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THE WORLD’S FIRST 24-HOUR NEWS CHANNEL
WAS THERE BEFORE ANYONE KNEW THEY NEEDED IT.

NOW YOU CAN’T IMAGINE A WORLD WITHOUT IT.
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We're bringing our brand building expertise to one of the fastest growing networks in
cable - Great American Country. With the broadest range of artists and music, and the
legendary Grand Ole Opry Live - exclusive to GAC - we've got everything we need to get there.

Come along for the ride - call Great American Country today 1+-303:784-8318
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Balancing Act

Corporation for Public Broadcast-
ing Chairman Ken Tomlinson

has been attacked by Democrats,
media activists and others over his
alleged bias. Appointed by Presi-
dent Bush, he has been accused

Secrets of s 5
The New F &7

Fall Season \

y of purging public
' ’ 1 broadcasting of
1 news and liberal
- commentary. Tom-
g linson spoke last
‘ week with B&C’s
\ Bill McConnell .
Kenneth Tomlinson Page 38
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THE COMEDY HIT IS BACK



Valerie Cherish
was TV’s IT Girl.

Now IT’s a Different Story.

EVERYTHING.
EVERYONE.
EVERYWHERE
ENDS

LISA KUDROW

BACK

TELEVISION. IT’S A GRIND. QIY F‘F‘ F T ] TNT)F P

SUNDAYS AT 9:30PM/8:30C MONDAYS AT 9PM/8C
STARTS JUNE 5 STARTS JUNE 6

OR WATCH THEM WHENEVER YOU WANT ON HBO ON DEMAND*
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Where to be and what to watch...

Monday, May 23
Quinnipiac University has only
handed out 12 Fred Friendly
First Amendment Awards, so
the list of recipients reads like a
news Who’s Who (Rather, Jen-
nings. Brokaw, Wallace, et
al). Il be a while be-
fore they get around
to Sheperd Smith.
Today, the accolades
for FFFAA-winner
No. 13 rain down on
NBC’s Tim Rus-
sert—at the Metro-

politan Club in
M New York City,
which makes the

RSVPs pop a bit more quickly
than a gracious invitation to
attend a fete at QU’s School of
Communications in Hamden,
Conn.

Tuesday, May 24

Despite the fact that his show
ain’t on right now, David
Chase has been busily waving
the Sopranos flag lately, from
the producer’s interview on 60
Minutes Wednesday last
week to his breakfast
debriefing by New
Yorker journo Ken
Auletta today at
the Condé Nast
Building in New
York (sponsored
by Syracuse
University’s
Newhouse School of Public
Communications). “One of the
things I like about doing this
show.” Chase said on CBS about
his baby, “is that you can kill
people off, and it helps with my
problem, which is I get bored
with things really easily.” Which
means Auletta better keep the
questions fascinating, if he
knows what’s good for him.
Despite the fact

that his show

ain’t on right

now—Part II:
The second-season
DVD collection of
Chappelle’s Show
on Comedy Cen-

tral hits the
pave T  marketplace
today. Unlike

The Sopranos, which is
scheduled to return to HBO in
a year’s time, Dave Chappelle
isn’t even penciled-in at his
network anymore. Here’s a job
for the Newhouse School’s cub
reporters: Find out if the source

‘60 Minutes I': Aged Beef

By J. Max Robins

CNBC's The Age of Wal-Mart

mid all the hoopla sur-

rounding the introduc-

tions of the broadcast

networks’ new fall

schedules last week,
Leslie Moonves put the bullet in the
Wednesday edition of 60 Minutes. The
CBS chairman and Viacom co-COO
insists it was a decision based solely
on ratings. The scandal surround-
ing dicey documents used in a Dan
Rather report on George W. Bush’s
National Guard service, Moonves
protests, had nothing
to do with pulling the
plug. Instead, it was an
age thing. Like Judging
Amy and JAG and other
veteran shows, 60 Min-
utes Wednesduy skewed
older than everything on the network,
including the venerable newsmagazine
that spawned it.

Sadly, even without the taint of
“memogate,” odds are this would have
been the last season for 60 Minutes I1.
Forget that, in its six-year history, the
show once derided as *“60 Junior” had
won a raft of Emmys and often was
more compelling then the original.
These days, there is little corporate
will to promote news of quality and
substance in prime
time. It has been
standard  operating
procedure for a long-
time that the way
to garner ratings is
to promote the hell
out of Paula Abdul’s
injudicious behavior or the runaway
bride’s sprint from the altar.

Throughout last week, as the net-
works worked their hype machines in
one splashy new season presentation
after another, as interesting as what
they promoted was what they left out.
At ABC, CBS and NBC, their prime
time magazines received nary a men-
tion. The biggest news about any of
them was that Ann Curry would co-an-
chor the Friday edition of Dateline. But
that’s the way it is. Editions of NBC’s
Dateline, ABC’s PrimeTime Live

THE ROBINS

REPORT

These days, there is
little corporate will

to promote news of
substance in prime.

and 20720, as well as CBS’ 48 Hours
Mysteries, seem scheduled almost as
afterthoughts in time slots where their
respective networks have little hope for
ratings growth. As far as content, all of
them traffic much more in the sensa-
tional than in the substantive. Indeed,
48 Hours Mysteries basically sells itself
a reality version of CSI.

That leaves the original 60 Minutes
as the last bastion of old school. It not
only practices prime time journalism
the old-fashioned way, it also has an
ancient audience, something pointedly
out of style at CBS these days. Still,
when Moonves pulled the plug on 60
Minutes 11, he promised “nothing will
endanger” the Sunday show.

But from here, 60 Minutes does look
like an endangered species. Sure, under
executive producer Jeft Fager, the show
seems sharper, more focused than it did
in the final years of legendary creator
Don Hewitt’s reign. But the days are
long past since it was a Sunday ritual
that prompted water-cooler conversa-
tion on Monday. That’s now the domain
of Desperate Housewives or the HBO
series of the moment.

Last week, just as the
networks were unveil-
ing for Madison Av-
enue, Wall Street and
the press the millions
of dollars they spent on
new shows, another ritual was happen-
ing in New York: the Peabody Awards.
Among those receiving that prestigious
honor were such worthy documentaries
and series as Discovery Channel’s
Black Sky: The Race for Space,
CNBC'’s The Age of Wal-Mart: Inside
America’s Most Powerful Company,
The History Channel’s Rwanda—Do
Scars Ever Fude?, Trio’s The N-Word
and Link TV’s Mosaic: World News
From the Middle East. Local-news op-
erations were cited,
too, including WITI
Milwaukee for a se-
ries called The Bully
Project, WBAL Balti-
more for an investiga-
tion into Chesapeake
Bay pollution, and
WTVF Nashville, Tenn., for its long
investigation into government corrup-
tion in Tennessee.

The single Peabody awarded to a
commercial broadcast network was
the one given to 60 Minutes I for its
report on the Iraq Abu Ghraib prison
scandal. And we all know how much
the award for that groundbreaking
story meant when it came time to set
CBS’ new fall schedule.

E-mail comments to
bcrobins @ reedbusiness.com

who fed Newsweek the bogus
Koran-in-the-can story also told
Entertainment Weekly that Dave
was in a South African mental
hospital. Flush!

Wednesday, May 25

S

CBS was originally
going to send its
Martha Stewart
TV movie, Martha:
Behind Bars,
0 SS9 into battle tonight
h =4 against the clash-
‘ewa“ ot'-lhc-‘lilunsl\\:o-
“\a\,\\\as hour finales of
Fox’s American Idol
and ABC’s Lost (8 p.m. ET).
But then Les Moonves & Co.
must have realized that Cybill
Shepherd doing her shtick as
the savvy blonde businesswoman
in jail just might work nicely
in the fall, when Ms. Stewart
is launching two TV projects.
And so they found a sacrificial
lamb for the 9 p.m.
slot: Amber Frey:
Witness for the
Prosecution, a
TV movie about
a NOt-s0-savvy
blonde who »//l
Scott Peterson
to jail but who
never be mistaken for the
Martha Stewart of the massage-

helped send
would certainly
therapy industry.

Thursday, May 26

To some folks, “NAB”

means an annual Vegas-based
schmooze'n’booze-fest, but

we are here to tell you that

the National Association of
Broadcasters is the epitome of
the responsible, well-run trade
association. Witness its Satel-
lite Uplink Operators Train-
ing Seminar, which today
winds up a three-day stay in
Washington. We're pretty
certain that it will be a
schmoozeless, booze-
less affair. And,
besides, it’s those
NCTA guys who

are the real conven-
tioneering animals.

satetite ]

Friday, May 27

Let’s see: Network upfronts
over? Check. May sweeps over?
Check. Memorial Day weekend
here? Checkmate.

—Mark Lasswell

Email info for B&C Week 1o
b&cweek @ reedbusiness.com
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Look Smart.

Congratulations
to PBS from your
leading supplier of
automation solutions.

SUNDANCL

DIGITAL
BROADCAST AUTOMATION SOLUTIONS

Choosing Sundance Digital to be your automation provider isn’t only good for
operations. After all, making the smart decision always makes you look good.
Not to mention that the smart call helps you avoid the other call — the one that

gets you out of bed in the middle of the night.

Point being, the people at Sundance understand what you expect from an
automation company, and they deliver on all counts. Reliability, professionalism,
customer service, technical support, flexibility, integrity and rock-solid

software. All these advantages make Sundance Digital the world’s best

automation value — and choosing that value makes you look smart.

Not to mention better rested.

www.sundancedigital.com 972.444.8442




Rainbow Media
Teams Up With
Weinsteins

Rainbow Media will team with
Harvey and Bob Weinstein, for-
merly of Miramax, to build a new
film library.

Rainbow, which owns cable
nets AMC, IFC, WE: Women’s
Entertainment and Fuse, has
signed a multiyear deal with
The Weinstein Co., trading
home-video rights to its product
in exchange for the company’s
theatrical expertise.

The two companies will jointly
own a film library with titles cho-
sen by the Weinsteins and funded
by Rainbow. The two will split
the distribution profits, with an
eye toward TV, home video and
international distribution.

Not surprisingly, Rainbow net-
works will have a first option on
the domestic TV rights to the de-
buts of the films. For its part, The
Weinstein Co. now gets exclusive
home-video rights to films from
Rainbow’s IFC Films theatrical
production arm (plus international
theatrical sales) as well as to all
the original series and specials on
all its cable nets.—J.E.

CBS Fires
Reporter for
On-Air F-Word

CBS confirms that WCBS New
York reporter Arthur Chi’en was
fired Thursday after his f-word
response to hecklers made it on to
the air during a 6 a.m. broadcast.

“WCBS-TV apologizes for the
use of inappropriate language
during our 6 a.m. broadcast. We
deeply regret the incident,” the sta-
tion said in a statement.

The company has a zero-toler-
ance policy on so-called broadcast
indecency post Janet Jackson—sta-
tions cannot air sexual content or
profanity between 6 a.m. and 10
p.m. per FCC rules, but Viacom is
one of several companies to also
pledge to self-police.

Chi’en was reporting from a
subway station when two men
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a “Sex in St. Patrick’s Cathedral”
on-air contest drew flack from
Washington and elsewhere.

As his report ended, Chi’en
shouted at the men: “What the
f----is your problem?” The com-
ment made it onto the air. Chi'en
had been with the station since
December 2003, when he joined
from WFXT Boston.—J.E.

Cartoon Raises
Bar On Kids TV

Cartoon Network will put par-
ent-targeted subtitles, dubbed
“Mommy Bars,” on its new Tickle
U preschool block of shows as
part of a media curriculum pitch-
ing humor as an aid to childhood
development.

Armed with a Harris Poll
research finding that the vast ma-
jority of parents think humor is es-
sential to their kids’ quality of life
and development, cable network
Cartoon will launch the block Aug.
22; it will air weekdays, 9-11 a.m.

Cartoon bills the subtitles as
aids to co-view-
ing by parents and
children, but in ad-
dition to providing
“research on hu-
mor and preschool-
ers packaged as
fun commentary

: Gerald for the adults,” the
McBoing subtitles will also
Boing provide informa-

tion on “cues for
show content and length,” so those
co-viewing moms will know how
much time they have to grab a cup
of coffee, put in a load of laundry
or do something other than co-
view.

A network spokesman said Car-
toon will submit the block as meet-
ing FCC standards for kid-friendly
(educational/informational) pro-
gramming. Tickle U shows include
Peppa Pig, Yoko! Jakamoko!
Toto! and baby-boomer classic
Gerald McBoing Boing.—J.E.

Sinclair Divvies
Up WEMT

Sinclair Broadcast Group said it
will sell the broadcast license and
physical assets of its WEMT in
the Virginia/Tennessee Tri-Cities
market to two different buyers.
Sinclair bought the station in

Cover Phots: Lourence Lucier/Fimilagic.com, Carey

began chanting “Opie and An- July 1998 as part of a group deal.
thony!” and shot the finger to the BlueStone Television, which
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WCYB, agreed to pay $5.6 mil-

lion for the station facilities and

the transmitter, but it can’t own
Continued on page 49

Ironically, Opie and Anthony
were the shock jocks employed
by CBS parent Viacom who were
fired for indecency violations after

MA 02158-1630. AN sights resarved. Periodicals postage paid at New York. NY, and additionsl malling offices. Canaie Post IPM Produet (Canada Distribution) Sales
0807533, Postrmster, plesse send address changes to: Brosdcasting A Cabie, RO. Box 5855, Hartan, A 51593-1155. Subscription rates: USA $ 189, WQJOMBD
WMMAW““MMDM ng: n ols Back imuns: except for speciel ssuss whers prics changes am indiceted,

single copies are $7.95 US., $10 forsign. F mail 10: g & Cabie, PO. Box 5655, Hartan, A 51583-1155 or call 1-800:554-5729. Outside
the US. call 1.515-247-2984. muw&muwmmmmmmm Ann Arbor, Wi 48106 (800-521-0800). Broadcasting &
Cable was founded in 1931 as Bresdcasting: The News Magazine of te Fitth Estate. & was named Breadcasting & Cabdie in 1993. Broadcasting & Cable® is 8 registared trademark
of Reed Publishing (Nedertand] B.V., used under license.

BROADCASTING&CABLE e MAY 23, 2005



VISIT THE BLOG OF TV: BCBEAT.COM 5/23/05

efore CBS
Chairman
Les Moonves
got around
to knocking
his arch-
rival. NBC
Universal Television Group
President Jeff Zucker, at
CBS’ uptront presentation
last week, he warmed up at a
press breakfast.

In less than an hour, we
counted || jabs that Moonves
took at Zucker, most of them
self-serving. Unlike the pre-
vious back-and-forth sparring
between the two, Zucker—
perhaps preoc-
cupied with
his network’s
fourth-place
finish in the
18-49 demo—went relatively
Moonves-free during his ap-
pearances.

A sampling of Moonves
zingers:

m “Not to be accused of be-
ing cruel. but Joey is down
59% from Friends in 18-49,
because that’s all they care
about. Will & Grace and The
Apprentice are each down
more than 40%, and they
renewed this schedule intact.”
B On CSI: Miami, he said,
“Its only competition is Me-
dium, which by the way Para-
mount produces [like CBS,
part of Viacom|]. We were very
glad to give Jeff Zucker his
only hit of last year”

Jeff Zucker (left) didn’t take Les Moonves’ bait.

Jimmy Kimmel ribbed ABC.

NBC lost Pride in '04.

| ‘[ thought it was interest-
ing that, at the upfront, Jeff
Zucker actually said that Law
& Order performed so well, it
actually cut into the CSI: New
York lead. What he forgot to
say was that they were on the

air for 15 years,
and this was a
new show.”
Moonves,

however, did
have one bit of praise for
NBC, saying they made a
smart move buying football
for Sunday nights.

Comic Turns

As part of the time-honored
tradition of upfront week,
TV’s big stars skewer their
own networks in well-oiled
comedy routines. They
typically acknowledge what
people in the business are
saying, but somehow it’s fun-
nier coming from a standup
comic. Here are some more
memorable moments from
the upfront circuit last week:

ABC late-night host Jimmy
Kimmel, of Jimmy Kimmel
Live, who ribbed the network

| at last vear’s upfront. had
some kinder words this time
around. “ABC is on a roll,” he
said. “Now we have to figure
out how to screw it up.”

Kimmel saved his best jab
for the competition: I told
SuperNanny 1I'd be home by
midnight. We have to pack
everything and get it over to
Fox so they can pitch 1t as
their fall schedule.”

Comedian Chris Rock,
whose childhood in Brook-
lyn inspired new UPN com-
edy Everybody Hates Chris,
poked fun at the network’s
branding. “UPN is ‘where the
girls are at and the boys want
to be,” he said. “And it is not
a strip club.”

Saturday Night Live’s Amy
Poehler and Tina Fey. in a
special edition of “Weekend
Update.” took swipes at NBC
and its rivals. “Buy ad time on
NBC,” Fey implored advertis-
ers, pulting a positive spin on
NBC'’s fall from first place

in the 18-49 demo to fourth.
“Out of 100 channels, we’re
No. 4. and that’s pretty good!”
Poehler also
played TV critic.
“*Two and a Half
Men—that’s how
many people it
would take to hold
me down to watch it,” she
said of CBS’ hit sitcom.

2004 Hype
Revisited

As you digest the hype from
last week's network presenta-
tions, B&C offers reminders
from the 2004-05 season

that were lauded by network
executives last May but never
lived up to expectations.

Dr. Vegas, CBS: Les
Moonves hyped this Friday-
night drama, which featured
Rob Lowe as a Las Vegas
doctor. “It’s a traditional
medical show during the day,
and during the night, he sleeps
with chorus girls and gambles.

UPFRONT

SPECIAL

What could go wrong with
that?” he said. A lot. it turned
out. Afflicted by mediocre rat-
ings, Dr. Vegas crapped out by
November sweeps.

Father of the Pride, NBC:
“This is an adult comedy,
much on the level of Shrek.”
NBC Universal Television
Group President Jeff Zucker
said. The animated Pride
which cost a sky-high
$2 million an episode, tumbled
every week and was toast be-
fore Election Day.

The Mountain,
The WB: The
teen drama—think
Dawson’s Creek
in Aspen—looked
promising, but viewers didn’t
make the trip. At The WB’s
upfront, then-CEO Jordan
Levin said, “We believe there
is nothing but upside by lead-
ing off Thursday night with a
show as big and juicy as The
Mountain.” By January 2005,
however, The Mountain had
crumbled.

Tru Calling, Fox: This
thriller was paired with sexy
soap The O.C. on Thursdays
and waited for ratings sparks.
“We think it will be as suc-
cesstul as when we paired
Beverly Hills: 90210 with
Melrose Place, “ then-Presi-
dent of Entertainment Gail
Berman said. Not quite. Tru
Calling never got the right
numbers. At least, The O.C.
still rocks.

NBC “UNIVERSAL
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It's Not All In the Family

In-house still rules, but networks look outside their companies, too

t was just a year ago that
NBC became the last major
broadcast network to marry
a big Hollywood studio,
buying Universal. Such
deals, we assume, assure
studios a ready buyer for
shows they develop. For
networks, having a studio
sibling lets them control costs and
locks in a piece of the upside if a show
becomes a hit in syndication.

Something funny happened on the
way to the complete vertical integra-
tion of the TV business: The market
for TV shows opened up a little bit. Of
the six new series NBC is adding to its
schedule this year, just two come from
NBC Universal Television Studio (af-
fectionately known as “NUTS”). The
remaining orders were spread across
four rival producers. And of the shows
NBC picked up from outsiders, none are
co-productions in which the network
jointly finances a series and participates
in the profits. (Those co-produc-
tion “partnerships” are often
secured by a network’s strong-
arming the producer: Think of
Tony Soprano having an interest
in the Bada Bing.)

As all broadcasters unveiled
their slates for the upcoming fall
season, other networks bought
outside their corporate families,
too. Disney’s Touchstone Tele-
vision President Mark Pedowitz
was celebrating orders from
CBS for the first time in years.
Warner Bros. Television scored
across the board, getting new
series on each of the six major
networks (of course, that includes cor-
porate sibling The WB network).

NBC Universal Television Group
President Jeff Zucker sees a shift across

less leverage over producers.

But the major difference is that the
terms of program deals are changing.
For years, networks would lock in a
price for the first four years of a deal,;
then, the studio could try to get more
money. That’s why Warner Bros. Tele-
vision was able to jack up the fee for
ER to $12 million per episode (10 times
the original fee) and
increase Friends to
$10 million. (ER has
since come down in
price.) “We're getting
longer deals now,”
Zucker says. “They’re not four years;
they’re six years or longer. That’s what
co-productions are really about—pro-
tecting yourself years out.”

Even the former president of Touch-
stone Television didn’t always stay close
to home. Steve McPherson was named
president of Disney sibling ABC En-
tertainment in the middle of last year’s
development season. “When I first took

Peter Roth

Mark Pedowitz

this job, people would worry that 1
would only buy Touchstone shows,” he
says. “The minute you get this job, you
become completely focused on getting

“The minute you get this job, you become completely

focused on getting the best shows.”
STEVE MCPHERSON, ABC ENTERTAINMENT

the board at virtually all the networks.
“The whole idea of vertical integration
and complete reliance on your in-house
studio was not the driving force in a lot
of pickup decisions,” he says.

NEEDS OF THE NETWORK

Part of the issue is the needs of the
individual network. NBC is trying to
rebuild its schedule following a slide
from first place to fourth. So NBC
Entertainment President Kevin Reilly
especially needs to draw from the
widest possible creative pool. At the
same time, NBC’s slide means it has

the best shows.” Half of the new shows
ABC ordered are from outsiders.

No one is saying there isn’t plenty of
in-house dealing in the vertically inte-
grated shops. All of UPN’s new series
come from sibling Paramount Televi-
sion, as do two-thirds of CBS’ rookie
shows. Warner Bros. will supply three-
quarters of the new series on The WB.

McPherson worries that, when the
studio siblings of rival networks come
knocking, he’s pitched only the cast-
offs. “As a development executive, it
definitely makes it tougher,” he says.
Sometimes you don’t get the best stuff

MONEY TALKS

By John M. Higgins

from those places, you get second
best.” He doesn’t cite any particular
show or studio.

Warner Bros. is the biggest winner
this season. The studio remains the
leading supplier to broadcast net-
works, with a total of 32 new and re-
turning series. Warner scored 11 slots
on the fall schedules (just four of them
on The WB). Those
include sci-fi drama
Invasion and sitcom
Freddie, both on
ABC, and splashy
Jerry Bruckheimer-
produced Pentagon hour E-Ring on
NBC.

WARNER BROS. RULES

Peter Roth is particularly tickled by
his success ratio. Out of the 26 pilots
Warner pitched this year, 58% were
picked up either for fall or midseason.
“Last year, we were 11 out of 32, he
says. “This year, we were more tar-
geted specifically at the needs of
individual networks.”

But the real king of prime time
is a producer in Roth’s stable: Jerry
Bruckheimer. Between existing hits
like CSI and the pickup of three
dramas and a midseason comedy,
Bruckheimer could have 10 series
on the air. He broke the old record
set by Aaron Spelling, who sup-
plied seven shows to ABC during
his heyday in the early 1980s.

In second with 25 new and re-
turning series was 20th Century

Fox Television. That includes one

of the series that’s got buzz,

NBC’s oddball comedy My Name
Is Earl, about a redneck petty thief’s at-
tempt at redemption. It’s always hard to
judge by the clips the networks show at
their upfront presentations, but Earl is the
pilot I most want to lay my hands on.

Among the smaller shops, Broadway
Video Television scored two fall orders
plus one likely midseason order; two
of the projects are at NBC, the other at
ABC. Headed by Sarurday Night Live
producer Lorne Michaels, Broadway
Video TV has become more serious
about developing sitcoms.

Surveying what was picked up where,
NBC Universal TV Division President
JoAnn Alfano says she’s hopeful that
vertical integration will not dominate
what makes it into prime time. For her,
it’'s more a creative issue. “Sometimes,
you know a writer whose voice would
be better at another network, who might
be better at Fox,” she says. “I think it’s a
very good thing for the business.” ll

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 10493.19 3.0% -2.7%
Nasdaq 2042.58 4.0% -6.1%
THE B&C 10
CLOSE WEEK YTD
Cablevision $25.79 -1.1% 3.6%
Clear Channel  $30.58 1.8% -8.7%
Comcast Corp. $31.41 0.4% -4.4%
Disney $27.94 44%  0.5%
EchoStar $29.69 6.0% -10.7%
Hearst-Argyle  $24.98 0.7% -5.3%
News Corp. $16.00 0.5% -16.7%
Time Warner $17.75 42% -8.7%
Tribune $36.88 -1.8% -12.5%
Viacom $34.66 -0.2% -6.5%
GOOD WEEK
Granite $0.21 16.7% -48.8%
Motorola $17.31 9.4%  0.6%
Interactive Corp. $24.34 7.0% -11.9%
Sinclair Bestg.  $8.50 68% -7.7%
CSG Systems  $18.82 6.4%  0.6%
BAD WEEK
Paxson $0.68 -11.7% -50.7%
Gemstar $3.24 -8.7% -45.3%
Gabriel Tech, $2,10 -8.7% -28.8%
Young Bestg. $5.39 -7.9% -49.0%
Pegasus $7.38 -53% -20.2%

-8%

Young Broadcasting has continued to falter
since its 1Q eamings report. Revenues slid
9%, and operating losses surged. Some
stations saw sales gains of 13%-30%, but
they can’t overcome problems at KRON San
Francisco. Young's stock fell 8% last week
and is off 28% since its eamings release.
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RATINGS 5/2-8/05

Top 25 Shows

HOUSEHOLDS
PROGRAM AA GAA
Wheel of Fortune 83 MNA
(Oprah Winfrey Show 80 81
J2opardy! 12 M
Everybody Loves Raymond 64 117
Seinfeld 56 69
Br. Phil 55 &5
CSI: Crime Scene Investigation 53 81
Friends 5265
Entertainment Tonight 50 52
Seinfeld (wknd) 50 61
Judge Judy 47 13
Live With Regis and Kelly 36 NA
Inside Edition 33 33
.udge Joe Brown 32 46

Who Wants To Be a Millionaire 32 36

RNV B8 55552 =mEe|lo|len|lulelnlelw|ra|=

Walcolm in the Middle 29 36
That "70s Show 29 35
Will & Grace 29 36
Maury 29 32
Cops 28 36
Entertainment Tonight (wknd) 28 29
The Insider 28 28
King of the Hill 28 34
Divorce Court -5 [ ¢
People’s Court 21 30
Access Hollywood + b [N 3
Top Magazine Shows
HOUSEHOLDS
PROGRAM AA GAA
1 Entertainment Tonight 50 52
2 Inside Edition 33
3 Entertainment Tonight (wknd) 28 29
3 The Insider 28
5 Access Hollywood 7 I ey |

According to Nielsen Media Research Syndication Service Ranking
Report May 5-8, 2005

AA = Average Audience Rating
GAA : Gross Average Audience

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

NA = not available

Cable’s Off-Net Bounty

Everything from ‘Alias’ to ‘Sopranos’

he cable world’s still
going  badda-bing
over the record $2.5
million an episode
A&E plunked down
to pick up The So-
pranos, slated for
fall 2006. But the
network has more-
immediate plans. Serialized 24, for
which A&E paid a more modest price of
around $250,000 an episode, begins this
fall, slated to air in daytime and likely
one night a week in prime. These are only
two examples of how important quality
oft-net shows have become as cable net-
works pump dough into originals.
Paying top dolfar for off-nets is ““some-
thing of an insurance
policy” to secure a
lead-in for an origi-
nal that otherwise
might go unnoticed,
says Bob DeBitetto,
newly named execu-
tive VP/general man-
ager of A&E. “It’s
pre-sold viewership.
You can predict with
a reasonable margin
of error what your
delivery will be.”
A&E’s third major recent drama acquisi-
tion, CSI: Miami (more than $1 million
an episode) begins in the fall of 2006.
Lifetime will also soon boost its off-
net schedule; Will & Grace starts in
September. Already syndication-strong
with Golden Girls and The Nanny,
the women’s network scooped up the
gay comedy for around $450,000 an
episode. It will be stripped weekdays
in daytime and in late fringe; on week-
ends, it will be a lead-in to movies.

Coming soon to a cable channel near you:
A&E bows 24 this fall.

By Anne Becker

With Frasier (at a hefty $600,000 an
episode) joining its slate next March,
followed by Reba in August and Still
Standing in September. Lifetime could
emerge with a comedy block to rival
Turner’s TBS. It is hunting for dramas
as well. “We're in good shape. These
comedies will freshen our schedule,”
says Lifetime’s Leslie Glenn-Chesloft,
senior VP, planning, scheduling and
acquisitions.

And FX has upcoming comedies as
well: Thar '70s Show bows in a “high-
profile time period™ in September, and
Spin Citv comes to daytime. Rather than
building a comedy block, though, the
network focuses acquisition more on
movies, says Senior VP of Programming
Chuck Saftler.

Proving it has
more syndie hits
than just Law &
Order,  Turner’s
TNT debuts Alias
this fall, having
paid what turned
out to be a bargain
$200,000 or so an
episode given its
renewed popular-
ity on ABC.

The drama mar-
ket is quiet now. Paramount is pushing
Enterprise, and The WB wants to sell
Everwood, but no one is bidding. On the
comedy side, Buena Vista has received
lackluster offers for Scrubs. A cable-
network source says Fox might soon
push Arrested Development as a direct-
to-cable deal.

Generally, though, this cable pro
says, the syndie market is filling with
“B-minus programs™ but “not brand
drivers.”

BAD O'BRIEN IS GOOD O'BRIEN
The return of troubled host Pat O'Brien

to syndicated magazine The Insider on
Thursday, May 5 sent the show’s ratings to
their highest levels in two
months.

Insider, the season’s
top-rated rookie stiip, aver-
aged a 2.8 for the week
ended May 8, up 8% from
the week before. The pro-
gram had already been up
13% from the week before that, thanks to
interviews with O'Brien in anticipation of his
return after rehab for alcohol abuse.

Ratings for most of the other syndicated
shows were slightly lower in the first week
of the May sweeps, as temperatures moved
higher and average HUT (homes using tele-
vision) levels declined from the prior week
by 1.09 million households, or about 3%,
as more people got out of their own huts
and away from the tube.

For example, only three out of 13 talk
shows were up week-to-week: Live With
Regis and Kelly, The Elen DeGeneres
Show and The Oprah Winfrey Show.

The top three sitcoms and the rookie off-
net strips were all lower. Everybody Loves
Raymond was down 2% to a 6.4; Seinfeld
was down 2% to a 5.5, and Friends dipped
4% toa 5.2.

Malcalm in the Middle led all first-year
off-net shows, with a 2.9, down 9%. Yes,
Dear was down 11% to a 1.7; Fear Factor
faded 11% to a 1.6, and Girlfriends slipped
13% to a 1.4. On the weekend, CS/ was up
2% to a 5.3.

The revival of A Current Affair, which
returned to syndication in March after nine
years, continues to underperform its lead-in
and year-ago time-period averages. But the
show is still in a limited rollout, with a full-
blown launch not expected until next year.
From March 21 through May 3, Affair had
a 2.7 rating/5 share weighted average in
metered markets.

Pat 0’Brien
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WASHINGTON WATCH

TV Could Make
VolP Safer

TV stations could soon help solve
one of the biggest drawbacks of
new Internet-based cellphones.

Cellphones that rely on voice-
over-Internet Protocol (VoIP) can’t
complete 911 calls when a sub-
scriber travels out of town, because
they don’t offer a way to identify
the caller’s location. Thus, a Denver
VoIP subscriber making a 911
call in Los Angeles will end up
reaching emergency workers back
home in Colorado. Fixing VoIP’s
911 problems is a top priority for
the FCC. Last week, the agency
ordered VoIP providers to offer
911 access on residential phones
but is still searching for ways to
make 911 work when subscribers
hit the road.

Rosum, a Redwood, Calif.,
startup, has developed a technol-
ogy that, imbedded in Internet-
based cellphones, can constantly
monitor local TV signals, each
of which contains data identify-
ing the geographic location of
the transmitter tower. During a
911 call, Rosum’s technology
would route the call to the closest
emergency communications center
rather than the caller’s hometown.

Rosum CEO Skip Speaks says
he needs broadcasters in each mar-
ket to make some minor coordina-
tion efforts for the venture to work,
and he hopes to convince them that
the points they would score with
the FCC are reason to participate.

Copps on
Ownership Fight:
“Damned Right!”

FCC Commissioner Michael
Copps sounded a clarion call for
artists, activists and independent
journalists to prevent further
media consolidation. He made the
plea at a media-reform convention
sponsored by Free Press, a group
opposing media monopolies. *I
ask your help in this all-American
crusade to reclaim the people’s
media for the people,” he said at
the May 14 gathering in St. Louis.
The FCC will review those rules
in coming weeks, but Copps urged
the crowd to jump into the fray
now. “Don’t let the usual suspects
inside the Beltway write the rules.

FCC Tackles Cable Reach

Rules could set programming limits, too By Bill McConnell

ow big is too big?
The FCC launched
its second major
attempt at settling
that question for
cable  operators
since 2001, when
judges for the federal appeals court in
Washington tossed out previous owner-
ship limits. The rulemaking comes on the
heels of the April 21 announcement by
top system operators Comcast and Time
Warner that they plan to divide the assets
of bankrupt Adelphia. The deal requires
FCC approval.

Last week’s notice of rulemaking
makes clear the FCC believes that the
1992 Cable Act still gives it authority to
limit national reach, although the notice
gave no specifics. The FCC is also ex-
amining whether to change its vertical
limits, including rules barring an opera-
tor from devoting more than 40% of its
lineup to programming it owns.

Comcast, the largest cable opera-
tor, reaches 28.2% of pay-TV homes
in the U.S.; if the FCC approves the
plan to divvy up Adelphia’s assets,
Comcast would grow slightly to 28.9%
of homes, an addition of 680,000 sub-
scribers. Time Warner, the No. 2 opera-
tor, would add 3.5 million subscribers
and reach 18% of pay-TV homes.

Because their new ownership totals
will remain under the old cable cap,
industry analysts predict few problems
for the deal, regardless of where the
new limit is placed.

MORE CONSOLIDATION

Nevertheless, public-interest law firm
Media Access Project has threatened
to take the FCC to court if the Adel-
phia carve-up is approved before a new
cable limit is imposed. MAP President
Andrew Schwartzman says setting a
limit today has increased in impor-

A REGULATORY
TIMELINE

M 1992: Congress directs FCC to limit a
cable operator’s subscriber reach.

M 1993: FCC restricts cable operators’
reach to 30% of cable subscribers.

M 1999: FCC raises cap to 30% of cable
and satellite subscribers.

M 2000: Federal appeals judges uphold
constitutionality of ownership limits in
general.

W March 2001: Federal appeals judges
rule FCC's 30% cap is arbitrary and
orders new limit.

M September 2001: FCC launches review
of cable ownership rules.

W May 13, 2005: FCC reopens ownership
review.

SOURCE: FCC

tance because the pay-TV industry is
more concentrated than it was in 2001
and the new limit should be even lower
than 30%. He doubts that new FCC
Chairman Kevin Martin would set a
limit that low, however.

A Comcast spokesman declined to
comment. But in a joint filing to the
FCC, Comcast and Time Warner said
the deal will benefit consumers because
it will speed the rollout of digital cable,
Internet voice and video-on-demand.

“The transactions will ... further accel-
erate the rollout of advanced services and
will create efficiencies and economies of
scale and scope that will benefit both ex-
isting and newly added subscribers,” the

FCC review seeks
empirical evidence
that will help it

set limits that can
withstand

legal challenge.

companies told the FCC.

The cable operators also warned the
FCC that attempts to set a limit below
30% won’t hold up in court: “The dra-
matic competitive changes that have
occurred in the marketplace since 2001
make it even more unlikely now that
the commission would be able to justify
a lower ownership cap.”

Under previous FCC Chairman Mi-
chael Powell, the agency’s Media Bu-
reau drafted a proposal raising the cap to
45% of pay-TV households. That 2002
plan was never submitted to other com-
missioners for a vote, however, because
Powell switched gears and focused in-
stead on rewriting broadcast-ownership
limits. The resulting broadcast rules were
struck down by the federal appeals court
in Philadelphia last summer.

The new cable-ownership review
seeks to refresh its record with public
comment and empirical evidence that
will help the commission set new lim-
its that can withstand legal challenge.
Specifically, the FCC wants informa-
tion on the availability of specific
services, competition in markets, and
the economic basis for establishing
specific limits.

Democratic FCC Commissioners
Michael Copps and Jonathan Adelstein,
foes of more consolidation, are skeptical
that the cable industry would suggest a
new limit they could support.

Said the commissioners in a joint
statement, “We hope cable operators
and other parties do not argue that
there should be no numerical limits but
instead provide appropriate and neces-
sary information.” H

Jump in with both feet. Involve
your friends, your neighbors,
anyone you can. Convene meetings.
Write letters and articles. Take to
the Internet. Use
every source you
can access. Do
everything you
can—and then do
a little bit more!”
The normally
understated Copps
wasn’t done with
the polemics: “A
lot of work to do? Sure. Powerful
interests on the other side? You bet.
A steep climb? Absolutely. Win-
nable? I have a two-word answer
for that one: Damned right!™

Stevens To Examine
Rural Cable’s
Program Costs

With an eye toward reining in
programming costs for small cable
operators, Senate Commerce
Committee Co-Chairman Ted
Stevens (R-Alaska) promised to
investigate whether retransmission-
consent rules give programmers
leverage to demand extravagant
fees from operators in rural com-
munities. Stevens’ comments to the
American Cable Association were
welcome news to the group’s mem-
bers. ACA represents the small and
rural operators that don’t have the
negotiating leverage to bargain for
discounts in programming fees.
ACA President Matt Polka says
his members pay 30%-50% more
for their programming than big
operators like Comcast. Stevens
pledged to hold a hearing on re-
transmission consent this year.

Michael Copps

Telemundo: Hispanic
Viewers Not Ready for DTV

General managers from NBC-
owned Telemundo stations warned
Congress recently that rushing the
switch to all-digital broadcasts puts
Hispanic viewers at a disadvantage.
They stressed the point to legisla-
tors drafting a bill intended to set
a firm deadline for shutting off old
analog signals, perhaps as early as
Dec. 31, 2006. Hispanic viewers
would be particularly disadvan-
taged by a 2006 switch because so
few Spanish-speaking homes would
own DTV sets, Araceli De Leon,
general manager of KWHY Los
Angeles, told B&C. Although ana-
log sets hooked to cable or satellite
will be able to get TV after analog
signals go away, Hispanic viewers
are also less likely to subscribe to
pay TV as well.

BROADCASTING&CABLE ° MAY 23, 2005



The Market

... .. @00 .. 53
Populotien 1,485,000
Neewee - o L " 2593000
Per Ca $15,692
N L N0
TV Reveaue _$62,200.000
Commercial TV Stations
liank‘ _Ch. Affil. _OanAer_A .2
1 WNEP 16 ABC New York Times
2 WNBRE 28 NBC Nexstar
3 Wou 22 CBS  Mission
4 _WOLF 56  Fox  Pegasus
5 WSWE 38 w8 Mystic
February 2005, total household share, sign-on to sign-off
Mon.-5un.
Cable/DBS
Cable subscribers (MM) 456,610
Najor eable operators Adelphia, Service Electric
1%
94,880
16%
D85 ca { Yes

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

What's No. 1

Syndicated Show Rating/Share***

Whea! of Fortune (WERE 12.7/22
Network Show

Gigwvowy 16826
Evening Newscast

E‘J?&_.' e 22/40
Late Newscast

WP — 14/3_8

* * =February 2005, total households

SOURCES: Nielsen Media Researcn, BIA Research

WNEP in Charge

In Wilkes-Barre-Scranton, a clear leader By Allison Romano

n a fragmented TV environment.

one local station grabbing 40% of

its market's viewers for a news-

cast is almost unimaginable. But

in  Wilkes-Barre-Scranton, Pa.,
WNEP does just that.

Since the 1970s, the ABC aftiliate.
known for a folksy brand of news, has
been top rated. Its 6 p.m. news often
grabs a 40 share. nearly double its two
competitors’—and among the highest
Nielsen marks in the top 75 markets.
WNEP. owned by The New Yark Times
Co.. also has the market’s only helicop-
ter and live Doppler weather radar.

Even for WNEP, though, the area is
challenging. The market saw $62.2 mil-
lion in gross revenue last year. up from
$56.8 million in 2004, according to
BIA Financial. WNEP led the pack
with $23 million, almost as much as
competitors WYOQU (the CBS affiliate)
and Fox station WOLF combined. But
the region grossly underperforms for its
market size. The 53rd-largest TV mar-
ket, Wilkes-Barre—Scranton ranks only
73rd in revenue.

Some market observers say WNEP
historically kept its spot prices dispro-
portionately low vis-d-vis its ratings.
opting instead to sell a higher volume
of ads at cheaper prices. That, in turn,
say market executives. suppressed rates
for nivals. But WNEP President/GM C.
Lou Kirchen says her station’s selling
strategy has shifted: “We are working
hard to sell the tremendous value of our
product.”

The economy is sluggish, and *“this is
not an affluent market.” says Phil Con-
dron, president of Condron & Co.. a lo-
cal ad agency. “There are few corporate
headquarters in northeast Pennsylvania,

- .
! o,

WNEP’s Marisa Burke and Mike Lewis

and the median age is older.” In 2005, a
non-election year. revenue is projected
by BIA to be off 4%.

Faced with a tough times. broadcasters
have found efficiencies. Nexstar's NBC
affiliate WBRE runs a “virtual duopoly™
with WYQU. owned by Mission Broad-
casting. WBRE is the No. 2 station and
boasts marquee syndicated shows. in-
cluding Oprah, Di: Phil and Jeopardy!.
The stations share sales and news opera-
tions and simulcast the same morning
and noon newscasts.

WNEP's news gets extra exposure,
t0o. The station produces WOLF's 10
p-m. news. with WNEP talent.

Mystic Television recently bought WB
atfiliate WSWB. There is no UPN station
in the market. Service Electric and Adel-
phia are the major cable operators.

Hyphenated markets can be tricky.
To establish a niche in news. WBRE
positions itself as the Wilkes-Barre
outlet, while WYOU focuses more on
the Scranton area. But WNEP seems
to appeal to everyone. Says Scranton
Times-Tribune TV writer Rich Mates,
“They are the regional station and re-
garded as family” B

NEXT: NEW YORK

Local TV Still Thrives

n Wilkes-Barre-Scranton, Pa., market
Ileader WNEP practices an endangered
craft: locally produced programming.

The station produces two shows in-
house: Pennsylvania Outdoor Life and
Home & Backyard. Both air several times
on the weekends, including in pnme
access. Pennsylvania Outdoor Life, which
has been on-air for 20 years, can deliver
as high as a 6 rating in the aduits 25-54
demographic.

WNEP also holds annual community
fairs tied to each show, with demonstra-
tions and competitions. The Pennsylvania
QOutdoor Life expo has drawn up to
200,000 people.

WNEP is also experimenting with news
in unexpected dayparts. Two years ago,
when Hollywood Squares ended its run, the
station needed a 7 p.m. program. Rather
than adding an unproven syndicated show,
WNEP started the market’s only 7 p.m.
newscast. WBRE's 7 p.m. show, Whee! of
Fortune, grabs higher ratings, but WNEP
President/GM C. Lou Kirchen says the
newscast holds its own with around a 7
household rating—and it is improving.

“What makes us No. 1 is having what’s
important to people,” says Kirchen. “it is
about news and tourism, hunting and the
outdoors”—A.R.

SHARE OF
WHO POPULATION INDEX*
White 97% 118
B i bl
Hispanic origin 2868 8 218
Asian 0% 14

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

SOURCE: Scarborough Release 2004 75 Markets Report
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Source: NSI WRAP Overmights+, 5/9-5/13/05 HH Ratng M-F 5.30PM
Year ago = May 04 (4723-5726/04) TP Rank = 5AM-5AM (tie, Raymond) Lead-In = 1/2 hr. TP.
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aycom Media,

the 17th-largest sta-
tion group in the
U.S., is the latest to

overhaul its news
operations with new
digital hardware.

Joining a handful of others hoping
to scoop the competition with tech-
nology, Raycom newsrooms will be
powered by Panasonic’s P2 DVCPRO
solid-state—based recording format.
A combination of Avid NewsCutter
nonlinear editing systems, an Avid
Unity video server and Panasonic
gear will form the backbone for the
25 Raycom stations that have news
departments. WXIX Cincinnati and
WTVR Richmond-Petersburg, Va.,
will be the first to make the conver-
sion this summer.

“The new digital [formats like P2
and Sony’s XDCam] only make sense
if the station is prepared to move
off of traditional tape-editing in the
studio,” says Dave Folsom, Raycom
Media VP of technology. “Otherwise,

Tapeless ENG,
thanks to the

P2 camera (left)
and the P2 store
(below), is on the
horizon for WXIX
and WTVR.

This is a valuable tool in
news when seconds count.
When the file is dumped

into the Avid editing system,
the editor can pull up the soundbites
in order of importance, assembling
them into a story ready for air in mere
minutes.

In Richmond, for example, the P2
cards can be plugged directly into
laptops; it is even possible to transmit
the files back to the station using a
cellphone. *“Having the capability
to send compressed video files over
cellphones, if needed, is just one of
a variety of ways it will improve
things,” says Peter Maroney, WTVR
VP/general manager.

/' rank them in importance.

NOT LIKE TAPES
Technically, the changeover should
present few problems for Raycom,
which has been using Panasonic’s
DVCPRO format since 1996; the P2
uses the same DVCPRO compression
as the tape format that Raycom stations
now use.

Still, “it will take a while to get all
of the folks in the news department to
really adopt it fully and exploit it so we

‘“The whole world is switching to IP-based systems.”
PETER MARONEY, WTVR

it would be like driving a race car on
city streets.”

The P2 format will get stories on-
air more quickly, in part because P2
records video as files on solid-state
memory cards, giving users instant
access to any part of a clip. Users can
also mark which clips are most im-
portant—during recording—and even

aren’t doing things the same old way,”
says Folsom.

Raycom WTVR Director of En-
gineering and Operations Don Cox,
however, says newsroom personnel
are enthusiastic about the move. “Any
time you move to nonlinear editing,
there will be errors and problems, but
we’ll find solutions,” he says. “The

Raycom’s Digital Vision

Panasonic, Avid help improve newsrooms

By Ken Kerschbaumer

only apprehension with P2 is that it
doesn’t have an archive capability.”
Because the memory cards cost about
$1,500 apiece, they can’t be stored
like tapes.

Folsom doesn’t know how much
gear Raycom will eventually pur-
chase, as it will be phased in as the
older DVCPRO gear wears out. But he
says each station typically requires up
to 12 cameras and up to seven Avid ed-
iting systems, plus numerous producer
workstations that allow the producer or
reporter to browse video clips and even
assemble story packages.

“THE TIME HAS COME”

WXIX and WTVR will add a total
of 17 AJ-SPX800 P2 cameras, 17
AJ-PCS060 P2 storage drives and
four AG-HVX200 DVCPRO HD P2
camcorders. Later this summer, six
or seven Avid NewsCutter editing
systems and multiple producer-review
workstations will be installed at each
station.

“I think the time has come,” says
Maroney “The whole world is switch-
ing to IP-based systems, and as one of
the early adapters of DVCPRO, we'’re
right at the point where it’s time to re-
place the gear.”

The use of the HD P2 camcorders
could boost the strength of Raycom’s
news teams—and not because they
record HD. Folsom says the price
point (less than $10,000 for the unit
and two 8-GB recording cards) and
form factor (it is a small palmcorder-
style unit) could help the group
get more reporters in the field because
the units don’t require a separate
cameraperson. “With those units, we
can get more cameras on the street,”
he says. “And we need to, because
our stations are doing more hours
of news—and that means they need
more footage.” He says the cameras
will also be used to shoot station pro-
mos in HD.

The potential for losing a P2 card is
big, too. Each memory card is about
the size of a credit card—and easy to
misplace. Cox says the station doesn’t
have a policy set up yet to handle the
cards.

HARD TO LOSE

But Panasonic has an answer Ray-
com will put to use: the AJ-PCS060
P2 storage drive, which costs $1,500
per drive and has 60 GB of storage,
enough to store content from 15 P2
cards. The drives, which are about
the size of a third of a carton of ciga-
rettes, are much harder to lose than the
credit-card-size drives. B

| tEGHomA
Going
Sky-Def

KABC adds HD
helicopter

ABC may now have the best view
of Los Angeles’ traffic snarls and
famous car chases. ABC-owned
KABC recently launched a high-
definition—enabled helicopter, the
market’s first (Gannett Broadcast-
ing’s KUSA Denver is the only
other local broadcast station flying
an HD chopper).

KABC'’s President/General
Manager Cheryl Fair and VP of
Programming, Advertising and
Production Bill Burton spoke with
B&(C’s Allison Romano.

High-definition sets are in fewer than
10% of homes. Why introduce an HD
chopper before the penetration grows?
Fair: This seemed like a great way
to start making our way to all-
high-definition for our local news.
It is beneficial for people with HD
sets and standard-definition sets,
too. The camera is so good that it
makes the picture look even better
in standard-definition.

How are you integrating the new heli-
copter into news coverage?

Burton: We are known for being
the breaking-news station. and
we rely on our helicopter to be
our first response to stories. Plus,
the L.A. market is spread out, so
the helicopter is an integral tool
to cover news. It seemed like a
natural extension to enhance our
coverage with the new technology.

Who supplies the chopper?

Burton: We are leasing the helicopter
from Helinet Aviation Services.
We've been a client for a long time.

How have you introduced Air7HD to
viewers?

Burton: We ran a four-day campaign
of promotions explaining that
something would change and im-
prove our breaking news. Then we
introduced the new helicopter with
stories in the [early evening] and 11
p.m. news, explaining how it is bet-
ter for viewers. We also explained
HD, how it works, and how people
can get it.
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The 50" Anniversary Conference

THE TELEVISION CONFERENCE WITH ONE GOAL: TO INCREASE
YOUR RATINGS AND REVENUE THROUGH BETTER USE OF YOUR
PROMOTION, MARKETING AND DESIGN RESOURCES.



YOUR TEAM WILL

LEARN TO DRIV
AND REVENUE

MANAG]

E RATINGS
BY:

NG CHOICE

IN A FUTURE
BEYOND BRANDS

Your channel is surrounded by channels. Your tagline is
sLrrounded by taglines. Your graphics are surrounded by
graphics. Nice. You've taught your audience to recognize a
really well-defined brand. Now everybody has one.

Exper:s say that the next great challenge for promotion will
be “managing choice.” Keeging viewers will be just as
important as recruiting new ones. Face it — your job isn't
about to get easier.

* Advertisers are watching.
* Management is watching.
* Government is watching.

In fact, you're being watched by just about everyone,
except maybe that target demc that seems to be watching
someone else. Hey, could our tiring be any better?

You want strategies? Our speakars have them.
You want tactics? Our sessions reveal them.
You want tips, tools and techniques<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>