers.com 
For more information: call 800.357.4745 

POWERED BY: 

BC Multichannel VB 



Plugavision 
How Pat O’Brien’s problem became a Viacom cross-platform bonanza 

his month’s Pat O’Brien-blabs-to-Dr. 
Phil extravaganza deepened television’s 
brand as the planet’s most self-serving 
medium. Airing in prime time, the CBS 
hour should have carried a “CP” content 
rating, for cross-promotion—more ac¬ 
curately, crass promotion. 

Like chest-puffing politicians who perpetually run for 
office, ABC, CBS and NBC constantly devise promo¬ 
tional strategies to compete with each other and meet the 
exploding challenges of cable, videos and the Internet. 
This does not mean, however, that these broadcast blow¬ 
hards and their corporate parents have stopped selling 
themselves to viewers the old-fash¬ 
ioned sleazy way during May and 
other ratings-sweeps periods. 

Cross-promotion remains an itch 
that won’t go away, a spreading 
fungus tolerated by viewers because they are either 
blind to its deception or desensitized. Perhaps both. 
I've written about cross-promotion frequently through 
the years, initially hearing outrage from viewers who 
joined me in accusing the perpetrators of gross impro¬ 
priety, even dishonesty. More recently, that crescendo 
of resistance has lowered to an almost inaudible hum. 
Instead of outrage, I hear, “Oh, well, that’s televi¬ 
sion.” In other words, the longer something sticks 
around, however unpleasant, the more accepting of 
it we become. 
In cross-promotion, we get a form of product 

placement with promos woven through the fabric of 
programs—insulating them from being TiVo-zapped— 
much as ads were in the early days of TV. At times, the 
shows themselves are ads. 
Take the O’Brien/Dr. 

Tough Love orgy of self-in¬ 
terest and its supporting cast 
of Viacom androids. Take it 
and shove it. 

The scenario had O’Brien, 
host of The Insider, hemor¬ 
rhaging his tale of boozy 
woe to daytime star Dr. Phil 
McGraw. Who benefited 
most? Corporate colossus 
Viacom, of course. The In¬ 
sider and the Dr. Phil day¬ 
time series are from Para¬ 
mount Television, which 
along with CBS is owned 
by Viacom. This Viacom 
menage a trois spilled onto 
the next day, moreover, when O’Brien appeared on 
the daytime Dr. Phil before rejoining The Insider that 
night after being away for alcohol rehab. 
There’s an upside here. Until enlightenment in¬ 

tervened late last century, the funny drunk was one 
of entertainment TV’s most reliable punch lines, 
from boozy Crazy Guggenheim crooning to Jackie 
Gleason’s Joe the Bartender to a barstool’s becoming 
a permanent appendage to Norm Peterson in Cheers. 
No one wondered how good old Norm was able to 
get home with all those beers in his tank. 

So it’s healthy when a recovering alcoholic like 
O’Brien publicly seeks redemption, on TV no less, 
without trivializing his addiction or going for laughs. 

Not that it will necessarily end here. I sniff a book, too, 
’th O’Brien perhaps extending his synergistic odyssey 

across a memoir, courtesy of another Viacom subsidiary, 
Simon & Schuster. And then, the CBS movie. 

Regardless of their billing, O’Brien and McGraw 
are essentially entertainers. Even more egregious are 
journalists who cross-promote, exposing their tawdry 
ethics like flashers. 

An example? Barbara Walters, her credibility in free 
fall despite being universally bronzed as the Mother 
Teresa of News, somehow found the words to ruminate 
on ABC’s The View about that evening’s overcooked 
Primetime Live expose of an alleged scandal on Fox’s 
American Idol. 

Elsewhere in prime time. Everyone Loves Raymond 
is a hugely popular CBS comedy 
whose exit has drawn wide cover¬ 
age. So 60 Minutes may earn the 
benefit of the doubt regarding its big 
splash on star Ray Romano and his 

show two Sundays before its finale. But you have to be 
suspicious. 

Network morning shows practice this incestuous hype 
relentlessly despite operating under the aegis of their 
respective news divisions. On ABC’s Good Morning 
America, co-host Charles Gibson—his own credibility 
now overlapping that of World News Tonight, where 
he is one of those subbing for ailing anchor Peter Jen¬ 
nings—was at his stoniest while interviewing women 
from Love Behind Bars. It aired that night on cable’s 
E! network, a big chunk of which is which is owned by 
ABC corporate parent Disney. 
Meanwhile, bounced Survivor contestants remain 

a staple of mummified CBS’ The Early Show, which 
naturally covered O’Brien/Dr. Phil as epic news, too. 
That included Julie Chen’s advance chat with McGraw 

(“Did you tiptoe around 
some of your questions?”) 
and an exclusive morning 
quickie with O’Brien. 

Co-host Harry Smith was 
memorable the same morn¬ 
ing, hand stroking chin while 
impersonating a thoughtful 
questioner (“What did you 
in?”) when debriefing two 
competitors ousted from the 
network’s Amazing Race. 
Smith knows the series inti¬ 
mately: He and Early Show 
weatherman Dave Price 
were contestants on it last 
year. 
Toady interviews that 

serve the network are a dirty job, but they don’t 
pay Smith the big bucks for nothing, evidenced by 
his mastery in 2003 when grilling his boss, CBS 
Chairman Les Moonves in advance of the network’s 
75th anniversary special. Brutally pressed by Smith, 
Moonves confessed that, yes, he had, indeed, re¬ 
turned “luster” to CBS. 

Local newscasters are especially prone to cross¬ 
promotion. KCBS Los Angeles ran a promo with Paul 
Magers, its top news anchor, touting the network’s 
Elvis miniseries. Then, on the evening it premiered, 
came this teaser from Magers, tying Elvis to the 
station’s 11 p.m. newscast: “The story you’ll see only 
here: I’ll take you to Elvis Presley’s favorite hangouts 
in Los Angeles.” And they call this news? 

I’d call it deceptive cross-promotion. ■ 

HOWARD ROSENBERG 

Cross-promotion 
is an itch that 
won’t go away, 

a fungus tolerate 
by viewers. 
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SAVE THE DATE 
SEPTEMBER 7-8, 2005 

ATTENDANCE AND ACCOMODATIONS ARE FREE TO LOCAL CABLE AD SALES EXECUTIVES 

STRATEGIES & IDEAS FOR GROWING REVENUES 

Please join Broadcasting & Cable and Multichannel News on September 
7th and 8th, as we host our 1st Annual Local Cable Ad Sales Summit. 

BLUE CHIP PANELS AND 

KEYNOTES FOCUSING 

ON NEW LOCAL SALES 

OPPORTUNITIES FROM: 

• On Demand Advertising 

• Non-traditional 

EC Multichannel LOCAL 
CABLEADSALES 

SUMMIT2OO5 

revenue sources 

• Network promotions 

• New targeting 
techniques 

• Market analysis 
and research tools 

• Hot advertising 
categories 

... and more! 

This high-level networking event is designed to uncover and discuss the 
successes, challenges and future opportunities that face Local Cable Ad 
Sales executives and their markets. 

Network in an intimate setting with senior executives who are responsible for adver¬ 

tising sales management at the major MSOs and local systems. Such titles include: 

CEO, VP of Sales, General Manager, Director of Sales, General Sales Manager, 

Regional Sales Manager, Ad Director, Director of Promotions and Marketing. 

SAVE THE DATE: September 7-8, 20051 détroit, mi 
THIS SUMMIT IS BY INVITATION ONLY FOR QUALIFIED EXECUTIVES. SPACE IS LIMITED. 
TO REQUEST AN INVITATION, PLEASE CONTACT: 
Sandy Friedman, safriedman@reedbusiness.com or call (646) 746-6740 

FOR SPONSORSHIP OPPORTUNITIES, CONTACT 
Larry Dunn, ldunn@reedbusiness.com or call (646) 746-6572 



SEE WHAT HAPPENS 

HEALTHY INTEREST 
Í YOUR COMMUNITY? 

■ Salud 
r es VIDA 

¡ENTéRATE! 

Univision Communications Inc. is proud to have been honored with 
the first George F. Peabody Award given to a Spanish-language media company 

for its cross- promotional public service campaign 

Salud es Vida... ¡Enterate! (Health is Life...Get the Facts!) 

By empowering our viewers through our public information efforts, we are effecting 

positive change in the health behavior of our communities across the country. 

And that's our most cherished reward. 

* univision 
r communications inc. 




