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Let’s Get Personal

Cable operators are experimenting
with ways they can give customers
a service just like digital video

recorders (DVRs)
but at a fraction
of the cost.
Personalizing
content—call it

Me TV—

4 1S emerging as
a potent cable
revenue source.
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radically familiar. Everything you need to build the story—feeds, footage, VO,
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Where to be and what to watch...

Monday, June 13

The word *‘situation” might sound
like a vague and rudderless noun
to some, but at MSNBC and CNN
they clearly think it will strangely
fascinate viewers. Hence MSNBC's
nightly The Situation with Tucker
Carlson (premiere, 9
p-m. ET) and The
Situation Room, a
Wolf Blitzerized
three-hour afternoon
news bloc coming in
mid summer from
CNN President
Jon Klein's news
factory. Some col-
lege student majoring 1n com-
munications somewhere is firing
up a thesis right now to prove
that Carlson’s charmed life as an
itinerant conservative jawflapper
(CNN’s defunct Crossfire. PBS’
Tucker Carlson: Unfiltered, which
expires Friday, and now the set-up
for Scarborough Country) has
been engineered by Karl Rove.

Tuesday, june 14

Chappelle wigs out, goes to
South Africa. Chappelle’s sec-
ond-season DVD sells gazillions.
Chappelle does surprise stand-up
in Los Angeles. You know what?
Get back to us when Dave’s do-
ing the show again. What matters
on Comedy Central this min-
ute is the return of the
glorious Cops parody
Reno 911! (premiere,
10 p.m. ET), with a
two-part resolution
of last season’s cliff-
hanger that saw the
police department
gutted and Reno’s
finest thrown in
jail. Did somebody
say “thrown in jail”? It must
be time for Nancy Grace’s book
party! The still pros-
. ecutorialish Grace is
. publishing Objection!
How High-Priced
Defense Attorneys,
Celebrity Defen-
dants, and a 24/7

Media Have Hi-

M Jjacked Qur Crimi-

nal Justice System,
or O'HHPDACD24/7MHHOCJS
for short. Her Court TV and
CNN News Group bosses are
jointly feting her at the Bryant
Park Grill at 6:30 p.m. in New

York City. Warning to attendees:
If you’re late, bring a lawyer.
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Wednesday, June 15

The Washington/Baltimore
chapter of Women in Cable &
Telecommunications hosts its
third annual “Women’s Tee” golf

workshop today. And if you’re

5 working on your game (o
improve your Beltway
networking chops as
well as your short irons,
then by all means hold the
event at a club where the
powerful and influential
like to play: the Tourna-
ment Players Club at Avenel, in
Potomac. Md. Useful ropic for
relationship-building chit-chat
while waiting for the clowns ahead
of you to get off the green: During
the 1986 Chrysler Cup at Avenel,
Arnold Palmer aced the par-three
third hole two days in a row.

Thursday, June 16

For your consideration, a reality-
TV idea we ofter at no charge!
(1) Compile Reality Dream
Team (RDT) of winners from
Survivor, Fear Factor. Amazing
Race and The Contender. (2)
Devise most grueling competi-
tion your wicked
mind can conjure.
(3) Pit RDT against
two-man team that
wins Best Ranger
(Military Chan-
nel, 8 p.m. ET), a
three-hour special
about the annual U.S.
Army competition of
jaw-dropping challenges that
lasts for 60 hours straight. (4)
Make Best Rangers tie one hand
behind backs. (5) Watch RDT
members weep anyway. Hoo-al!

Friday, June 17

“Move to Digital Simulcast the
Same Way You Eat an Elephant
... One Byte at a Time.” Byte
jokes? In 20057 Yes, it’s the
Society of Cable
Telecommunications
Engineers’ Cal-
Tec Expo,
and that’s the
title of a noon
workshop.
This is the last
day of the four-day
convention, held at the
Henry B. Gonzalez Convention
Center in San Antonio. Expo
theme: “Broadband Progress as
Big as Texas.” Better that than
“Remember the Analog!”
—Mark Lasswell

Email info for B&C Week to
b&cweek @ reedbusiness.com
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FCC Accelerates
Tuner Deadline

The FCC unanimously voted to
accelerate the date when the most
popular models of TV sets—those
between 25 and 36 inches—must
include DTV tuners. The new date
is March 1, 2006, four months
earlier than the current July |
deadline.

The decision was a blow to set
makers, who asked for a partial
delay in their digital production
quotas in February. The Consum-
er Electronics Association asked
the FCC to delay next month’s
deadline for building digital tuners
into half of the mid-sized sets. To
sweeten the offer, CEA offered to
go digital with all sets in the 25-36
inch range by March.

CEA's gambit backfired how-
ever because the commissioners
were of one voice in rejecting
CEA's bid to delay the 50% dead-
line and more than happy to take
the set makers’ offer to speed up
the the 100% deadline. In another
blow for set makers the FCC said
it also will consider whether to
move up the summer 2007 dead-
line for building digital tuners into
13-inch sets too.

Putting the best face possible
on the defeat, CEA said it was
“pleased™ the FCC accepted the
offer to advance the 100% man-
date but “disappointed” and “con-
cerned’ about the other moves.

The National Association of
Broadcasters, which waged a
bitter battle against CEA's bid for
delay, praised the commission.
Said NAB President Eddie Fritts,
“Allowing set manufacturers to
continue selling analog-only TV
sets only elongates the transition
to digital."—B.M.

Moonves: Prepare
For Plugs Aplenty

Brace for even more product
placement in your favorite TV
shows, because CBS Chairman
Les Moonves is planning a big
increase.

“I think you’re going to see a
quantum leap in the number of
products integrated into your tele-
vision shows this year,” Moonves
told investors at Deutsche Bank’s
annual media conference in New
York Monday, trying to calm
anxiety about the threatened
disruption of TV advertising by
digital video recorders.

Summer Report Card

The early grades are in By Allison Romano and Anne Becker

Like a good beach read, summer TV can be deliciously addictive—if a network
hits on the right formula. Broadcast TV. once a desert of reruns and bad specials,
is now a fountain of playful reality shows. while cable channels are reviving
what has become a tradition of increasing their original ofterings as the mercury
rises. It all adds up to more original summer programming than ever.

So far, celebrity-infused reality shows are scoring, as are cooking compe-
titions. But two more studious programs—about legendary Americans and
students competing for college tuition—have started out slowly. With the 2005
summer season heating up. B&C checks the temperature of new shows and
previews a few entries still to come.

THE SCHEDULE HEATS UP

HITS numbe 3 mullion viewers and a
Celebrity Reality: With fancy foot- 1.7 rating in adults 18-49. Showing the
work and stars including Evander power of broadcast, the ratings are six
Holyfield (below, with Edyta Sliwin- times higher than the program’s Court

ska) and Rachel Hunter. ABC boasts TV average.
the summer’s first hit, Dancing With
the Stars. The live competition nabbed MISSES

Greatest American (Dis-
covery Channel). This
much hyped new series
of specials debuted June
5 with a disappointing
949,000 viewers, making
it the 25th-ranked show
on Discovery last week.

The Inside (Fox): Centered on
L.A’s violent-crimes police unit, the
drama. with Rachel Nichols (above).
limped out June 8 with 4.7 million
viewers and a 2.0/6 in 18-49s.

Fight for Fame (E'). Wannabe ac-
tors battle for an agent contract. but
only 279.000 viewers watched the
backbiting on the premiere, half of
E''s usual prime time marks.

The Scholar (ABC): ABC's latest
feel-good reality show, where students
compete for a college scholarship, has
been put on academic probation by
viewers. The June 6 premiere’s audi-
ence of 4.7 million (1.7/5 in 18-49s)
put the show third behind CBS sitcoms
and a Fear Fuctor repeat on NBC.

COMING ATTRACTIONS

The Closer (TNT, June 13 at 9 p.m.
ET): Drama stars Kyra Sedgwick (be-
low) as an ace LAPD interrogator.

Wildfire (ABC Family, June 20 at
8): A troubled teen looks for a fresh
start on a new family’s ranch.

I Want To Be a Hilton, (NBC. June
21 at 9): Paris Hilton’s mom, Kathy,
is looking smart for USA Network. teaches contestants something—we’re
The June 5 premiere of the show, with  just not sure what.

Joel Gretsch (above), about a group of Over There (FX,
people kidnapped by aliens and then July 27 at 10): Steven
returned to Earth, pulled in an audience Bochco-produced
of 5.3 million. NBC, borrowing from drama about sol-
Court TV, launched the crime-solving diers in Iraq and
reality show Psychic Detective for a their families
summer run that is producing solid back home.

15.1 million viewers June
7 and earned ABC its
best summer rating in
six years in adults 18 to

49 years old.

NBC is playing a dif-
ferent tune, reviving

famous-but-moribund

music acts such Vanilla

lce and Wang Chung on

the reality show Hir Me
Baby One More Time, which
snagged 7.2 million viewers and a 3.6
rating/1 1 share in 18-49s. Another
faded celeb, tormer supermodel and
Mick Jagger-ex Jerry Hall. is back in
the spotlight with VHI's new series
Kept, in which she grooms young
male suitors. A recent episode drew
about a million viewers—very nice
by VHI standards.

In the Kitchen: Food Network’s
search for a new personality. The Next
Food Nenwork Star, sizzled in its June
5 debut, enticing 4.5 million viewers.
Fox got some savory results with the

reality show Hell's Kitchen,

about chefs vying for a
Jjob with famously tem-
peramental chef Gordon

Ramsey: 6.9 million

viewers (3.5/9 in 18-49s)

in its second week.
Thrillers and Psychics:
Morphing last summer’s hit
miniseries The 4400 into a full series

Moonves says that while
NBC's The Apprentice “may
have taken that model and
overdid it”” CBS
will be heavily
salting much of
its programming
with placements.
“We’re making
more and more of
those deals: the
kind of cars they
drive in CSI, the
kind of orange juice they drink in
Two and a Half Men."—J.M.H.

Former RNC Head
Favorite for CPB

The Corporation for Public
Broadcasting could choose its
new chief as soon as its next board
meeting June 20-21.

The candidates to replace
Kathleen Cox as president of CPB
are said to be former Republican
National Committee Co-Chair
Patricia de Stacy Harrison and
acting chief Ken Ferree, formerly
of the FCC’s Media Bureau under
Republican Chairman Michael
Powell.

Harrison is currently Assistant
Secretary of State for Educational
and Cultural Affairs and was Act-
ing Under Secretary of State for
Public Diplomacy during the Iraq
conflict.—J/.E.

Adelphia Launches
Music Service

Cable operator Adelphia Com-
munications is downloading,
rolling out a new service that will
let Adelphia high-speed Internet
customers download or stream

as many songs as they want from
a music library with more than
1.5 million songs. Price: $7.95 a
month.

Adelphia is also launching a
second premium subscription
service, Adelphia NetPak, for $9.95
per month. It includes content from
MLB.com. games and access to a
free online photo-sharing ser-
vice.—K.K.

TV Brass: Not All
Six Nets Will Survive

NBC Universal Entertainment
President Kevin Reilly and
Touchstone Television President
and ABC Entertainment EVP
Mark Pedowitz predict that
there will be fewer than the cur-
rent six broadcast networks on
the air five years from now.
Continued on page 36

Les Moonves
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The new rules of engagement.

For TV, it’s IAG.
it’s more than how many watched, but who really tuned in.
TV viewer response to advertising, product placements and sponsorships.

IAG |Research

www.iagr.net




THE MORNING LINE
Total viewers for NBC's Today vs. ABC's Good Morning America
WEEK OF MAY 30 PREVIOUS WEEK ONE YEAR AGO

Today 5,650,000 5,650,000 5,670,000

6 /13 /05 GMA 5,150,000 a 5,400,000 4,960,000

VISIT THE BLOG OF TV: BCBEAT.COM IS The gap 500,000 250,000 710,000
SOURCE: Nielsen Television Index

Burnett Slugs for ‘Cont

BC KO'd The B“"“ .

Contender af-
ter the boxing
reality series’
first season,
and the sport of boxing itself
is in a sad state, but Contender
creator Mark Burnett is
willing to go a few rounds on
behaif of both. “We are look-
ing not just for a TV partner
but for a partner overall to
help really relaunch the sport,”
Burnett says. “This relation-
ship will be as much about
the overall opportunity of
rebuilding boxing as it will be
about a TV show. If we just
wanted a TV deal, we’d be
done already.”
Though Burnett would
only acknowiedge talking
with “a number of outlets”
about reviving
The Contender,
industry insid-
ers say ESPN
or HBO would be the most
likely new venue, though
Spike TV, FX and even Fox
(which decided last season’s
The Next Great Champ was a
chump) would also qualify as
a prospective partner. Burnett
says he expects, within weeks,
to announce “big fight night”
televised events that would be
a prelude to the series’ return,
possibly by January 2006.
Burnett’s partners on the
show—Jeffrey Katzenberg,
Sylvester Stallone and Sugar
Ray Leonard—would remain

NBC "“UNIVERSAL

TELEVISION DISTRIBUTION

vV
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Sylvester Stallone and Mark Burnett have not thrown in
the towel yet on The Contender.

e S—

r—’

an ABC guest appearance.

with the project, he says.

The Contender averaged a
mediocre 6.2 million viewers
for the season but did draw
nearly 8 million for the finale
bout of the elimination series.
Those numbers obviously
didn’t impress NBC, but some
other stats made Yahoo! perk
up: a lightly promoted after-
noon Webcast of three fights
prior to NBC’s
May 24 Con-
tender season
finale prompted
516,000 video streams, ac-
cording to the company. Jim
Moloshok, Yahoo! senior VP
of branded entertainment,
says, “If the program were to
come back, we’d love to be
involved.” Rematch!

Wedding Tax

Christine Kurth, telecom
aide to Senate Commerce
Committee Chairman Ted
Stevens, last week withdrew
her name from consideration

for an FCC seat. Kurth was a

leading candidate for one of

two commission openings but

dropped out of the running
after “extensive discussions”™
with the White House.

It seems that Bush Admin-
istration honchos vetting for

FCC posts decided Kurth had
too many potential conflicts of
interest because her husband.

Timothy, is a lobbyist for
Lundquist, Nethercutt &
Griles, which works for
several clients (Motorola,
Sprint, U.S. Telecom Asso-

ciation) with business before

the commission. Kurth, they

decided, would have spent too

much time recusing herself
from FCC business.
Given how many intercon-

nected D.C. couples there are,
it's amazing that anybody ever

lands a high-powered job. In

the media/telecom regulatory
sector alone, these potentially

tricky marital alliances come
to mind:
FCC Chairman Kevin

Martin’s wife, Catherine, is

a White House deputy com-
munications director.

FTC Chairman and
antitrust regulator Deborah
Majoras’ husband, John, is a
corporate antitrust lawyer.

NCTA President and
top cable lobbyist Kyle
McSlarrow’s wife, Alison. is
a former Microsoft lobbyist.

NAB General Counsel and
ex-FCC official Jane Mago’s
husband, Robert Blau, is Bell-
South’s regulatory counsel.

FCC Media Bureau spokes-
woman Rebecca Fisher’s
husband, Robert, is a Clear
Channel lobbyist.

A ‘Desperate’
Bidding War

How much would you bid

at auction for a visit to Los
Angeles that included a
Desperate Housewives walk-
on role and dinner with Teri
Hatcher? Oh, your dinner
mates would also include ABC

Sold! Teri Hatcher, dinner and

yler—and Boxing

|

Marital alliances can
complicate D.C. careers.

Entertainment President
Steve McPherson and talent-
management company The
Firm Chairman Rich Frank.
And Frank would sweeten
the deal with five bottles of
wine from his Frank Family
Vineyards and the first case
of a yet-to-be-released wine
called Promise.

That was the offering at a
charitable auction June 5 in
Napa Valley, and it brought in
more than half a million bucks.

According to Frank, the
night began with Jay Leno
doing about 30 minutes of
material that the Tonight
Show host clearly wasn’t just
mailing in. When the package
that Frank had put together
came up for auction, the bid-
ding ramped up to more than
$100,000, then stalled—until
Teni Hatcher took the stage.
Then, Frank says, “the bid-
ding went a little crazy.”

Stratton Sclavos, CEO of
the Internet company Veri-
Sign, outlasted rival bidder
Tatiana Copeland, owner
of Bouchaine Vineyards,
with Sclavos agreeing to pay
$300,000. Frank, Hatcher
and McPherson huddled for a
moment and offered the same
package to Copeland, who
signed on for $280,000. The
event, Auction Napa Valley
25, raised more than $10
million for non-profit health
care, affordable housing and
other local needs. Nice.

KUBL/ © 7:30PM

Source: NSI WRAP Overnights +, May 05 PA. ENM—- Access Hollywood, ET, Extra, & Insider. HH Ratings.
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When CEOs Run Out of Good Ideas

Stock buybacks are no miracle cure for media giants’ woes

n a business that thrives
on fads, the hottest mantra
among media investors is
“return capital to share-
holders.” At nearly every
investor presentation or
earnings conference call,
media CEOs and CFOs are
peppered by analysts and
money managers with questions about
the company’s plans to boost its share
price by buying back its own stock or
starting to pay dividends.

Media giants have responded by al-
locating billions of dollars to placate
them. Comcast Chairman Brian Roberts
is spending $2 billion on buybacks;
Clear Channel is completing its third
$1 billion buyback in just the past year;
and Time Warner just initialized its first-
ever dividend, committing to pay out
nearly $1 billion annually. EchoStar has
spent nearly $1 billion buying back its
own stock and another $455 million for
a one-time dividend to shareholders.

And investors want more. DirecTV is
bombarded with queries about buybacks,
as are other big media companies. But,
for all the billions spent in the past year
or so, it is hard to point to any dramatic
benefit. The companies with the biggest
buyback programs haven’t seen their
stock prices rise; in fact, they’ve sunk.
Investors were initially wowed, but en-
thusiasm has evaporated.

DO THE MATH

There is lots of arithmetic supporting
the view that shrinking a company’s out-
standing shares should increase value.
And any investor who trusts management
should love the idea that CEOs see their
own shares as cheap. Companies talking
about buybacks have their own mantra;
they see no better place to invest capital
than in their own stock. (Of course, any
investor who doesn’t trust management
should have sold long ago.)

ment, the bleaker that signal should be.

The call for buybacks and dividends is
a backlash to the deal frenzy of the late
1990s. The same investors and analysts
who for years cheered mega media deals
watched too many of them fizzle. They
have now changed their tune, imploring
CEQOs to cough up the money.

Research by Bank of America me-
dia analyst Doug Shapiro shows how
badly some sizeable media mergers
have misfired, including Viacom/CBS,
Comcast/AT&T Broadband and AOL/
Time Warner. (I disagree on one: AOL/
Time Warner was one of the most bril-
liant takeovers ever—for
AOL shareholders. With-
out buying Time Warmner,
AOL's  book-cooking
likely would have bank-
rupted the company and wiped its share-
holders out. Instead, they wound up with
half of Time Warner.)

INCREASE DEMAND, SHRINK SUPPLY

So why buy back stock? In the short
run, it should firm up trading prices by
increasing demand at the same time it
shrinks the supply of shares. In the long
run, it artificially boosts measures like
earnings per share by shrinking the num-
ber of outstanding shares.

And if a company’s stock price
ultimately ises at a greater rate than
their cost of capital, the company
succeeds in the most important mea-

Brian Roberts (left) and Sumner Redstone

The companies with the biggest buyback programs
haven't seen stock prices rise; they've sunk. Investors
were initially wowed, but enthusiasm has evaporated.

But when I see a big buyback, I tend
to look at the downside. Media CEOs
may be showing faith in their stocks,
but they’re often also signaling problems
in their core operations. They don’t see
any smart acquisitions—ones that both
fit well and are priced to generate a
reasonable return on investment targets—
beyond their companies.

Worse, companies buying back shares
don’t see enough expansion opportuni-
ties inside their companies to invest their
cash in. The more you trust manage-

sure of all: return on investment.

Dividends are different, promising
shareholders a little bit of income—up
to 2% of the current price of their
shares—and making a stock a little bit
like a bond.

Why did Time Warner CEO Richard
Parsons decide to spend on dividends
rather than a buyback?

First, he thinks it demonstrates a
longer-term commitment to investors.
Second, he thinks it will enforce more
discipline on his executives to meet their

MONEY TALKS

By John M. Higgins

goals, because dividends are an obliga-
tion managers must meet each quarter.

Neither option has been very popular
for media in the past. Many media CEOs
preferred to dedicate their financial power
to expanding existing operations or ac-
quiring new ones. It is more fun—and it
is in the CEO DNA. Their first inclination
is to grow; growth is generally the best
sign of a healthy company and something
Wall Street often rewards well.

But does spending billions of dollars
on stock buybacks work? Two academ-
ics who have studied buybacks, Harvard
Business School finance professor Sam-
uel Hayes and Clemson
University’s Daryl
Guffey, say they’re no
panacea. ‘“Usually there’s
a short-term effect in the
stock price,” says Guffey. But “three to
five years down the road, usually the
stock price hasn’t fared that well.”

Look at media’s most active buyers.
Since the beginning of the year, Viacom’s
stock is down 7.3%, despite the buybacks
and the breakup plan. Comcast is down
4.6%, Clear Channel is down 12% and
EchoStar is down 9.9%.

DISCOUNTING DECLINES

Hayes discounts such recent declines.
“That’s not even short-term,” says Hayes.
He contends that, if healthy companies
repurchase their shares smartly, “in the
long term, it has a tangible effect.”

But Viacom is a good example of why
buybacks aren’t necessarily a good idea.
Last July, Chairman Sumner Redstone
gave investors what they wanted, declar-
ing that Viacom would budget a massive
$8 billion buyback of its own stock. That
would shrink the company’s equity base
by a huge 15% and jack up Viacom’s
stock price, right?

Wrong. Viacom quickly gobbled up
millions of its own shares, with little ap-
parent effect. By March—after having
spent $3.4 billion—a frustrated Red-
stone made an even more drastic move,
declaring that he wanted to split Viacom
in two; he hopes investors will be more
responsive to separating the high-growth
MTV Networks from Viacom’s slowly
growing broadcast operations.

That leaves CEOs in quite a dilemma.
Where do they spend their cash? All 1
know is that a big reason you buy stocks
is management should know how to in-
vest the money.

A CEO whose best option is to buy-
back the company’s shares isn’t any
smarter an investor than you are. Perhaps
that means it is time to move on to an-
other stock. @l

E-mail comments to
Jhiggins@reedbusiness.com

WEEK OF JUNE 3-9
THE B&C 10
WEEK YTD
BROADCAST TV GROUPS
WEEK YTD
CABLE OPERATORS
WEEK YTD
RADIO
WEEK YTD
CLOSE WEEK YTD
Dow Jones 10503.02 -0.5% -2.6%
Nasdaq 207691 -10% -4.5%
THE B&C 10
CLOSE WEEK YTD
Cablevision $27.56 57% 10.7%
Clear Channel  $30.40 3.1% -9.2%
Comcast Corp. $30.90 -1.4% -5.9%
Disney $27.55 04% -0.9%
EchoStar $29.20 -2.5% -12.2%
Hearst-Argyle  $24.90 -03% -5.6%
News Corp. $17.19 32% -10.5%
Time Warner $16.78 -2.8% -13.7%
Tribune $35.12 -2.8% -16.7%
Viacom $33.28 -3.2% -10.2%
GOOD WEEK
TiVo $7.29 7.0% 24.2%
New Frontier $6.43 6.3% -18.8%
Cablevision $27.56 57% 10.7%
Emmis $18.98 43% -1.1%
Interactive Corp. $26.02 3.7% -5.8%
BAD WEEK
Interep $0.42 -16.0% -44.0%
Charter $0.98 -148% -56.3%
Paxson $0.68 -12.8% -50.7%
Young Bestg. $5.09 -10.1% -51.8%
XM Satellite $31.31 -8.0% -16.8%

T —
CABLEVISION SCORES

+5.7%

Investors cheered Cablevision Systems’
victory in the fight against a $1 billion football
stadium in Manhattan. Cablevision feared
that the facility would steal events from its
nearby Madison Square Garden. The cable
operator’s stock rose 5.7% on news that a
state commission blocked the new stadium.
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RATINGS 5/23-29/05

Nielsen Media Research

Top 25 Shows

ADULTS 18-34

PROGRAM AA GAA

1 Seinfeld 39 46

2 Friends 34 40

3 Everybody Loves Raymond 29 34

4 Oprak Wmirey Show 28 28

5 Seinfeld (whnd) 24 28

5 That "70s Show 24 29

1 MNing of the Hill 21 24

§ Malcolm in the Middle L9 23

8 Maury 19

10 Dr. Phil 18 18
I Jeopardy! 17 M
1 Will & Grace Sl N LTIETY]
13 CSI: Crime Scene Investigatien 16 18
13 Wheel of Fortune 16 NA
15 Entertainment Tonight 15 16
15 King of Queens 15 18
17 Home Improvement g iy
17 Jerry Springer 13 14
11 That "70s Show (whnd) 13 15
17 Yes, Dear 13 14
21 Cops 12 15
A Everybody Loves Raymond (wknd) 12 13
2 Frasier L2 13
A Judge Judy 12 L6
2 Judge Mathis S 2 3%

Top Court Shows
ADULTS 18-34

PROGRAM AA GAA

1 Judge Judy 12 16

1 Judge Mathis 2 13

3 DivorceCout L1 15
4 Judge Joe Brown 0 13

5 People’s Court 09 09

According to Nielsen Media Research Syndication Service Ranking
Report May 23-29, 2005

AR = Average Audience Rating
GAA = Gross Average Audience

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

NA = not available

BE 6/13/05

Big Apple Polish for °ET’

Magazine logs biggest gain in five years By Jim Benson

all it the New York
effect. In May, Para-
mount’s  magazine
strip leader Entertain-
ment Tonight posted a
46% year-to-year in-
crease on WCBS New
York. where it has lagged over the past
two seasons. Its performance in the No. |
market may have contributed to its na-
tional rating on par with the year-ago
period, at a 5.1
The huge gain in New York, the
show’s best in the market in five years,
could be attributed to a variety of fac-
tors, including the O&O’s improved
prime time performance.
That. in turn, has a ripple
effect across the entire
schedule, with more
viewers seeing promos
tfor the show. Perhaps it
is the result of the extra
effort that Paramount put
into sending anchor Mary
Hart to the Big Apple for
a week during sweeps.
Or maybe Nielsen’s
new local people meters
(LPMs) had something
to do with the surge. Un-
til now, those who work on syndicated
shows had a relatively dependable way
of predicting their future: the direction
of the Nielsen measurement needle
trom May to May. Nielsen, however,
has made apple-to-apple compari-
sons more difficult over the past year
with the integration of LPMs into the
national barter syndication ratings
sample. The ratings service has in-
troduced the meters in five of the six
top markets: New York, Los Angeles.

The Oprah Winfrey Show
prospered in the May sweeps.

Chicago. Boston and San Francisco.
In May 2004, only Boston had the
measurement system.

Nationally, despite the challenge
presented by LPMs, The Oprah Winfrey
Show and The Ellen DeGeneres Show
prospered in the May sweeps. The veter-
an and the sophomore each gained 11%,
the biggest rise by any talk show. Other
outcomes seemed harder to discern in
Nielsen’s new world. For instance,
Paramount’s Monrel dipped from a 2.5
to 2.4, while NBC Universal’s Srarting
Over declined froma 1.2 to 1.1.

Court shows, including leader Judge
Judy, continued to rock, with or with-
out LPMs (explaining
the avalanche of new
ones set for fall 2006).

The access daypart
proved a little dicier.
King World’'s No. 2
magazine /nside Edition
was even with last year, at
a 3.3, while Paramount’s
rookie strip The Insider
(2.7). which faced pre-
emptions in May for local
Survivor and Everybody
Loves Ravmond specials,
sparked with a 13% gain
over its September premiere. It earned
the No. 3 spot ahead of NBC Universal’s
older Access Hollywood, which declined
7% to a 2.6—a drop-off small enough
that it may be attributed to LPMs.

Ravmond did the best of the oft-
network sitcoms, benefiting from hype
around the series finale and TBS cable
airings now included in its average.
King World’s Jeopardy! scored, thanks
to its heavily promoted Ultimate Tour-
nament of Champions.

VIACOM STATIONS ADD TEEN NEWS
A recent deal with Viacom stations in New
York, Philadelphia, Dallas, Atlanta, Seattle,
Miami and Providence, R.l., gives syndi-
cated Teen Kids News coverage in 90% of
the country.

Produced by Al Primo, creator of the
Eyewitness News format, and former ABC
producer Alan Weiss, the for-teens/by-teens
weekly syndicated show enters its third
season in September.

Executive producers Al Primo and Alan
Weiss with Teen Kids reporters

The show, produced in New York in
partnership with Weekly Reader, is
offered to stations on a barter basis,
with stations receiving a 90-second win-
dow to cut in their own local teen-news
features. Talent includes the offspring of
Paula Zahn, Meredith Viera, and Frank
and Kathie Lee Gifford.

EX-UNIVERSAL EXEC DOES FLIP
Debbie Brunner, former senior VP of
worldwide marketing for Universal
Television Distribution, has launched Los
Angeles-based Flip Creative. The new
agency will develop print advertising
campaigns for domestic and interna-
tional advertising clients.

Serving as president, Brunner is teaming
with creative partners David Carr and David
Comtois of Beantown Productions.

At Universal, Brunner, a veteran market-
ing executive, oversaw on-air, consumer and
trade print, radio, promotion, media strate-
gies, affiliate relations, sales materials,
collateral materials and special events.

STANDING S0\ AT THE FINISH

Season finale grows on its access lead-in and builds within its hour

CcBS
Affils

Access

730PM  BOOPM  830PM 730PM

5/23/2005, W18-34

800PM

cBS
Affils
Acc

830PM 730PM BOOPM  830PM

bject to qualfications avallable upon reques!

Coming soon to syndication!

BROADCASTING&CABLE ° JUNE135,2005



VISIT THE BLOG OF TV: BCBEAT.COM 6/13/05

STATION TO STATION

Broadcasters
Join The WB 100+

By Allison Romano

Usually, the addition of a couple of
new members to The WB 100+
station group—an almost entirely
cable-based collection of affili-
ates in small and midsize mar-
kets—would seem routine. But

the two stations joining The WB'’s
roster signal another step in the
network’s drive to recruit broad-
cast stations. Dimension Broad-
casting-owned KBCA Alexandria,
La., started airing WB fare on June
1; in early July, Rocky Mountain
Broadcasting Pax affiliate KMTF
Helena, Mont., will switch over

to The WB. Both are full-power
stations, and they raise The WB’s
total of over-the-air outlets from
six to eight.

As new FCC station licenses be-
come available and existing stations
make it known that they might be in-
terested in swapping affiliation, The
WB group is in the hunt for more
broadcast affiliates. Group General
Manager/Executive VP Russell My-
erson says he is in “active discus-
sions” with five candidates.

In Helena, KMTF needed a new
programming partner after its deal
with Paxson expired. The WB, says
station General Manager Suzanne
Rogers, was an attractive partner.
“We like their programming and
think there will be a very good
response.”

The WB 100+ stations currently
reach 9.5 million homes. Over-the-
air carriage, Myerson says, will
help expand that footprint, since
about 30% of U.S. households do
not subscribe to
cable. (The WB
100+ stations are
typically not avail-
able on satellite.)
All the stations
carry a single
program feed but
handle their own

Russell Myerson local ad sales.

Myerson says
The WB 100+ prefers to court only
full-power, analog stations. “We're
not looking at digital or low-power
stations,” he says. “That would not
be adding a significant amount of
viewership.”

Nielsen’s Univision Pact

Despite a bitter dispute last year
with Nielsen Media Research
over its new local-people-meter

Cable Slips in Ad Upfront

Despite scores, sales come up short By John M. Higgins

able networks are
finding themselves
mired in the same
deep mud trapping
NBC in this year’s
upfront ad market,
with business mov-
ing slowly and pricing down from the
levels they had expected.

A week after three broadcast net-
works had wrapped up their negotia-
tions, major cable networks weren’t
halfway though the upfront process,
unwilling to write business at the
prices buyers were

increase of 7% or more. Instead, ABC
decided to write business at 5% and
less, and advertisers steered more
money the network’s way. Its upfront
take soared 30% to $2.1 billion. CBS
also posted strong gains on dollar vol-
ume, Fox posted a small gain and WB
was flat. UPN’s negotiations are still
in progress.

The ABC network had been expected
to hold out for a CPM increase of 7%
or more. Instead, it decided to write
business at 5% and less, and advertis-
ers steered more money the network’s

way. Its upfront take

offering. Buyers and sellers soared 30% to $2.1
Cable  salesmen o billion.
had been expecting to say networks like Cable’s problems
come away from the TNT, USA and even prompted CIBC
upfront with average media analyst Mike
increases of 7% in MV N_etw?rks are Gallant to reduce his
CPMs, the cost they averaging increases earnings estimates
charge per thousand of less than 4%. for the major enter-

viewers.  Agencies
and networks say
that networks such as TNT, TBS, USA
and even MTV Networks are averaging
increases of less than 4%. Lifetime is
writing deals with 2% to 4% increases.

Cable executives are expected to
increase their upfront take by around
$600 million, from $6.6 billion last
year to $7.2 billion. Now it seems
cable’s gain might be far lower.

“Cable could be flat in total volume,”
said an ad-sales executive for one top
20 cable network.

Cable’s slowdown has been abrupt
and caught key players by surprise.
“Three weeks ago, 1 thought it would
be higher,” says Tim Spengler, execu-
tive VP of national broadcast for buy-
ing agency Initiative Media.

That is not as bleak as NBC’s ne-
gotiations. Now that the network has
fallen from first place among broad-
casters to fourth, buyers are demanding
a reduction in CPMs. So far. NBC is
averaging a 2% drop, but some buyers
are demanding even bigger cuts—and
NBC is declining. The network was
not even halfway through its process
as of late last week.

By contrast, ABC’s negotiations
went quickly. Because of its dramatic
ratings turnaround, the network had
been expected to hold out for a CPM

tainment companies.

Some count on cable
advertising for a substantial portion
of their earnings growth, particularly
Viacom and Disney.

In a report, Gallant says that since
buyers a securing reduced pricing from
NBC “they’d be hard pressed to pay
materially higher unit prices for USA
Networks, TBS and TNT.”

DEPENDENT ON CABLE ADS

The health of several major media companies hinges
on ad revenue from their basic-cable networks,
leaving them vulnerable to the cable slowdown in the
upfront market.

Viacom 37%

% of cash flow

growth from
% cable ads
9%
B i R Vo i ol W
0 5 10 15 20 25 30 35 4
SOURCE: CIBC's Michael Gallant

(LPM) ratings system, Span-
ish-language broadcaster Uni-
vision Communications last
week signed a new deal with the
company covering 34 of its
Univision and Telefutura sta-
tions.

Under the pact, Nielsen will
provide LPM data for Univision-
owned stations in New York, Los
Angeles, Chicago, San Francisco
and Dallas (slated for LPMs next
year) and local ratings for its
other stations.

Some Univision stations had
been operating without ratings
for months. Several were at the
end of their Nielsen contracts,
and stations in LPM markets
had refused to sign on for the
new service (see related story on
page 16).

Last year, Univision filed
a motion in California to halt
Nielsen’s Los Angeles rollout of
LPMs, which some broadcast-
ers protest undercount minori-
ties, young viewers and large
families. Nielsen went ahead as
planned last July. Four months
later, Univision withdrew its
suit.

Nielsen says its new LPM
sample includes more Hispanic
participants and it is also work-
ing to double the number of His-
panic households in its national
sample.

The improvements were
apparently enough to satisfy
Univision. Ceril Shagrin, senior
VP of corporate research, says
Nielsen is “on the right track and
we will continue to work with
them aggressively.”

Hookstratten
Heads Fox Affiliate
Relations

To improve communication with
its affiliates, Fox is recruiting
NBC Universal veteran Jon
Hookstratten to head its affiliate
relations.

As executive VP, Hookstratten,
who took up his new post June
13, will coordinate distribution
and network relations with Fox’s
184 affiliates. He will also work
with the network’s 25 owned-
and-operated stations.

He replaces Bob Quicksilver,
who has left the company.

Hookstratten says his role
will be to “look for ways to help
affiliates and move both of our
agendas forward.” He previ-
ously worked for NBC Universal
Television Domestic Distribution
and CBS Enterprises.
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The Market

DNA rank e el B %3
Piollgtl_on_ E R ee6i000
Whomes 1671000
Incame per capita ___$20,065
Trevenwerank = 14
T¥ revenue __ $562,500,000

Commercial TV Stations
Rank* Ch. Affil. Cwner
1 WHA 8 NBC Media General
2 WISP 10 CBS  Gannett

3 FoxTelevision
4  WFIS 28 ABC _ Scripps

5 WIOG 44 UPN_ (BS/Vlacom
6

7

1

WITA 38 WB  Sinclair
WMOR 32 Ind  Hearst-Argyle
WWSB 40 ABC  Southern Best. Grp.

*May 2005, total households, Mon.-Sun., 6 a.m.-2 a.m,; §
WWSB rating includes diary informadon, which has yet to be
released far May.

Cable/DBS

(:,"\Ie_\ln"l rﬂ) e —1,26&960
Naor carle operato Bright House, Comcast
Carle peaetration W R
DS subseribers (HH)™ 233,940
fDS penels ]tlon R
S carmiage of local TV’ __Yes

**Alternative Delivery Systems, includes DBS and other non-
cable serwces, according to Nielsen Mecia Research

What's No. 1

Syndicated Show Rating/Share***
lespardh! (WTSP) __12.1/20
Network Show

‘jl (WTSP) _204/28
Evening Newscast

oo A S AR Sy
Late Newscast

o R e | ] [
WIVT 1.9/12

*=*May 2005, total households

SOURCES: Nieisen Media Research, BIA Research

Sunny Days on the Guif

Tampa Bay area is booming By Allison Romano

ampa. St. Petersburg and
Sarasota. Fla., may be bracing
for another nasty hurricane
season. but local stations see
clear skies ahead.

The 13th-largest TV market has been
perceived as a “retirement market,” says
WEFLA General Manager Eric Land. “but
it is vibrant and growing.” This year, the
population is expected to grow 2.2%,
double the national average.

In 2004, Tampa Bay stations nabbed
$352.9 million in gross revenue, ac-
cording to BIA Financial. including
$40 million from political advertising.
BIA stats say WFLA was the top earner,
with $88.1 million in revenue.

Local broadcasters reflect the re-
gion’s diverse population. In addition to
the English-language—network aftili-
ates. Tampa Bay’s media include three
Spanish-language
outlets, cable news
network Bay News
9 and indie WMOR.
There are even two
ABC aftils. WFTS

Tampa and WWSB
Sarasota.
Several  affilia-

tion swaps rocked

operates in Sarasota—most subscribers
get either WFTS or WWSB. But DBS
providers EchoStar and DirecTV offer
only WFTS. This creates a marketing
challenge, particularly for WWSB. says
station Creative Services Director Ed
Tudor: “We have to educate viewers
we're the local station for Sarasota.”

Last summer. Tampa Bay weathered
four hurricanes but suffered little dam-
age. No stations were damaged. but cov-
erage “was an exhaustive effort for six
weeks.” says WTVT General Manager
Bob Linger.

WFLA, the NBC attiliate. is the leader
in overall ratings. early-evening and late
news. It shares a facility with Media
General sibling newspaper The Tampa
Tribune.

Its main rival is Fox-owned WTVT.
which offers eight hours of news daily.
including the mar-
ket's top morning
show and a well-
rated 10 p.m. news.
In May. the stations
tied for top marks
in late news. each
with a 7.9 rating.
although WTVT’s
share was slightly

the market in 1994. L higher.  WTSP's
WTVT  switched John Wilson and Kelly Ring of WTVT late  news  was
from CBS to Fox. third.

WTSP converted to CBS from ABC.
(When it was still an ABC affiliate,
WTSP's signal did not stretch to the
southern part of the market, which is
why Sarasota has WWSB.) Scripps-
Howard started its Tampa ABC affili-
ate WFTS, which can reach the whole
market. On cable systems—Bright
House serves Tampa. and Comcast

WFTS lags behind. but next fall, it
gets the new Martha Stewart show and
Ellen: in 2007. it gets Wheel of Fortune
and Jeopardy!. Says General Manager
Bill Carey, formerly of WCBS New
York, “This will put us on the map in a
big way.” I

NEXT: ALBANY, N.Y.

Local Show Makes
Waves in Washington

hings have quieted down at
WFLA. whose Daytime. a

weekday 10 a.m. lifestyle
entertainment show, caused a storm
of protest a couple of years ago.
Although the show is separate
from the news department, media
critics claimed many viewers did
not know some segments on the
program were paid for by spon-
sors and complained that Daytime
looked like a newscast. In 2003,
Waushington Post media critic
Howard Kurtz blasted the station
over the sponsored segments. Now,
says WFLA General Manager Eric
Land, such features are “very care-
fully identified” as ad-supported.

The market supports other lo-
cal efforts. WFLA entertainment
show The Spor. hosted by former
Real Worlder Lindsey Brien, airs
after Sarurday Night Live.

On weekday afternoons, CBS
affitiate WTSP airs light-news
show Life Around the Bay, leading
into Dr. Phil at 5 p.m. WTVT and
WFLA air Tampa Bay Bucca-
neers pre-game shows.—A.R.

-

————

SHARE OF
WHO POPULATION INDEX*
White  emu 107
Black i NSNS
Hispanic LROHE I T 166
hsizn 1% ] 36
*Index s a of consumer likelfthood. 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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Public Broadcasting’s $20 Billion Pitch

Advocates push for new revenue source By Bill McConnell

Gregg To Head
FCC Media Bureau

FCC Chairman Kevin Martin
tapped Donna Gregg to be chief of
the FCC Media Bureau, the office
charged with handling most of the
agency's oversight of the TV busi-
ness. Gregg has been general coun-
sel of the Corporation for Public
Broadcasting since 2002. She also
has been a partner at the Washing-
ton telecommunications law firm of
Wiley Rein & Fielding.

This is her second stint at the
FCC. She began her legal career as
a staff attorney in the commission’s
former Cable Television Bureau
after graduating from Duke Univer-
sity School of Law.

Gregg succeeds Ken Ferree,
who ironically is now CPB’s acting
president. Her deputies will be
Roy Stewart and Deborah Klein.
Stewart is a 40-year veteran of the
commission and has been chief of
the Office of Broadcast License
Policy since 2001. He was the long-
time chief of the
old Mass Media
Bureau, which
oversaw broad-
casting but not
the cable industry.
Klein has been act-
ing Media Bureau
chief since Ferree’s
departure.

Donna Gregg

MediaFL0 Making
TV Channel Deals

To speed the rollout of its Media-
FLO cellphone TV service,
Qualcomm has begun striking
deals with TV stations occupying
ch. 55, where it owns rights to use
the channel at the end of the digital
transition. Rather than wait until the
DTV switch is complete, probably
no sooner than 2009, Qualcomm
wants the ch. 55 slot vacated as
soon as possible.

Qualcomm’s first agreements are
with owners of WACX Orlando,
Fla., and KWDK Tacoma, Wash.
Qualcomm has agreed to compen-
sate both the Associated Christian
Television System, owner of the
Orlando station, and Puget Sound
Educational TV, owner of the
Tacoma outlet, according to a law-
yer handling the deals. The size of
Qualcomm’s offer is confidential.

The agreement is contingent
upon the current owners winning

BS President Pat Mitch-
ell and other advocates
for public broadcasting
are trumpeting legisla-
tion in Congress that
would create a huge
trust fund—perhaps as
much as $20 billion—to provide a ready
pool of cash for noncommercial stations
as well as libraries and universities.

John Lawson and Pat Mitchell

The trust would be generated from a
portion of revenues raised by the federal
government’s auction of reclaimed TV
channels expected in 2008 and other
spectrum sales planned in the future. The
legislation, dubbed the Digital Opportu-
nities Investment Trust, is sponsored by
Rep. Ed Markey, a Massachusetts Demo-
crat who has fought for years to build a
pool of money for public broadcasting
free from the political whims and bud-
getary pressures of Congress.

Interest from the trust fund could be
used to help stations develop new educa-
tional programming and distance-learn-
ing technology as well as for digitizing
content in libraries and creating worker
training and educational software.

The likelihood Congress will ear-
mark so much money
for a socially driven
mission at a time of
growing deficits and
escalating costs of
war would appear
slim. After all, Con-
gress is still debating
whether to commit a
much smaller sliver
of auction revenue
to help TV viewers buy equipment
needed to keep their old analog TVs
working after stations go all-digital.

A BROADER BASE

But Colin Crowell, an aide to Markey,
says his boss has, for the first time,
lined up bipartisan sponsors for the
bill, and by joining up with universities
and libraries he has a much broader
base from which to build grassroots
support.

The reasons behind public broad-
casters’ wish for an independent source
of revenue were driven home last week
when a House subcommittee cut 2006
funding for public broadcasting by

Creating the fund
will “provide much
needed investment
in public service

in this country.”
PAT MITCHELL, PBS

$236 million from last year. Much of
the money is expected to be restored
by the Senate later, but the budget
battle and ongoing political food
fight over the GOP’s alleged attempt
to stamp out liberal programming on
PBS has left the government’s willing-
ness to support public broadcasting in
the future open to doubt.

Even though the trust would not
replace the need for annual appropria-
tions from Congress, Mitchell and John
Lawson, president of the Association of
Public Television Stations, say they are
elated by the prospect of a predictable
source of funds.

Creating the fund will “provide
much needed investment in public
service in this country and for helping
public broadcasting’s digital future
plans become public broadcasting’s
future reality,” Mitchell told the Na-
tional Press Club recently.

“THE BEST SHOT"

The idea of a public broadcasting trust
fund has been a goal of noncommercial
stations since President Lyndon Johnson
created the public broadcasting service in
the 1960s. Says Lawson: “This is the best
shot we’ve had in decades, if not ever.”

Besides public broadcasters, Mar-
key’s most important outside ally is
Digital Promise, a coalition of technol-
ogy executives, university officials like
retired Sen. Bob Kerry and famous in-
dividuals like Star Wars creator George
Lucas. Digital Promise has committed
itself to developing grassroots and cor-
porate support for the legislation.

Markey’s legislation calls for 30%
of the proceeds from spectrum auc-
tions to be earmarked
for the fund. The TV
spectrum sale, which
the wireless industry
predicts could raise
as much as $30 bil-
lion, could on its own
generate up to $9
billion for the trust.
Coupled with future
auctions, Digital
Promise predicts the fund could grow
as large as $20 billion and generate
up to $1.5 billion a year in interest for
digital-age educational projects. Of
that, 21%—or $315 million—would
be earmarked specifically for the
Corporation for Public Broadcasting
to dole out to public TV and radio
stations annually. Stations also could
compete directly for additional trust
proceeds.

Digital Promise is pitching the trust
fund as the 2Ist century version of
other massive federal investments in
society, such as the creation of land-
grant universities in the 1800s and the
G.I. Bill after World War 11. B

FCC permission to stop broadcast-
ing on ch. 55 and operate digital-
only on ch. 40 in Orlando and on
42 in Tacoma.

Talks between Qualcomm and
other broadcasters are underway.

Qualcomm paid the FCC $38
million for future rights to chan-
nel 55 nationwide at an auction
conducted by the FCC last summer.
However, it can’t access the channel
in any market where a broadcaster
is operating on it or where Me-
diaFLO would create interference
to stations on adjacent channels.
Whether MediaFLO has potential
to hurt TV reception in the Orlando
and Tacoma markets is expected to
be a major issue in the FCC review
of the deals.

To accommodate the federal
government’s drive to move all
broadcasters to digital-only op-
eration, the FCC plans to reclaim
chs. 52-69 from broadcasters and
auction the frequencies to wire-
less companies and other providers
of new communications services.
Other channels in the 52-59 range
have already been auctioned in
some markets but most still must
be auctioned. A bill pending in the
House would require the remaining
channels to be auctioned in 2007.

Stevens Backs Bells’
U.S. Franchise Hopes

Senate Commerce Committee
Co-Chairman Ted Stevens wants
Congress to boost phone compa-
nies’ efforts to get into the video
business.

Stevens last week gave strong
backing to the Bells’ drive for a na-
tionwide franchise allowing them
to roll out video without lengthy
franchise negotiations with 30,000
municipal governments. “We ought
to have some kind of national solu-
tion,” he told telecom lawyers in
Washington.

Kyle McSlarrow, new president
of the National Cable & Telecom-
munications Association, endorsed
the idea and said it is preferable to
an alternative approach the Bells
have been seeking—statewide
franchises approved by state legis-
latures.

McSlarrow said statewide fran-
chises could wrongly put cable at a
competitive disadvantage. He also
said cable and phone-based video
providers should pay equivalent
state and local fees and taxes.

But local governments are op-
posed to a national franchise model
and statewide franchises because
either option would diminish their
leverage to negotiate agreements
that best serve their communities.

BROADCASTINGECABLE Q JUNE 13, 2005



story

o

s
e

r
°.

s

oy

x

k]

-
et AN
ne)

5

2

-




BONNEVILLE

INTERNATIONAL

www.bonnint.com

Leadershlp
Through &@ﬁﬂ@)@

Example Bya
Excellence

Congratulations,

and sincere thanks,

to this year's winners of

the NAB Crystal Radio Awards
and the NABEF Service to America

Awards.

Through your active example of
selflessness, you help make our

world a better place.
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Cocktail reception 6:00 pm * Banquet 7:00 pm

WELCOME AND INTRODUCTIONS

Marcellus Alexander, Jr., President, NABEF
Master of Ceremonies: Tony Perkins, Weather Forecaster,
ABC’s Good Morning America

Appetizer

PRESENTATION OF STATION AWARDS

* Service to America Partnership Awards for Television and Radio
* Service to Children Radio Award — Special Recognition
 Service to Children Television Award — Small Market

Master of Ceremonies

Entrée and Dessert
Tony Perkins

Weather Forecaster, . . . .
ABC’s Good Morning America McGruff the Crime Dog 25th Anniversary Tribute

PSA Premiere by NAB and National Crime Prevention Council

PRESENTATION OF STATION AWARDS

* Service to Children Radio Award

¢ Service to Children Television Award — Medium/Large Market

* Service to America Friend in Need Awards for Television and Radio
* Special Tribute to the 2005 Winners of NAB’s Crystal Radio Award
* Service to America Television Award

PRESENTATION OF AWARDS

* Service to America Guardian Award
« Service to America Samaritan Award
* Service to America Leadership Award

World Radio Histo



The NAB Education Foundation, the National
Association of Broadcasters and Bonneville
International Corporation are delighted to
welcome you to our seventh annual Service to
America Celebration. On one special evening
each year, we salute radio and television
broadcasters and their local partners for
outstanding service to their communities.

Tonight we say thank you to broadcasters

. ] ) Edward O. Fritts Philip J. Lombardo
who have established unique service President & CEO Joint Board Chair
partnerships with diverse community groups, National Association National Association
brought special, creative television programming of Broadcasters of Broadcasters

to children, and who have received the coveted
NAB Crystal Radio Award.

In addition to honoring broadcasters, we
recognize the Service to America Leadership,
Samaritan and Guardian award recipients

for their unique efforts to promote social
programs, charities and other services that have
raised the quality of life for many.

We are honored to show our appreciation to
these outstanding individuals tonight.

Bruce T. Reese Marcellus Alexander, Jr.
President & CEO President

Bonneville International NAB Education
Corporation Foundation



The Service to America Leadership Award is given to individuals who have
performed extraordinary public service in bettering the lives of others.

Her Majesty Queen Noor

For almost 30 years, American-born Queen Noor has been an international
humanitarian activist and an outspoken voice on world peace and justice. Since 1978,
she has initiated, directed and sponsored projects and activities in Jordan to address
specific national development needs in education, culture, women and children’s
welfare, sustainable community development, environmental conservation, human
rights and conflict resolution. She has worked closely with the United Nations and
international organizations to address global challenges in these fields. Many of her
humanitarian projects and organizations are based in, or directly involve, the

United States. They include:

President of the United World Colleges, a network of 10 equal-opportunity international colleges
around the world, which foster cross-cultural understanding and global peace.

Chair of the Advisory board of the Center for the Study of the Global South at American University,
which examines critical issues affecting developing countries.

Council of the Near East Foundation, the oldest American private, non-profit development agency
dedicated to raising the standard of living of the rural and urban poor in the Middle East and Africa.
Member of the Baltimore-based International Youth Foundation’s Global Action Council — which
partners with organizations in the U.S. and other countries to build strategic partnerships among
business, public and civil society sectors.

Member of Advisory Board of Seeds of Peace, a U.S.-based organization that brings children from
conflict-torn regions together to break down barriers of prejudice and build mutual respect.

Trustee for Refugees International, an advocacy organization on behalf of refugees, displaced persons
and dispossessed people around the world.

Board Member of Conservation International, a leader in preservation of global biodiversity, including
critical marine and tropical ecosystems.

Queen Noor was born Lisa Najeeb Halaby in Washington, DC, to an Arab-American family distinguished
for its public service. After receiving a degree in Architecture and Urban Planning from Princeton
University in 1974, she worked on international urban planning and design projects in the U.S. and other
countries. She married His Majesty the late King Hussein of Jordan in 1978.

World Radio Histo



The Service to America Samaritan Award is given to a
broadcaster or organization exemplifying the industry’s commitment
to use the airwaves effectively in promoting the public interest.

Dennis J. FitzSimons
Chairman, President and CEO, Tribune Company

FitzSimons became chairman of Tribune Company in 2004, one year after
becoming chief executive ofticer. He was named president and chief operating
officer in 2001, and elected to the Tribune board of directors in 2000.

FitzSimons is one of five members on the McCormick Tribune Foundation board of
directors. Now celebrating its 50th year, the foundation is one of the nation’s
largest charitable organizations, with combined assets of nearly $1.5 billion. In
2004, it approved the distribution of more than $109 million, providing assistance
in four major program areas: communities, early-childhood education, journalism

and citizenship. Tribune Company broadcast stations and newspapers across the
country partner with the foundation in local fundraising eftorts to maximize dollars collected tor the
benefit of their communities. Foundation grants in partnership with Tribune businesses totaled

$+3 million last year. Also in 2004, in-kind giving by Tribune broadcast stations and newspapers—
primarily television air time and newspaper ad space—totaled $27 million.

FitzSimons is active with a number of organizations that build stronger communities and help people in
need. He serves as a director for both United Way of Metropolitan Chicago and the Big Shoulders Fund,
which supports the Catholic schools of inner-city Chicago. In addition, He is vice president of the Off
The Street Club, Chicago’s oldest boys and girls club serving more than 3,000 children. WGN-TV’s
annual Bozo Ball, founded by FitzSimons 16 years ago, has been a tremendous success, raising more than
$+.5 million for the Off The Street Club and WGN-TV Children’s Charities, a tund of the McCormick

Tribune Foundation.

FitzSimons’ professional commitments include The Associated Press board of directors, which he

joined in April. He chaired the Media Security and Reliability Council (MSRC) for the FCC from 2002 to
200+. He is a member of The Business Council and The Commercial Club of Chicago, where he serves on
the Civic Committee. He also sits on the board of Northwestern University and the Museum of Science
and Industry.
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This year’s Service to America Guardian Award honors an
individual or organization demonstrating commitment to creating
an environment that protects the creative community.

Frances W. Preston
BMI President and CEO, 1986-2004

Frances Preston has truly established herself as a “guardian angel” for
songwriters, composers and music publishers worldwide, fighting for decades to
ensure that they are adequately compensated for their eftorts.

After joining BMI in 1958 and opening a regional office in Nashville, she quickly
led the organization to a position of preeminence in the area. Preston was named
BMI vice president in 1964, and, under her leadership, the southern operation
grew from a staff of two to more than 400. She was appointed senior vice
president, performing rights, in 1985 and president and CEO in 1986. Under her
leadership, BMI’s revenue tripled to over $673 million.

A well-known figure on Capitol Hill who has frequently testified in support of creators’ rights, Preston
played a key role in extending copyright protection to older compositions through the Copyright
Amendments Act of 1992, and she was instrumental in getting the Sonny Bono Copyright Term
Extension Act passed in 1998, extending the copyright term to life of the composer plus 70 years.

Although she retired from her position as president and CEO of BMI in 2004, Preston remains a
dynamic force in the music community. She will continue to vigorously fight for legislation to assure
fair compensation to BMI’s more than 300,000 songwriters, composers and music publishers. She will
also represent BMI in its relationships with the International Confederation of Societies of Authors
and Composers (CISAC).

Preston devotes much of her time as the non-salaried president of the T.J. Martell Foundation for
Leukemia, Cancer and AIDS Research. In 1992 she received the charity’s Humanitarian Award. Her
involvement led to the creation of the Frances Williams Preston Research Laboratories at the
Vanderbilt-Ingram Cancer Center in Nashville.

World Radio Histo
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Service to America Partnership Award - Television

WBNS-TV Columbus, OH — Dispatch Broadcast Group
Partner: Huntington National Bank

' ‘ For more than seven years, WBNS 10TV Columbus has run “10TV Show You
. Care,” a community action partnership with Huntington National Bank, to help
I l ! those who are less fortunate. In addition to devoting more than half a million
dollars in airtime to community nonprofits, “Show You Care” has helped the
g community by running programs like Project Safe Child; The Food
||%|l Huntlngton Parade, the largest one-day food drive in Columbus; Tools for .

Schools; the 10TV Family Fund; and “Show You Care and Vote,”

A bank invested in people. which registered 1,600 new voters in 2004.

Service to America Partnership Award - Radio

KLOS-FM Los Angeles, CA — ABC, Inc.
Partner: American Red Cross

More than 20 years ago, KL.OS contacted the American Red Cross and
955 ”ws offered to do whatever was necessary to help promote the need for blood
donors during the summer months, when the supply is particularly
low and the need is crucial. What started out as a one-day, single site
American blood drive collecting 250 units, turned into a four-day, 16-site event,
R recognized by many as the largest blood drive in the nation. In 2004,
the 23rd annual KLOS Blood Drive set a new record for a multi-day,
multi-site blood drive, collecting 6,250 units for the American Red Cross and the Blood Banks of
San Bernardino and Riverside Counties.

World Radio Histo
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Service to Children Radio Award — Special Recognition
WLTL-FM LaGrange, 1L — Lyons Township High School District 204

WLTL-FM is a non-commercial, 180-watt radio station, wholly
operated by students at Lyons Township High School and broadcast-
ing in a five-mile radius to surrounding communities. WLTL'’s most
intriguing project is Radio ECHO, a partnership with the Ronald
McDonald® Children’s Hospital of Loyola University Medical Center. Radio ECHO (Every
Child Has Opportunities) provides an in-house radio station devoted to the idea that sick kids
get well faster when stimulated by music and alternative stress-reducing therapies. Each day
from 1 to 8 p.m., Radio ECHO provides live DJs, music, games, contests and story telling for
sick children from newborn to age 18. Patients are given opportunities to learn how to
announce and help with the broadcasts.

Service to Children Television Award — Small Market
WMAZ-TV Macon, GA — Gannett Broadcasting

WMAZ-TV Macon trains the broadcasters of the tuture with its
Junior Journalist Program. “Junior Journalist” reports air each
week on 13SWMAZ Eyewitness News at 5 p.m. In 2004,
students reported on the election process through the eyes of

ﬁ'omtheHeart

youths. On election night, a Junior Journalist fronted live reports for Kids Vote. During the
two-year program, thirteen students ages 10 to 13 learn in the field with WMAZ reporters and
report stories produced with WMAZ journalists. The station founded the program in 1996 to
help combat Central Georgia’s high illiteracy and high school drop out rates.
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Service to Children Radio Award
WBAL Baltimore, MD - Hearst-Argyle Television, Inc.

For 22 years, WBAL’s “Radio Kids Campaign” has been a year-round
WBA ‘ effort to raise money for needy children. More than $3 million has

been provided to satisty the diverse needs of children through summer
N AN A OO
AM 1090 B J 5

Maryincrs news: Taix- sromre e CAMPs, Neighborhood family centers, meals, toys, transportation,

wheelchairs, winter clothing, eyeglasses — the list of needs is endless.
WBAL offers ongoing support for the Hampden Family Center, which serves as a safe environ-
ment to help get local kids oft the streets and into a safe, welcoming environment where they
can learn and make friends.

Service to Children Television Award —
Medium/ Large Market

WAWS-TYV Jacksonville, FL — Clear Channel Television

WAWS commits a major portion of its community service efforts to
literacy issues in a city where 47% of adults are functionally illiterate.
The station produces, writes, directs and broadcasts a weekly
80-minute program, “Mayor Peyton’s Book Club,” hosted by
Jacksonville Mayor John Peyton, with help from two fifteen-year-old co-hosts. 'The programs
are designed to bring each of twelve books to life throughout the year, in a fun and instructive
way, to help pre-school children get a leg up on literacy. The TV series is a major undertaking
and airs the first Saturday of each month, repeating the following three Saturdays.

WAWS+JACKSONVILLE

'World Radio Histo
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Service to America Friend in Need Award — Television

WIEC-TV West Palm Beach, FL. — Freedom Broadcasting, Inc.

WPLC-TV responded in extraordinary ways to an extraordinary pair
of disasters in 2004+—Hurricane Frances, which struck Florida in
September, followed by Hurricane Jeanne, just 20 days later.

i 7 ] Americans everywhere had their eyes on what was happening
WPEG « WEST PALM BEACH during these two devastating hurricanes. Hundreds of broadcasters up

and down the East Coast went into high gear to warn their citizens. Some, like WPEC,
went above and beyond the norm. WPEC led the charge with 102 hours of non-stop cover-
age, both during and after Frances, and 34 hours for Hurricane Jeanne.

Service to America Friend in Need Award — Radio

WQCS-FM Fort Pierce, FL — Indian River Community College

, E ’ i 5 R Lo T
National Public | Radic  ’rior to the arrival of Hurricane Frances in September,

(| Q (i\) WQCS-I'M was already very much engaged in the year’s
(\ “ Q(ﬁ ] hurricane season. Hurricane Charley had already hit IFlorida’s West
Coast and Central sections. With Hurricane Frances
threatening, WQCS staff members came to work on Friday,
September 3, knowing they would not be returning home anytime soon. They brought
blankets and pillows, food, children and pets. The station started wall-to-wall coverage and
citizen outreach that night, and continued for seven straight days. They repeated the
process when Hurricane Jeanne came to call just three wecks later. More than 15 years ago,
WOQCS put together a hurricane plan that continues to serve its citizens.

WQCS/Nadian River Commanity College

World Radio Histo



Service to America Television Award

WXYZ-TV Detroit, MI — Scripps Howard Broadcasting Company

WXYZ demonstrates its commitment to the community by supporting a
multitude of civic and charitable causes. Among its best-known projects are
the station’s four major campaigns, which have helped the needy for two
decades. They include “Project Healthy Living” and “Project Healthy
Living for Kids,” lifelines for people with limited access to healthcare;
“Operation Can-Do,” providing 1.1 million meals for the hungry in 2004
waRY'zT alone; and “Brightest and Best,” which honors 240 graduating seniors at the

top of their class in a series of promotional spots that air on the station all
summer. WXYZ’s “Spotlight on the News” weekly public affairs program is marking its 40th
anniversary of exploring local, state and national issues. “Spotlight” played a key role in
WXYZ's “Democracy 2004” initiative, with in-depth political coverage.

World Radio Histol
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The NAB Crystal Radio Award recognizes stations for their
year-round commitment to community service. Pictured below are
representatives of the stations that received the 2005 Awards.
NAB salutes these and all stations dedicated to community service.
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(Back row:) Paul Tinkle, President/General Manager, WCMT-AM, Martin, TN; Joel Oxley, Senior Vice President, WTOP-AM,
Washington, DC; Ric Schmidt, General Manager, KNOM-AM, Nome, AK; Chuck Tweedle, Senior Regional Vice President,
KOI'T-FM, San Francisco, CA; Francis Nash, General Manager, WUGO, Grayson, RY. (Front row:) Nelkane Benton, Director of
Community Relations, KLOS, Los Angeles, CA; Janae Jontry, Station Manager, WIBC, Bloomington, IL; Drew Horowitz, Senior
Regional Vice President, WTMX, Chicago, I1.; RosAnna Salcido, Director of Marketing and Community Relations, KBBX,
Omaha, NE; Julie Koehn, President, WLEN, Adrian, MI.
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HAuard Contributore

NABEF appreciates the contribution of these companies.

COX RADIO/COX TELEVISION/DOW, LOHNES & ALBERTSON

CLEAR CHANNEL COMMUNICATIONS

EMMIS COMMUNICATIONS

GES EXPOSITION SERVICES

HUBBARD BROADCASTING

JENNER & BLOCK

LIBERTY CORPORATION/BARRINGTON BROADCASTING

LIN TELEVISION

PILLSBURY WINTHROP SHAW PITTMAN

SIDLEY AUSTIN BROWN & WOOD

SMITH COMMUNICATIONS CONSULTANTS, INC.

SUSQUEHANNA RADIO CORPORATION

WILKINSON BARKER KNAUER, LLP

WLTL
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CONGRATULATIONS
to the winners of the

’ 2005 NABEF

| IService to America Awards
| and the
| NAB@rystal Radio Awards.

We applaud your

outstanding achievements.

Hearst-Argyle

TELEVISION, fN<,




The National Association of Broadcasters Education Foundation
thanks the 2005 Service to America Award judges who graciously
contributed their time and knowledge to this event.

Ms. Jacqueline D. Aker

Director Marketing and Publications, Corporation for National and
Community Service, AmeriCorps, Senior Corps, Learn and Serve

Mr. Ralph Forsht

Senior Vice President, Government and Community Relations, America’s Promise

Mr. Keith Hempel
President, TV Access

Barbara Kreisman
Division Chief/Video Division, Media Bureau

Federal Communications Commission
Carolyn Flemming Williams

Director, Office of Communications Business Opportunities
Federal Communications Commission

non-profit organization dedicated to serving the public interest in supporting
and advocating: education and training programs, strategies to increase
diversity, initiatives stressing the importance of the First Amendment, community service,

philanthropy, and other timely broadcasting issues.

BEF The National Association of Broadcasters Education Foundation (NABEF) is a

For additional information, please call (202) 429-5424, or email nabef@nab.org or visit
www.nabef.org.

National Association of Broadcasters Education Foundation
1771 N Street, NW Washington, DC 20036-2800

World Radio Histol
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Dennis FitzSimons

Chairman/President and
CEO Tribune Company

2004 Samaritan Award
NAB Education Foundation

Congratulations to all of the
2004 Service to America Award recipients.
Your unwavering commitment to strengthen local communities
is a testament to the power of free over-the-air broadcasting.

TRIBUNE

BROADCASTING

WPIX-TV, New York  KTLA-TV, Los Angeles « WGN-TV, Chicago * WPHL-TV, Philadeiphia ® WLVI-TV, Boston * KDAF-TV, Dallas
WBDC-TV, Washington, DC « WATL-TV, Atlanta « KHWB-TV, Houston ¢ KCPQ-TV & KTWB-TV, Seattie ® WBZL-TV, Miami
KWGN-TV, Denver » KTXL-TV, Sacramento ® KPLR-TV, St. Louis ® KWBP-TV. Portland » WXIN-TV & WTTV-TV, Indianapolis
KSWB-TV, San Diego * WTIC-TV & WTXX-TV, Hartford « WXMI-TV, Grand Rapids ® WPMT-TV, Harrisburg
WGNO-TV & WNOL-TV, New Orieans ® WEWB-TV, Albany » WGN-AM, Chicago ¢ Tribune Entertainment » Superstation WGN




We’'re proud Lo congratulate

the WINNERS of the
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SERVICE to
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Work and Play

Industry folk gather to celebrate launches and achievements

TNT partied at New York’s American Museum of Natural History after the premiere On the West Coast, celebs and industry execs took to the links at the Museum of
of Steven Spielberg’s Inro the West. HBO Video feted the release of The Sopranos: Television & Radio Celebrity Golf Classic at Sherwood Country Club, Thousand
The Complete Fifth Season on DVD at Manhattan’s English Is Italian restaurant. Oaks, Calif. And MTV handed out its 2005 Movie Awards.

/

/

1 into the West’s Josh Brolin (1) and Rachel Leigh Cook and
executive producer David Rosemont at the limited series’
East Coast premlere after-party

2 Frasiers David Hyde Pierce helps author Joan Baker launch
her book Secrets of Voice-Over Success.

3 Capital Research & Management's Gordon Crawford (1)
and The 0.C’s Peter Gallagher ponder the next hole at the

Museum of Television & Radlo golf tournament.

4 1BS/TNT's Steve Koonin (1), Time Warner's Jeff Bewkes (c)
and TNT's Michael Wright celebrate the Into the West premiere.
5 Nicole Kidman presents one of MTV's 2005 Movie Awards.

6 PROMAX&BDA's Jim Chabin (r) delivers the first award-
winning promos Inducted into the Library of Congress to Library
of Congress exec Gregory Lukow.

1 The Sopranos’ James Gandolfin! (c) Jolns HBO Video’s Henry
McGee and Cynthia Rhea for the HBO serles’ latest DVD release.
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Tired of the broadband pipe getting
fatter while profits get leaner?

Join us at SCTE - June 14-17, 2005 . Henry B. Gonzalez Convention Center . San Antonio, TX. Booth #8094
WWW.C-Ccor.com




It's no surprise that today’s broadband operators have to get more capacity out of their

networks with less capital outlays. What is surprising is that spending more to increase
bandwidth doesn’t always mean better network performance, or better business results.
What operators need is not just a fatter pipe, but alsc a smarter IP-based pipe.
To successfully make the transition, more and more broadband operators are turning to
interoperable and modular access, optical transport and OSS technologies from C-COR.
Combined with our experienced team of network service professionals, we create intelligent
networks that properly allocate bandwidth to meet the needs of today’s more profitable
on demand services. C-COR solutions also facilitate the intelligent management of content,
network infrastructure, customer provisioning and workforce deployment. Of course, it's

no surprise that after more than 50 years of working with leading network operators

around the world, we'd have the know-how to get more profits flowing through the pipe.

b - H
Meeting the demands of an on demand world. C C
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Tumed off b); high fees

the NBC
Fayetteville, Ark., has a lot to
offer advertisers: a booming

NWA, alfiliate in

population, a thriving local
economy and hot syndicated
tare like Seinfeld and Fear Fuc-
tor. But when 1t comes to the
most fundamental question in
the TV business—how many
people are watching”™—KNWA
salespeople can’t answer. The
Nexstar  Broadcasting-owned
station does not subscribe to
Nielsen Media Research’s rat-
ings. Last fall. KNWA made a
radical move: It dumped Nielsen.

“People don’t think the world can exist without
Nielsen, but it can.” says General Manager Blake Rus-
sell. “We live in a world of estimates now. Why should |
pay for something that is flawed?”

Spurning Nielsen seems almost unthinkable in an in-
dustry for which the company’s ratings are the universal
currency. Every company in the TV business relies on
Nielsen data to set rates for the $60 billion in advertising
revenue the medium generates each year. Ratings deter-
mine which shows stay on or get canceled. And local
stations stake their reputations on the market positions
that Nielsen reports.

AN ARCHAIC SYSTEM?

But as the media world becomes less dependent on tradi-
tional advertising, stations feel more emboldened to drop
what they feel is an archaic system. Now a small band of
stations, including KNWA, has had enough. Upset over
the price and quality of the Nielsen ratings, at least three
dozen stations in cities from Little Rock, Ark., the No. 59
market. to Wichita Falls, Texas, the No. 143 market, are
canceling their Nielsen subscriptions. “Their methodol-
ogy is fraught with significant problems,” says KVAL
Eugene, Ore., General Manager Dave Weinkauf. “The
media community is so inextricably tied to a faulied
methodology that the only way not to deal with it is to
come up with some new tools.”

The stations say new technology—such as the data
gleaned from digital cable boxes—premises to one day
complement or replace Nielsen ratings. For the moment,
though. they are content to resort to cheaper methods
they say are just as efficient, from compiling local
survey data to polling viewers. In Anchorage, Alaska,

ulty service, TV-
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BY ALLISON ROMANDO

a few vears ago. CBS affiliate KTVA contracted a local
research company to devise a Nielsen alternative that
comprised 1.000 Alaskan viewers. “Advertisers bought
into it,” says station consultant Scott Tallal. “It seemed
to be much more reflective of what was happening in
the market.” (KTVA has since been sold and again sub-
scribes to Nielsen.)

The big problem for stations is that
Nielsen has no competition. One of the
most high-profile attempts to compete
was Statistical Research Inc.'s SMART
system. Networks and advertising
agencies put up $60 million to get the system, which
featured advanced measurement technology. oft the
ground. But when the project needed more investment,
both sides walked away. More recently, radio-ratings
company Arbitron, which once measured local-TV
ratings, has re-enterea the scene and, with some sup-
port from Nielsen. is testing a portable ratings device in
Houston. But its viabihty remains to be seen. “Everyone
wants there to be another player,” says TV-station con-
sultant Seth Geiger. of SmithGeiger, “but no one wants
to step up and pay the freight.”

Still. high-profile defections could be costly far
Nielsen. Several large stations’ dumping the service
could undermine confidence in the company and create

“The media community is se inextricably tied to a faulted methodology that the only way not |

DAVE WEINKAUF, KVAL EUGENE. ORE.

a public-relations nightmare. The ratings giant has come
under increasing fire from TV stations and their cor-
porate parents protesting its methodology and results.
Nielsen's new electronic system, the local people meter
(LPM). undercounts minorities and younger viewers,
say its toughest critics. and the older system of paper
logs, or “diaries.” is simply inadequate for a nation of
109 million TV homes. For its part, Nielsen stands by
its products and has said it is making improvements by
investing in new and better technologies.

So far, the lost customers have hardly affected
Nielsen’s bottom line. The division of Dutch media
company VNU takes in an estimated $274 million sell-
ing its local ratings data to more than 1.000 stations in
210 markets. In 2003. Nielsen Media Research logged
an estimated $637 million in sales, according to Indepen-
dent Minds, a European financia!-research company. Of

in small markets are going without ratings

COVER STORY

-

that, 43% came from Nielsen's local-ratings measure-
ments. Since small-market stations pay the lowest fees to
Nielsen, the defection of three dozen would result in only
about $2 million in lost revenue for Nielsen per year.

Nielsen says that, while some stations have severed
relations. there has been no mass desertion. [t is the nor-
mal course of business.” says a company spokesperson.
“Sometimes they decide to cancel their
contract. and. down the line, they may
decide to sign back up.”

The latest wave of protest is led by
Nexstar Broadcasting. which owns and
operates 46 stations in 27 small and midsize markets.
Over the past several years, the company has been
whittling down its Nielsen accounts. Only three Nex-
star markets—Springfield. Mo.. Lubbock. Texas, and
Hagerstown. Md.—still buy Nielsen data. and. when
their deals expire. they will not renew, says Senior VP
Brian Jones. That will make Nexstar the only major
station group to spurn Nielsen altogether. Jones cites
Nielsen’s high prices and rate increases as the reasons
for the defections: “They placed a value on the product
that we are not willing to pay.”

To get their hands on Nielsen data. stations pay
handsomely—and unevenly. A small-market station
might plunk down $50,000) a year. while broadcasters

in the largest cities pay upwards of $1 million per year.
To attract new clients, such as local cable systems and
advertising agencies, Nielsen often offers discounted
rates. Even within a market, stations pay different fees.
For years, UHF stations received a discount because
their reach was less than that of VHF stations. With
cable and satellite penetration now at 80%, most stations
have blanket coverage throughout their market despite
signal strength, but the price differences remain. Large
broadcast groups negotiate discounted fees.
Small-market outlets are hardly alone in their Nielsen
gripes. In the top markets, such as New York and Los
Angeles, stations are coping with the debut of the LPM.
Under the new system, ratings for younger viewers.
minorities and large families have dropped. and over-
all viewing of broadcast stations is down. Earlier this
month, 17 groups banded together to pressure Nielsen
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to delay rolling it out to new markets until the results are
approved by the Media Ratings Council, an independent
overseer that audits Nielsen's ratings. The ratings giant
annonnced a 30-day stay in launching LPMs in Phila-
delphia and Washington, originally slated for June 2.
Nielsen plans to expand LPMzs to Detroit, Dallas-Fort
Worth and Atlanta by the end of next year.

GETTING NIELSEN’S ATTENTION

By canceling their subscriptions. stations get
Nielsen’s attention—and changes often get made.
Univision's largest stations—New York, Chicago,
Los Angeles and San Francisco—went without
ratings for at least six months before the Spanish-
language broadcaster finally signed a new deal with
Nielsen last week that includes LPM measurement
in top markets and improvements in the sample (see
related story on page 10).

In the remaining 200 markets. Nielsen's diary
system will continue, and stations must wait for de-
mographic data until “sweeps” months—February,
May, July and November—when Nielsen mails out
diaries for its participants to record their individual
viewing.

With diaries, many station executives complain, the
samples are too small to glean accurate measurements.
A midsize market might rely on 500 diaries. Denver.
the 18th-largest market with 1.4 million TV homes,
uses about 1,100. Another problem, industry execu-
tives say, is that respanse rates are often low, skewing
the data. In a small market. a handful of diaries are
used to determine ratings for an entire demographic.
To increase the sample, thougn, stations would have to
pay even more to Nielsen.

John Tupper, owner of KXND Minot-Bismarck,
N.D., canceled his Nielsen service mid-contract five
years ago. He says youth-oriented networks like Fox
are hindered because younger viewers are less likely
to fill out their logs. Ratings in metered and LPM
markets, he notes, are better. If Nielsen improved the
sample, Tupper says. he would consider subscribing

al with it is to come up with some new tools.”

For stations that cancel their ratings subscriptions here are a few alternatives

to aid 'n advertising negotiations:
B GUT INSTINCT

Station managers rely on supply and demand, pushing for premium pricing on their most

popular shows.

@ THE MEDIA AUDIT
Market surveys follow TV viewing. media usage and buying habits.

@ THE MEDIA CENTER

Research and consulting firm charts consumer behavior and advises clients on media integration.

8 SIMMONS MARKET RESEARCH BUREAU

Media research giant tracks consumer use of more than 8,000 brands.

SOURCE: B&C research

again. “Now it works against me and devalues the
product I have to sell.”

The latest assault on the diary system came after the
February sweeps. Some Nielsen participants in Anchor-
age, Alaska, Palm Springs, Calif.. and Tucson. Ariz.. did
not receive their weekly diaries in the mail—the usual
procedure—and others got them late. The confusion
resulted in lower-than-normal responses. In Tucson.
for example. top-rated CBS affiliate KOLD's average
prime time mark dropped 25%. to a 5.4 rating in adults
25-54, compared with the year-ago period. NBC atfili-
ate KVOA and ABC outlet KGUN saw similar declines.
Irate, some stations demanded Nielsen retract the ratings
book or send letters to advertisers. In a letter to clients,
Nielsen said the problems did not affect the overall
month and should not be thrown out. The company
blamed a postal subcontractor for the missing diaries
and said it would switch carriers and send out more
diaries for the May sweeps.

In Anchorage. KIMO General Manager Sezn Bradley
was so frustrated that he now plans to drop Nielsen when

“I can he!p an advertiser make a business decision,
as opposed to saying my news has more viewers than
their news.”

Local clients, who have relationships with their
broadcasters. may take time to learn and adjust to a
new system. National ad agencies may not have the
time or the inclination. buyers say. "It creates more
work for a buyer.” says Donna Lee Peters, a local-
media buyer witk Pivec Advertising who buys time
in Mid-Auantic markets. “If a station is a market
leader. then people will still want to be on that sia-
tion. But. for a third- or fourth-placed station. some-
one might not want to take the extra time.”

Tribune Broadcasting President Patrick Mullen has
been an outspoken critic of Nielsen's LPM system, but
he still can’t imagine doing business without the data.
“Their ratings are the only currency,” he says. “To not
have access to that information would put a station in
a difficult position to negotiate with clients.”

Still. several local-broadcast executives say they're
monitoring the experience of Nexstar and other Nielsen-

“Itis the normal course of business. Sometimes they decide to cancel their contract,
and, down the line, they may decide to sign back up.” ~ieisex spokesPERSON

the station’s contract expires next year. He says Nielsen
has fallen short of its contracted sample in Anchorage
several times before. “If we grossly underperform. our
clients seek restitution,” he says. “But if Nielsen grossly
underperforms, they blame it on a postal vendor.”

Bradley is accustomed to life without Nielsen. His
company also owns stations in Fairbanks and Juneau.
Alaska, that no longer receive ratings. The Fox af-
filiate in Anchorage, where he previously worked,
was also Nielsen-free for a time Alaska stations
can survive without Nielsen. he says. because their
advertiser base is mostly local businesses. as much
as 85%. whereas most stations in the lower 48
have a more even split bertween local and national
advertising. With so many advertisers nearby. he
says, KIMO salespeople can spend time presenting
alternate data.

But most media buyers still want to use ratings to
negotiate price and hold sta-
tions to delivery estimates.
In lieu of Nielsen. stations
try to base price on supply
and demand. For example. if
they have the marquee pro-
grams or a market’s favorite
anchor team. they should be
rewarded with higher rates.
If a Fox station has one spot
to sell on American Idol. it
wants to set the price and let
competition for the ad time
determine the cost. The
rating point is not factored
into the discussion. “These
are more effective ways to
sell.” Nexsiar's Jones says.

tree stations, looking to the impact on their business.
So far. Jones says. Nexstar's ad sales are strong as ever.

LIFE WITHOUT NIELSEN

In place of Nielsen. stations have assembled qualitative
data sources they consider viable alternatives. Some
buy reports on their markets from Simmons Research,
Media Audit and The Media Center. These surveys
cover a range of topics, including buying habits, tech-
nology use and TV viewing. Unlike Nielsen, which
asks its participants to record as they watch TV, these
services ask viewers in phone interviews to recall what
they have watched.

Although stations may not pay for Nielsen, they are
hardly in the dark on their ratings. Advertising agencies
that buy ratings see the data. as do the stations’ com-
petitors. Local newspapers and trade magazines otten
report selected results. Under copyright laws, however,
the Nielsen-free stations are not permitted 10 use ratings
in their sales proposals or materials. In interviews. most
station execs declined to even discuss their market posi-
tions, although they surely know them.

It takes time to wean station staffers off ratings.
KNWA’s sister station in Rochester, N.Y.. WROC,
split with Nielsen after last November sweeps, but
VP/General Manager Marc Jaromin still keeps an eye
on Nielsen numbers. He says the CBS affiliate always
used to notch above-average ratings for network pro-
gramming, so national ratings provide a barometer. For
major sports events, such as the NCAA Tournament and
Buffalo Bills games. he checks ratings in nearby Buftalo,
N.Y., and Pittsburgh to gauge the audience’s appetite.

But not having the ratings hasn’t hurt sales, Jaromin
says. “We're above where we were last year, and our
share of market revenue is up. In a year the market is
down, that's not bad.” ll
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HISPANIC TELEVISION
SPECIAL REPORT

Travel shows like Globe Trekker, with host lan Wright, would likely be shown on Discovery's new Hispanic channel, Viajar y Vivir.

Niche Plays

Discovery's new Spanish-language channels have tight focus By Paige Albiniak
Hispanics comprise the most rapidly growing demographic in the U.S., so it is no surprise that Discovery
Communications is adding two new Spanish-language channels in an attempt to capture a part of that

potential audience goldmine.

The two new networks—Discovery Kids en Espaiiol
and Discovery Viajar y Vivir (Travel and Living)—target
two niche programming areas that Discovery believes
aren’t well-served: children and women.

“On most of the Spanish-language channels out there,
you see a lot of general entertainment, soap operas and
variety types of programming. And as far as sports, it’s
mostly soccer,” says Luis Silberwasser, general manager
of Discovery Hispanic Networks, located in Miami. (Its
parent is based in Silver Spring, Md.) “Hispanic women
can watch a lot of telenovelas, but otherwise there’s
nothing else out there for them.”

Silberwasser knows the demos. “This is a very excit-
ing segment within the U.S. Hispanics are the fastest-
growing demographic in the market, and they are attrac-
tive in that they are younger people with larger families,”
he says. “And their income level is growing, so their
purchasing power is getting to significant levels.”

Over the past 50 years, the Hispanic population in
the U.S. has increased from 4 million to more than 35
million, according to BIA Financial Network (see story
on page 22)—an 800% increase. What is more, His-
panic purchasing power is growing three times faster
than the overall national rate and by 2010 is expected
to leap to $1 trillion annually from $700 billion today,
according to a report released last month by Hispanic
Business Inc.

Both new Discovery channels will launch in test mode
on June 17, the day of Discovery’s 20th anniversary, but
won’t be fully operational until Sept. 1. Thus far, Discov-
ery has announced no clearance deals, although Silber-

wasser says several are in the works.
The channels will likely run on the
same cable and satellite
tiers as Discovery’s flagship
Spanish-language channel,
Discovery en Espaiiol.
Most cable operators,
in an attempt to
compete with satellite-

Save-Ums creature

TV providers DirecTV and EchoStar Communications,
are offering Spanish-language tiers or bundles—in the
majority of markets—at prices between $25-$30.

WILL ADVERTISERS NIBBLE?

“The program offerings for Hispanics are not that ro-
bust,” Silberwasser says. “The penetration of all these
tiers is between 15% to 20% of all Hispanic house-
holds, and that’s clearly below where it should be.
There are not a lot of very good and diverse options in
terms of programming out there, in terms of content.”

But there is some cynicism about new Hispanic
networks, too. “I don’t find a need for it yet. I think
we have enough product out there,” says Manny Rodri-
guez, a Hispanic-media planner for Boston-based Hill
Holliday’s Hispanic division in Miami. “We know what
the Hispanic market is watching—Univision. There's
enough product there to satisfy the whole fam-
ily. If not, you have alternative programming
on the other two TV networks: Telemundo and
Telefutura.”

Rodriguez also says that there is no need for
a Hispanic kids network because most Hispanic
kids in the U.S. are acculturated and therefore
watching English-language television.

Some of the country’s biggest advertisers—
McDonald’s or Pepsi, for example—have
the budgets to advertise on all these niche
channels, but Rodriguez says his clients tend to have
smaller budgets and can’t spread them everywhere. So
most will stick with Univision, which claims around
60% of the market.

But cable systems are increasingly otfering subscrib-
ers better deals to add Hispanic tiers, so it is a hot
programming market. “It’s more competitive, so prices
are getting better. And penetration is starting to grow
significantly,” Silberwasser says.

Discovery Viajar y Vivir will provide shows on travel,
lifestyle, cooking, well-being, design, decoration and
home—*"all areas of programming that are not being
done today in the Hispanic market.” Silberwasser says.

“The fact that a lot of the Hispanics in the U.S. are
immigrants, whether first or second generation, means

Luis Silberwasser

there’s a lot of back and forth going on,” Silberwasser
adds. “Hispanics want to be able to see what’s going on
in the countries they are from. So we’ll do a lot of things
about Mexico, Latin American countries and Spain.
Some people will use it to get a taste for travel, and some
will travel vicariously. We also plan to do a lot of shorts
on U.S. cities that are important to U.S. Hispanics, such
as Miami, St. Augustine and San Antonio.”

“TRANSCREATED"” PROGRAMMING

Programs already planned for Discovery Viajar y
Vivir include Casas, which Silberwasser says will
visit “exceptional homes, haciendas and estates of
Latin America,” and Aventura Musical (Sink or Swim),
in which host Jamie Aditya attempts to perform some of
the world’s most difficult music and dance routines.

Most of the channels’ programming will be what
Silberwasser calls “transcreated.”

“Programs are completely done in English from an
original perspective, and then they are dubbed in a
careful way with the graphics changed to Spanish,” he
says. “It’s a very careful level of ‘transcreation.’”

Discovery will soon “start creating a lot of shows for
the U.S. Hispanic market using U.S. Hispanic talent,”
Silberwasser adds. “The idea is that we will have more
programming that is original and exclusive and hasn’t yet
run on Discovery en Espaiiol in the U.S. Now that we’re
here in Miami and continually investing in this market,
we’ll be able to partner more often with our Latin Ameri-
can group to jointly create new productions.”

Discovery Kids en Espaiiol will be targeted to pre-
schoolers in the morning, tweens in the afternoon, and
kids and their parents at night. “It’s intended for the
Hispanic family to watch with their kids,” Silberwasser
says, “and that’s a very big need in Hispanic families.”

Hispanics are searching for ways to keep Spanish in
the family, as their kids learn English at school and stop
speaking Spanish outside the home. Discovery Kids
en Espaiiol has already slated Spanish-language shows
such as Save-Ums, an animated program for preschoolers
about a team of baby superheroes; Truth or Scare, a show
for tweens that explores unexplained phenomena; and
Growing Up Wild, a nature show for the whole family.

LITTLE U.S. COMPETITION

The new Spanish-language kids channel competes
with jSopresa!, based in Fort Worth, Texas, which
offers Spanish-language kids and family program-
ming to 1 million viewers, says Christopher
Firestone, executive VP of operations for
Firestone Communications. He welcomes
Discovery Kids en Espaiiol.

“It validates the space from a large corpo-
rate standpoint, and it helps sell the overall
Hispanic tier or bundle,” he says. “And there
are certainly different types of approaches to
programming for the Hispanic demographic.”

Otherwise, Spanish-language kids pro-
gramming mostly consists of secondary
audio program (SAP) feeds of Nickelodeon, Cartoon
Network or The Disney Channel, with some Spanish-
language video-on-demand available.

Nickelodeon is running Nick en Espaiiol on select
Cablevision systems, with four hours of original
Spanish-language programming. And Nicktoons offers
SAP options on 70% of its programming, including
SpongeBob SquarePants, Jimmy Neutron and Rugrats,
says a Nickelodeon spokeswoman.

While Discovery is interested in expanding to the
U.S. Hispanic market, it knows its limits, Silberwasser
says: “The feeling is that our Hispanic offering will
always have fewer channels than our Anglo offerings.
We are somewhat constrained by operators’ digital or
satellite capacity.” H
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Look Who's Talking

Usually reticent Univision finally starts to tell its story By Kevin Downey

The notoriously press-wary
Univision Networks is becoming decid-
edly more loose-lipped during the ongo-
ing Spanish-language upfront, when
advertisers are expected to spend $930
million for commercial time on its three
networks, which also include TeleFutura
and Galavision.

“We have an exceptional story to tell,
and we want everyone to hear it,” says
Tom McGearrity, co-president of network
sales at Univision Networks. “We’ve
stepped up our efforts to make sure our
national advertisers, both current and
prospective, fully recognize the oppor-
tunity that only the Univision networks
provide.”

For journalists, covering Univision
is often frustrating because, from the
corporate suites down to the
station level, the network’s
executives usually won’t dis-
cuss even mundane matters.
Partly behind Univision’s new
stance is increasing press cov-
erage for competitors such as
NBC Universal’s Telemundo,
the small-but-growing Azteca
America, and dozens of cable
networks like Fox Sports
en Espariol, Discovery en
Espaiiol and the English-
language Si TV. All are vying
for a bigger piece of the $1.2 billion that
advertisers are projected to spend during
the upfront.

But another explanation for Univi-
sion’s newfound chattiness—and its
ongoing ad campaign—is that its ratings
this year and in the recently concluded
broadcast season are a tad too good to
leave unnoticed.

Gloria Estefan
glowed at Univision's
Selena Vive tribute.

Univision’s prime time audience in the
18-49 demographic this past season grew
22% over the prior season, to an average
2.02 million people, according to Nielsen
Media Research.

Univision ranked No. 5 for the season
among all networks, outpacing The WB
and UPN.

“PHENOMENAL NUMBERS”

Much of Univision’s ratings growth
stems from two prime time telenovelas,
Rubi and Amor Real, which pulled record
audiences earlier this year. Most telenove-
las air without repeats every weeknight
for about 20 weeks. The telenovelas that
have replaced Rubi and Amor—Apuesta
Por Un Amor and La Madrastra—are
also generating big ratings.

Apuesta has lifted Univi-
sion’s 18-49 audience 33%
from last year in the 8 p.m.
time slot, while La Madrastra
has increased the 9 p.m. audi-
ence by 41%.

Univision also got a boost
from specials like Selena
Vive, a concert celebrating
the life of the Tejano singer
on the 10th anniversary of
her murder. The special,
which aired in April, pulled a
35.9 rating among Hispanic
households, becoming Univision’s
highest-rated special ever.

“What really drives their reach is their
prime time, where they had hit novelas
like Rubi, which did some of the most
phenomenal numbers of any novela ever
on the air,” says Marla Skiko, media di-
rector at Tapestry, the multicultural divi-
sion of Starcom MediaVest Group.

“They were able to follow that up
with novelas that are continuing to do
well. And they’re doing this in a year
where they have the World Cup [soc-
cer tournament], so more viewers will
probably tune in because they’ll do a lot
of promotion on the World Cup and the
programming surrounding it.”

Univision’s airing of the last World Cup
in 2002 attracted some 35 million view-
ers. The network is also rolling out other
high-profile programs, including its first
broadcast of the Latin Grammy Awards.

Univision-owned TeleFutura’s 18-
49 audience was flat at 389,000. But
Univision estimates the young-skewing
network’s 18-34 audience was up 5%,
to 256,000.

“There have been specific nights
when TeleFutura has surpassed [Tel-
emundo] on a total-day basis and on
a daypart basis,” says David Wolfson,
senior VP of network research at Uni-
vision Networks. “It’s on a track that is
very positive, meaning we don’t see that
it’s going to stop.”

TELEMUNDO DECLINES

Univision’s main competitor, Telemun-
do, posted a 9% decline among 18-49s
during the broadcast season. However,
it ranked a solid No. 2, with an average
of 529,000 viewers.

Tapestry’s Skiko says Univision’s
performance this year is beneficial to ad-
vertisers because it forces the network’s
competitors to step up their game.

“This is great because, obviously, we
have a strong reach vehicle [in Univi-
sion),” she says. “There is limited com-
petition, but it makes Telemundo work
harder to maintain their share.” I

Laura Unshackled

Telemundo’s wild talk show will make VOD history next month

Telemundo’s Laura, a confounding combination
of syndication’s combustive talk show Jerry Springer and
the feel-good Oprah Winfrey, next month becomes the first
Spanish-language television series to be released on video-

on-demand and pay-per-view. A DVD release may follow

later this year.

Laura features frank talk on women'’s issues, like Oprah does.
And when host Laura Bozzo brings on guests, she is often witness
to heated arguments that turn into wild, Springer-style fights.

Four uncensored versions of Laura are set to be released on
VOD and PPV, with Laura Sin Censura (Laura Uncensored)
coming out July 1. A second installment is set for September,
while the remaining two will likely come out next year. (Spring-

er also sold “uncensored’ videos.)

The videos are produced by NBC Universal’s Telemundo
and shot in Peru, in the studio where Bozzo lives. There is
quite a backstory there, too, but here the comparison is to

Laura Bozzo

Martha Stewart: Bozzo has been working while under house
arrest since 2002 for accepting money from a suitor who
prosecutors say swiped the loot from the Peruvian govern-
ment. She is expected to be released next month.

Airing on Telemundo since shortly
before NBC acquired the network in
2001, Laura this year averages about
1.1 million viewers in its 4 p.m. time
slot, according to the network, with
a 3.5 rating among Hispanic women
18-49. It is consistently Telemundo’s
highest-rated talk show.

Strong ratings partly explain Lau-
ra’s release on VOD and PPV, says
NBC Universal Cable VP of Market-
ing Lynette Pinto. But so do the antics

Continued on page 22

Little Azteca
Grows Up

Nielsen status means it
now plays with the big boys

La Academia is an Azteca hit.

Fledgling Hispanic network Azteca America
is taking a major leap toward competing
with Spanish-language giants Univision,
TeleFutura, and NBC Universal-owned
Telemundo for viewers and advertising dol-
lars by subscribing to the Nielsen Hispanic
Television Index.

The three-year-old network, owned by
Mexican production company TV Azteca,
expects to grow its penetration of Hispanic
homes from roughly 66% to 70% by
October. Although that is still short of
Univision's 98% penetration, Telemundo’s
92% and TeleFutura's 85%, reaching the
70% mark is the first of two steps Azteca
must take to be considered a full-broadcast
network by Nielsen.

The other step is completing negotiations
with Nielsen on a more costly subscription.

Most of Azteca’s continued growth comes
from deals with DBS provider EchoStar, and
Comcast and Time Warner Cable. Azteca
also plans to add a broadcast station in El
Paso, Texas, which will put it in all of the top
15 Hispanic markets and raise its number
of affiliates to 40.

Forecasters estimate $1.2 billion in the
Hispanic upfront, up about $100 million
from a year ago. “In our first upfront, we
closed 18 clients; in our second, we closed
62; and our goal this upfront is at least 140
clients,” says Carlos de la Garza, president
of sales and marketing for Azteca America.

When Azteca becomes a fulk-service
network, its ratings will be reported by
Nielsen alongside those for the Big Three
Spanish-language networks. That should
dramatically increase its profile among
advertising decision-makers. Perhaps of
greater importance than added exposure,
says de la Garza, is that Azteca will most
likely end up an agencies’ computer
ad-buying optimization systems, which
crunch a combination of Nielsen rat-
ings and ad prices to generate the best
schedules for buyers.

Azteca accounted for roughly 3% of
Spanish-language TV's prime time audi-
ence in the just-concluded broadcast
season. Next fall, its programs include
Los Sanchez, described as a Hispanic
version of The Beverly Hillbillies, and a
second season of its American ldol-type
hit La Academia. This season will feature
only U.S. Hispanic contestants—K.D.
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Grande Totals

Spanish-language stations are the bright spot in local TV

While there has been little good news for
broadcast television over the past several years,
Hispanic-network-affiliated TV stations are
the notable exception. Univision, TeleFutura,
Telemundo and Azteca America continue to ex-
pand, increasing the number of outlets in many
areas and entering markets that previously had

no such Spanish-language stations.

The power these stations now wield is due to the ex-
plosive growth in the U.S. Hispanic population and the
demand by advertisers to reach this market, causing rev-
enue at Spanish-language TV stations across the country
to increase more rapidly than in the overall industry.

RESEARCH EYE

In 1950, the Hispanic population
in the U.S. numbered only 4 million.
By 2000, it had reached 35.3 million,
an 800% increase over the 50-year
period. In every 20-year period since
1950, the Hispanic population has more
than doubled. And the important 18-24
demographic makes up nearly 13% of
the Hispanic population, compared with
10% of the Caucasian population.

As a result of this phenomenal
growth, U.S. Hispanics constitute a ma-
jority, or a very significant percentage,
of the audience in many TV markets,
and they are having a major impact on
how stations operate and expand.

Like the population, the number of
stations affiliated with a Hispanic network has soared
over the past five years. In 2000, 87 television stations
operating in 44 markets were affiliated with one of
the Hispanic networks. By 2005, that number had
increased to 151, a 56% upsurge, and the number of
markets had risen to 53. With these changes boosting
the stations’ audience and revenue, Hispanic stations

By Mark Fratrik

have become more important in many markets.

These developments have not escaped the attention
of local retailers and advertisers, who are intensely
interested in reaching this important group of viewers.
This segment has been one of the strongest in an oth-
erwise lackluster local TV marketplace in recent years,
which will cause these stations to continue growing in
importance.

ATTRACTIVE TO CABLE

Interestingly, in some of the markets with Hispanic-
network stations, no full-power unaffiliated stations
are available. In fact, nearly half—73—of Hispanic
affiliates are either Class A or low-power stations. Not
operating at full power does not hamper these stations
because many are carried on local cable systems. Op-
erators, recognizing the importance of this demograph-
ic, are looking to provide more Hispanic programming
and are willing to offer cable carriage.

So in some ways, Spanish-language stations have
a reality that seems the opposite of existing English-
language stations. While broadcast-network affiliates are
losing viewers, Hispanic stations are gaining, and, while
network affiliates have to fight for cable
retransmission deals, cable operators
want to carry Hispanic stations.

Full-power Spanish-language sta-
tions saw their share of local commer-
cial audiences rise from 7.2% to 8.2%
in the 2000-04 period. Some of them
attract audiences much larger than the
average: KLDO Laredo, Texas, attracts
45% of the viewers of local commer-
cial television stations; KINT El Paso,
Texas, draws 25%.

Similar success has occurred in build-
ing revenue at historically low-income-
producing stations. BIA Financial Net-
work estimates that full-power affiliates
of Hispanic networks saw their share of
local advertising revenues increase from 5.9% to 7.3%
between 2000 and 2004. Some of them generate sub-
stantial sums: KMEX Los Angeles takes in an estimated
$130 million; WXTV New York takes in $79.2 million.

For the stations as a group, revenue growth has
been remarkable. As a chart on this page indicates, not
only has the improved revenue position of Hispanic-

network affiliates improved, but there have been steady
increases in the number of such stations.

Moreover, in 12 of the 53 markets with Hispanic-
network affiliates, those stations garner revenue shares
of more than 10%.

As newer Hispanic stations establish themselves, there
will increasingly be more markets in which more than
10% of TV revenues goes to Hispanic television. Al-
though the number of affiliates may not grow as fast as in
the past, the audiences attracted to these stations, as well
as the revenues generated, will see a substantial increase.
In fact, total revenues generated by these stations should
continue to outpace the growth of the entire local televi-
sion market by 2% to 4%. The Hispanic market should
continue to be the shining light of local TV. B

Fratrik is a VP of BIA Financial Network, a financial
and strategic advisory firm serving the media and com-
munications industries.

GROWING FAST

Hispanic stations’ revenue growth has been impresssive.
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TOP MARKETS IN 2004

Ranked by Hispanic-network affiliates’ share
REVENUE MARKET

SHARE (MILLION) RANK

1 Laredo, Texas 50.9% $5,250 190
2 El Paso, Texas 31.7% $17,500 100
3 Harlingen-Brownsville, Texas 27.5% $14,500 93
4 Yuma, Ariz.-El Centro, Calif. 20.4% $2,200 171
5 Miami-Fort Lauderdale, Fla. 20.0% $106,100 17
6 Monterey-Salinas, Calif. 18.3% $7,200 124
7 Palm Springs, Calif. 17.2% $5,500 159
8 Fresno-Visalia, Calif. 148% $15,100 58
9 Corpus Christi, Texas 14.0% $4575 129
10 Bakersfield, Calif. 13.7% $4,700 128
11 Los Angeles 13.6% $233,000 2
12 San Antonio 13.0% $22,750 37

SOURCE: BIA Financial Network

Laura Unshackled

Continued from page 20

of Laura’s guests, who are as likely to be
taking swings at each other and shouting
expletives (bleeped by the network) as
they are to be sobbing in their seats.

“Laura is one of the top-rated shows
on the Telemundo network and obvi-
ously lends itself to an uncensored ver-
sion,” explains Pinto.

Telemundo is plunging into an
untested area—a Spanish-language
talk show on VOD and PPV—but
Pinto is confident there is a market.
After all, Universal’s (before NBC
bought it) Jerry Springer: Uncensored
and Spanish-language movies and

sports have done well in pay formats.
“There are movies in Spanish on-
demand and on pay-per-view,” Pinto
says. “Boxing has done pay-per-view
and on-demand among Hispanics for
many years. It’s had great success.”

WHO WILL BUY IT?

“Our viewer and the Laura viewer tend
to be Spanish-language or bilingual
viewers. Therefore, they don’t have
a lot of crossover with the NBC net-
work,” Pinto says. “We’ll have promo-
tions on her show and on other shows,
and we’ll be supporting it offline as
well. We’ll also have a presence on
Telemundo.com, with banner [ads] and

e-mail blasts to people who have permis-
sioned us to send information about our
programs.”

Still, the Laura release on VOD and
PPV does not guarantee that potential
buyers will even have the opportunity to
get the show’s uncensored versions.

Hispanics are not as likely as the
average viewer to have cable TV or
the digital tiers needed to access VOD.
Multichannel penetration, including
cable TV and direct-broadcast satellite,
is only 60% among Spanish-dominant
households, according to a study released
in May by Larchmont, N.Y.-based
Horowitz Associates. That compares to
88% of non-Hispanic whites and 77%

of African-American households. The
Horowitz study was conducted among
viewers living in urban areas.

And while digital penetration among
Hispanic households is 50%, compared to
53% among all homes, it is only 43% in
households where Spanish is the primary
language. “While a show like Laura
might have crossover appeal—and a lot
of this programming does—obviously, its
greatest appeal is the Spanish-dominant
segment, which is the least likely to have
these services,” says Adriana Waterston,
Horowitz’s director of marketing.

But Hispanics might be interested be-
cause of Bozzo’s fame—and a good fight.
After all, it worked for Springer—K.D.
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Cable operators fine-tune economical ways
for consumers to customize viewing time

By Ken Kerschbaumer

ehind the scenes, cable operators
are experimenting with a new way
to build giant digital video record-
ers (DVRs) at their headends in-
stead of delivering expensive new
settop boxes to their subscribers.
The move is the latest attempt by
the cable industry to turn plain
old television into a highly per-
sonalized on-demand video service. But converting
those experiments into commercial reality involves
overcoming not only technical hurdles but content

DVR/VOD TECH
SPECIAL REPORT

rights issues.

Both video-on-demand (VOD)
and DVRs are part of a movement
that is making the idea of a TV
schedule a quaint bit of history.
Now cable operators are headed
toward giving subscribers myriad
ways to create a customized televi-
sion experience. It’s Me TV.

“Consumers only care about ac-
cessing the content where they are
whenever they want,” says Dave
Davies, VP, strategy and product
marketing for subscriber networks,
Scientific-Atlanta (S-A).

As cable operators are discover-
ing, there are many ways to drive
revenue while helping customers
customize their viewing options.

“Both VOD and the DVR are
about choice, control and conve-
nience,” says Page Thompson, VP
and general manager, Comcast
OnDemand. “VOD is more about
choice and convenience while the
DVR is about time management.”

Now some cable operators, Ca-
blevision among them, are looking
into building the equivalent of a
massive DVR at the headend, using
VOD servers. That model is cheaper
for the operator because set-top
boxes with DVR capability are two
to three times more expensive than
those without it.

LOTS OF OPTIONS
“We think we’ll have a technical
trial this year,” Cablevision COO
Tom Rutledge said on a confer-
ence call to investors. “We think
it’s very promising as a way of
providing DVRs and making them
‘backward-compatible’ with existing
converters.”

Under the Cablevision model,
subscribers would have personal
space on a secure server rather than
relying on DVR hard drives in set-
top boxes. Cablevision would then
charge customers a monthly access
fee for the storage space.

That method lets the operator
tap into DVR-related
revenues without the
large capital expense
for set-top boxes.

“There are a lot of dif-
ferent deployment scenarios [for network
DVRs], from simple to sophisticated,”
says Joseph Ambeault, director of IP video
systems for SeaChange International.

The simplest form of network DVR is
already being deployed by a number of
operators: time-shifting. Comcast, for
example, has agreements with three NBC
stations and six CBS stations in markets it serves—in-
cluding Baltimore, San Francisco, Philadelphia and
Chicago—to give viewers access to local newscasts.

“News on-demand hasn’t been a killer application,”

SeaChange VOD server

says Thompson, “but it’s been popular.”

The most complicated aspect of that level of service
is establishing how long a given newscast is available
over the VOD platform. Besides the Comcast deals,
SeaChange has deployed the service on about 70 cable
systems nationwide. Says SeaChange’s Ambeault,
“That functionality is now a [standard] component of
the new cable VOD systems we help launch.”

The time-shifting approach offers several advan-
tages: It doesn’t involve long-term storage, has a high
recycling rate and can be done with a relatively small
amount of storage. Five hours of available server stor-
age would be enough to rotate in content from up to
18 networks.

LEGAL AND TE RDLES
A video server can store one hour of video for every
2 gigabytes (GB) of storage (although the amount of
content that can be stored will increase with continued
advances in compression technology).

“We have a clustered-server architecture that does
both the recording and streaming out at the same time,”
says Mark Crandon, director of product management
for VOD-technology provider Kasenna. “You can re-
cord 10 channels in and then stream out x number of
streams, depending on the size of the system.”

The Kasenna system involves two layers of serv-
ers: one that holds a master copy and then cache
servers located between that one and the viewer.
When the viewer requests content, a copy is sent to
the cache server so the system can meet streaming
demands.

The DVR option that Cablevision is investigating
requires a subscriber to interface with the on-screen
channel guide and send commands to the VOD server
at the cable headend.

The most challenging option is to have the VOD
server record every program on the cable system for a
given period—say, a week—and then make it available
for playback, also for a week or so.

That’s not easy. “Recording one or two channels
isn’t too difficult, but recording 100 channels simulta-
neously and storing them presents different problems
in scaling and making sure content can be streamed out
to viewers,” says Crandon. “But we’ve built the back-
end infrastructure that can scale to meet this need.”
Recording a week’s worth of content would require
about 40 terabytes (TB) of storage.

But the real problem with these last two approaches
involves business issues, not technical ones.

Traditional DVR set-top boxes, like VCRs, are for
recording programs for personal use. But moving that
recording technology out of the home and into the
headend creates headaches. “When content
is recorded that way,” says Ambeault, “it’s
basically a public showing.”

But a Cablevision spokesman says the
company is “confident” its VOD personal
storage plan doesn’t violate copyright laws.

Other network-DVR models mean that
retransmission rights must be negotiated
with all the content owners, a daunting
task given the vast number of programs
and movies appearing on a cable system
during a week.

“Recording every channel is extremely futuristic,”
says Ambeault. “The networks themselves don’t have
Continued on page 26
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Me TV

Continued from page 24

the authority to tell the cable operator they can put all
their content on a network DVR, and there will need to
be a big, long change in content rules. Network DVR
will occur overseas first.”

Crandon says Kasenna has some overseas deploy-
ments but those never involve recording internationally
distributed content.

Artie Bulgrin, ESPN senior VP, research and sales
development, says that, although net-
work DVR sounds good conceptually, he
has reservations about the ability of the
technology to work well. “Consumers
can’t have a bad experience like they did
in the early days of interactive television,
which died because it didn’t work well.”

New VOD and DVR distribution meth-
ods aside, Comcast’s Thompson says the
key, particularly with VOD, is program-
ming. In March, Comcast, which has
VOD available to 87% of its 22 million
subscribers, logged 103 million VOD
views, and subscribers watched 45 million hours of
VOD content. “The depth of the VOD library is im-
portant,” he says. Comcast Philadelphia, for example,
has 5,500 free programs, and more than 90% of them
were watched at least once during the month.

“VOD is a better way to watch things like music
videos and fitness programs,” says Thompson. “It’s
complementary to the DVR viewing experience.”

It also drives the buy rate of pay content. Comcast
has found that adding free VOD drives the buy rate of
pay content up 63%, according to Thompson. “The
Internet never would have been successful if, the first

Joseph Ambeault

DVR/VOD TECH
SPECIAL REPORT

time you used it, you had to pay,” he says. “People use
the free content, get used to VOD, and then they go
back and order movies.”

Cable operators and set-top—box manufacturers
say DVR-adoption rates continue to climb. Time
Warner Cable has deployed DVRs in 12% of its
digital homes. Motorola Director of Strategic Mar-
keting Bernadette Vernon says her company has
shipped 1.5 million DVRs and these days is ship-
ping almost as many DVR-capable boxes as regular
set-top boxes. Now the company is looking
to next-generation services, such as home
networking, which allows DVR-recorded
content to be viewed on TVs throughout
the home, and the ability to program the
DVR via cellphone.

“Some theorized that DVR and VOD would
cannibalize each other,” says Vernon. “But
we’re finding the opposite. People are used
to having things on demand, whether it’s free
or pay content.”

Scientific-Atlanta, DVR’s other major sup-

plier, reports total DVR shipments of 2.3 mil-
lion, with 496,000 shipped last quarter, according to
its strategy guru, Davies. He says that the popularity
extends across demographic and income levels and
that some markets have even reached DVR penetra-
tion rates of 30% among digital subscribers.

Like Motorola, S-A sees multi-room DVRs as the
next trend. Time Warner Cable has deployed the
service in Minneapolis, and early reaction is posi-
tive. “Consumers can pull the content up on as many
as three TV sets on set-top boxes that are already
installed,” Davies says. “It’s a real straightforward
solution.” @l

TiVo on the Move

Subscribers can send content
to portable video players

While cable operators are looking at deploying
large servers at headends to handle DVR func-
tionality for entire neighborhoods, TiVo is going
the other way. This week, it introduced TiVo To
Go, a free software upgrade allowing subscribers
to move content from their TiVo to portable video
devices like those offered by IRiver.

“We think that 2005 and 2006 will be the year of
mobile video,” says Matt Wisk, TiVo senior VP and
chief marketing officer. The Consumer Electronics
Association predicts 4.3 million households will
purchase a mobile video system this year.

The TiVo software lets the subscriber copy con-
tent to a PC and then, in a copyright-protected file,
port it over to a portable media player.

Consumers whose portable media players rely
on the DVD format will also have a new option.
The Humax DVD recorder can be used to burn
programs to DVD using Sonic’s MyDVD Studio
6.1 software.

“Consumers are demanding that their content
be available any time,” says Tad
Hetu, Intel director, consumer
electronic platforms, cellular
and handheld group. Intel’s
XScale processing chip drives
the majority of Windows mobile
IRiver PMC 100 video players.—K.K.

Ifiver

DVRs Not So Hot?

ESPN study shows they aren’t for everybody By Ken Kerschbaumer

n a six-month study, ESPN gave viewers
digital video recorders. At the end, the sports
network came to this realization: Many people
couldn’t care less about DVRs.

ESPN picked 100 households for its DVR
experiment and periodically had trained re-
searchers drop in to observe how using the

device changed family viewing habits.

The murky verdict: Ultimately, 75% want to keep
the DVR, but ESPN had trouble keeping the group
intact. Over time, 90 of the 100 New York-area house-
holds dropped out and were replaced by others, and by
the end, only 68 homes remained.

“The findings of this study certainly contradict the
prevailing wisdom that DVRs will become the norm
(in] U.S. households and that the 30-second spot will
be rendered obsolete,” wrote ESPN’s Artie Bulgin, se-
nior VP of research and sales development, and Rachel
Mueller-Lust, ABC research VP. (Right now, about 7%
of the nation has DVRs.)

The study found that, for most users, “commercial
avoidance” is not the main attribute of having a DVR.
Although 66% skipped commercials occasionally,
that doesn’t appear much different from viewers who
change channels or leave the room.

Mainly, the study concludes, viewers liked being
able to watch TV more efficiently by watching what
they wanted when they wanted to see it.

Bulgrin says the study, conducted for ESPN by

Horowitz Associates, suggests that “the sky is not
falling” on the current 30-second advertising model.
“Generally speaking, commercial avoidance is a sec-
ondary outcome of watching television with a DVR,”
the study says.

And viewers may not want the things. “There are
millions and millions of Luddites in this country,” says
Bulgrin. “The majority of homes in the country don’t
intend to use either VOD or DVR technologies.”

Indeed, the test had so much churn because some
people had trouble working the TiVo technology and
many concluded they just didn’t care. (Personal issues
were another factor.)

ESPN identified DVR viewer types
but—except for the warrio—B&C came
up with the names:

THE SKIPPERS

These viewers purposely record a program
so they can miss the first 20 minutes or
so and then catch up by fast-forwarding
through the commercial breaks. ESPN
found the skipper to be in the minority of
DVR users.

Fans of: Possibly anything

0dds they skip commercials: High

THE ADDICTS
They record the programs as initially aired to ensure

Artie Bulgrin

they don’t miss them. Most of their DVR viewing is
done the day the program aired, and they’re most likely
to have been the first on the block to record programs
with a VCR.

Fans of: Soaps, talk shows, reality programs

0dds they skip commercials: Low

THE WARRIORS

Watching over the weekend, these viewers catch up
with TV they missed during the week. The warriors
want to be current, at their own pace.

Fans of: Prime time dramas

Odds they skip commercials: Even

THE MARATHONERS

These are the viewers most feared by advertisers.
They gather large numbers of programs and then blast
through them in blocks, often in fast-forward mode.
Fans of: Talk shows, cooking shows

0dds they skip commerclals: High—and they
skip dull parts of shows, too.

THE SQUIRRELS

These viewers record favorite programs
and movies and save them for a rainy day.
Fans of: Movies, children’s programming
Odds they skip commercials: Low

THE TIME-TRAVELERS

Busy traveling executives use DVRs to
catch up on their favorite programs once
they’re back home.

Fans of: Anything

0dds they skip commercials: Depends on how backlogged
they are. I
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Telco TV: Smaller Is Quicker

Two Southern phone companies are almost ready to deliver video

hile telco gi-
ants grapple
with the chal-
lenges of de-
livering TV
over telephone
lines on a
massive scale, two relatively tiny telcos
in the deep South are already racing
ahead with video delivery. Within a
matter of months, the Farmers Tele-
phone Cooperative in Kingstree, S.C.,
and Progressive Rural Telephone in
central Georgia plan to begin
offering TV to subscribers—
over existing copper phone
lines. Farmers has 60,000 cus-
tomers; Progressive has 5,500.

Meanwhile, behemoths like
Verizon and SBC don’t expect
to be able to send video over
their expensively upgraded
fiber-optic lines until the end
of the year or later.

What makes the little guys
so nimble? Internet Protocol
television (IPTV) technology, |
which facilitates the otherwise
impossible task of sending
TV over copper phone wires. |
IPTV works because it is
more bandwidth-efficient than
traditional cable-plant tech-
nologies. It sends out only the
requested channel, whereas a
traditional cable system sends
the entire lineup, requiring
much more bandwidth.

NARROWER PIPES, MORE CONTENT

Farmers and  Progressive

will take slightly different
approaches to their IPTV-
powered services. The former will use
MPEG-4 Advanced Video Codec (AVC)
technology, a next-generation video-
compression technology, while the latter
will deliver MPEG-2 video signals over
ADSL2+ lines.

IPTV is already being used by a num-
ber of telcos in the U.S. (SBC and Bell-
South both plan on using it for their video
rollout), but the use of MPEG-4 AVC
makes Farmers’ deployment unique.
The technology, which still has some
technical developments remaining to be
achieved (like MPEG-4 set-top boxes),
promises to transform the industry by
making it possible to distribute and store
digital video with at least double the ef-
ficiency of current MPEG-2 technology.

Content owners will be able to cut
storage costs in half, while those distrib-
uting content will be able to send it out
over narrower pipes or send out much
more content.

By Ken Kerschbaumer

Robin Coker, Farmers’ chief marketing
officer, says the company will send three
video streams to member households so
each can have up to three TV sets receiv-
ing IPTYV signals. Not bad for a coopera-
tive that found the idea of laying coaxial
cable over its 3,000-square-mile service
area prohibitively expensive. Until a few
years ago, the idea of using IPTV instead
of coaxial also was a non-starter, because
of “last- mile” problems getting signals
to homes from the nearest distribution
point. The new system will be able to

What makes the little guys so nimble?
Internet Protocol television technology.

send video from more than two miles
away, greatly simplifying the process.

Coker says the rollout is expected to
be completed by late fall.

Both Farmers and Progressive say
their pricing for TV content will be com-
petitive with cable. It isn’t the only cable
turf the phone company is invading. “We
also see ourselves transitioning the voice
service to an [P-type network in the next
three to five years,” says Coker. Time
Warner Cable, with which Farmers will
compete, declined to comment.

Farmers will use Tut Systems’ Astria
Content Process system and its MPEG-4
AVC codecs to send standard-definition
video over digital subscription lines
(DSLs) and high-definition TV content
over Asymmetrical DSL.

“The chassis will do everything,” says
Tut Systems VP Craig Bender. “It will
ingest the satellite feeds, both analog and
digital, and then stream the content to the

viewer using the MPEG-4 AVC codec.”

Tut Systems is the systems integra-
tor for Farmers’ project, providing the
satellite dishes, receivers and servers
for Emergency Alert Systems, caller-ID
technology, middleware for VOD menus
and programming guides, and other gear.
Bender says the cost of an IPTV system
can start at $1 million and increase de-
pending on the capabilities required.

IPTV isn’t without challenges. Be-
cause it sends only one stream of content
at a time, there is a slightly longer delay
when a channel is changed.
The set-top box has to send
a request for the channel and
then receive the video pack-
ets and reassemble them into
a channel. How quickly that
task is done relies on the set-
top box and software. First-
generation MPEG-4 AVC
set-top boxes are still being
manufactured, so it is not
known how long changing a
channel will take.

MORE TRADITIONAL ROUTE
While Farmers deploys next-
generation technologies, Pro-
gressive is going the more
traditional MPEG-2 route. It
will use SkyStream’s Media-
plex-20 headend to deliver
IPTV and music content
across its access lines.

Mediaplex will help the
system deliver a service
that includes 141 TV net-
works, six local channels
and 35 music channels. [t
is expected be available in
August—and the company
thinks it will find customers quickly:
Larry Stevenson, central office super-
visor at Progressive, says the rural tel-
co completed a survey of its existing
customers and found that more than
80% of respondents were interested in
replacing their current TV service with
one from the local phone company.

Indeed, Adi Kishore, Yankee Group
analyst, media and entertainment strat-
egies, says that, while smaller, rural
telcos have a disadvantage in terms of
available capital and the ability to get
the best rates for cable networks, they
do have one advantage: Odds are, the
local cable system, even if it’s owned by
a large cable operator, isn’t technologi-
cally cutting-edge.

“Because the return on investment is
the lowest in those markets, they tend to
not have whiz-bang services,” Kishore
says. “And older cable plants tend to
have less satisfied customers.” ll

MACRO MICROSOFT

Supercomm 2005 last week in Chicago
attracted approximately 28,000 attendees
from the telco and cable industries. The
hot topic of the show was Internet Protocol
television (IPTV), and Microsoft took the
opportunity to announce several deals, all
involving IPTV technology. Scientific-Atlanta,
Motorola, Tandberg and Harmonic said
they will work with Microsoft to make their
products—which include encoders, decod-
ers, set-top boxes and other transmission
gear—compatible with Microsoft's IPTV
Edition software platform. The platform
uses MPEG-4 Part 10 and VC1 to double
the picture quality and number of channels
that can be delivered to viewers.

A PRONOUNCED IMPROVEMENT
AgileTV, a leader in developing the
technology for voice-activated chan-
nel-changing, has signed a deal with
SeaChange International for a new voice-
activated search and navigation tool
called Promptu for video-on-demand ser-
vices. Compatible with Motorola set-top
boxes, the system is already in technical
and marketing trials in certain markets.
Instead of having to drill down into VOD
menus and submenus, users will be able
to find a program by simply speaking

the name of the program, network, actor
or sports team into the remote. Yvette
Kanouff, corporate VP of strategic plan-
ning for SeaChange, says that, with VOD
libraries growing into the thousands of
hours, simple access is vital to subscriber
happiness. The server-centric voice-
recognition service has a database of
more than 100,000 phrases, and AgileTV
claims voice recognition exceeds 90%
accuracy.

KRAFT EAGER FOR AVID

Kraft Sports Productions, the production
company for the New England Patriots
and other Kraft-family businesses, says it
will use Avid digital post-production tools
to produce football TV shows, including
Patriots: All Access, a weekly series seen
on ABC affiliate WCVB Boston. The com-
pany will use an Avid Unity MediaNetwork

Avid's Media Composer Adrenaline

shared-storage system, an Avid AirSpeed
system for ingesting video material, and an
Avid XPress Pro and Avid Media Composer
Adrenaline system to handle editing and
finishing. Kraft Sports says the new system
will remove the need to shuttle tapes back
and forth between editing systems, speed-
ing up the production process.
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THE PRIME TIME RACE
Top 10 Basic Cable Shows
[ Way 30-June 5|

PROGRAM
1L Nll-i: ﬁeaﬂs. Pistons
% 2.‘NBA: Pislons;s._lleat =
’ -3? PEAECRR Nexie—ICup Race
) 4? NIFS;urs‘ vs.ans n
5. Thed)
6. N3A: Heat vs. Pistons
1. WWE Raw 10p
_’l. Law & Order 9p
9. Law & Order 10p
9. ¥v: Spider-Man

PROGRAM

L NBIVNea} ¥s. Pistons
_ L NBA: Pistons vs. Heat

3. BASCAR Nextel Cup Race
:1 FBESﬁurs vs. Suns

15! WWE Raw 10p

5. NBA: Heat vs. Pistons

1. The 4400

8. Mv: Spider-Man

9. \W_E Raw -99

10. Deadliest Catch

10. AW/RR Challenge {rfermo

DATE
5/31
6/2
65
61
i
6/4
5/30
30
/%
6/5
D ITE
5/31
62
6/5
60
5/30
6/4
§/5
6/5
5/30
5731
5/30

TBS
SPIK
DISC
MTY

18-49
32
12

30
28
u
21
26
25
23
20
20

SOUREE: Turner Entertainment Rersearch. Nielsen Media

Research

Broadcast Networks

WEEK
LCBS 64
2. NBC X 54
3.h8C 48
40K 31
5. PN 19
5. WB ) 18
1. PAX 04
WEEK
L NBC 1
2 MBC 30
2. FoX 30
408 29
5. WB 13
6. UPN 12
1. PAX 02
Top 10 Broadcast Shows
Lt 0
'2_ Dancing With the Stars ABC
3, CSI: Miami (8BS
4. Without a Trace CBS
5. Two and a Half Men CBS
6. 48 Hours Mystery Tue 0BS
1 [verybody Loves Raymond C8S
8. 60 Minutes CBS
Y, NCIS Tue 9p CBS
10. Law & Order: Criminal Intent NBC
19. CSE: NY CBS
: L Hit Me éaby One More Tme ¢ NBC
"2 Dancing With the Stars  ABC
3.C81 c8s
4. CSI: Miami CBS
5. Family Guy FOX
5. Without a Trace CBS
1. Two and a Half Men CBS
8. Eve}ybo;{y Loves Iiaymond ~CBS
9. Wells Kitchen FOX
9. 48 Hours Mystery Tue CBS
9, CSI: NY CBS
9. House FOX

SOURCE: Nielsen Media Research

ALs

ST0
90
1
10
66

3

05

ST0
46
48

53

51

L8
02

WEEK
10.6
103

9.6
95
87
83
81
19
18
1
16

WEEK
61
5.5

Poc

NIELSTEN MAY 3 0-JUNE 5 RATINGS
IFOX|

MONDAY

Ik

NBC

P:X

®

TL NBA Gametime Z1.Still Standing 5.0/9 1100. One on One
58 Fear Factor 3.6/6 | 49.Nanny 91t 41/7 | 125. Extreme Fakeovers 021
30.Listen Up 4758 [100.Cuts i)
1.Everybody Lys Raymnd 7.4/12 TR il 91. Girtfriends 1572 o
30, NBA Playoffs—Phoenix S Hell's Kitchen e a th Heaven
e i ] 5.Two and a Half Men  8.0/13 | 15.S4th Annual Miss Universe 253768 Gonscieatiols GHiator: 100. Hatf and Half 142
vs. San Antonio Spurs  4.7/8 - g i Private 1st Class D aT.
agean
3.6SI: Miami 8815 Doss 021

47.My Wife and Kids

TUESDAY

9L Al of Us

12.NCIS 6.6/ 43.Trading Spouses 437 | 125. Lie Detector o <4 94.Gilmore Girls 1673}
49.George Loper wn 88.Eve 1873 | ‘
31 According to Jim a7 54.NBC Movie of the Week-— 88, Britney/Kevin: Chaotic LMT |

a.NelS S 0 KT B 2 House 538 | 125 Cold Turkey 02— | & Gilmore Girls 19
7. According to Jim 57 Traffie 19/6 109. Bad Girls Guide 2|
43.Blind Justice 43/7| 6.48 Hours Mystery 1613 115. Diagnosis Murder 051

WEDNESDAY

1973

67. That ‘70s Show 36 100. All of Us 1472 |

21 Supernanny S5/10 | 25.60 Minutes Wednesday 52/9 120. Doc i ——— -— 82.Beauty and Ceek’ 1072

19. The Eagles Farewell Tour 67. That "T0s Show 35 9. Eve L673
i g 33.King of Queens 461 5.6/9 | 62.That "70s Show 335 |

2imghg ety L 15.Sue Thomas, FB.Eye  0.51 | 106, Kevin Hil 1272| 97.Smallvile 1572

45| 43 Yes, Dear 431 62. That 705 Show 135 |
19. Lost 5.6/9 | 10.CSk: NY 1012 | 14.Law & Order 6.4/11 115. Diagnosis Murder 051

THURSDAY ’

49, Will & Grace

(87

|

84. Blue Colfar TV

3 ;BC Thmg:"' MevAie ofl the 12 Cold Case 6.6/12 T T 84.The 0.C. 21/4 | 123 Young Blades { it A A DD R
leek—Chartie’s Angels — — mackdown! r———- —
W s g 1 e Sabr Gne More T';“;/g £2.The 0.C. 224 | 88 Beauty and Geek wj
: 12 Disgnosis Murder 071
28. Primetime Live 4.9/8 [ 4.Without a Trace 8715 B.ER 46/8
FRIDAY

L8 Simple Rules 29/6 115, America's Most Talented Kids 109. What | Like About You 1172
— TL Joan of Arcadia 29/6 T — . ——
71.Complete Savages  26/5 e - 76.Fox Movie Friday—Glass 0571|106 UPN's Movie Friday—Chill | 106. What | Like About You 1272
— - ateline _ -
67. Hope & Faith /6 House 215 Factor 1272| 91 Reba L3
- 60.JAC 156 e
Ti.Less Than Perfect 25/5 120. MCM Night at the Movies— 97. Living With Fran 3
30.Law & Order: Trial by Jury Chance of a Lifetime 0411
17.20/20 S8/11 | 33 Numb3rs 46/9
4119
SATURDAY
5(1
! o T5.Cops 28/6
old Case N Nigh
80. Wonderful World of Disney— e MBC_S“"'::' G" : LT 3.6/1{ 123 Universal Family Movie— i S
. —— ovies——The General 5  Tan Tint indicates winer
Bambi 255 i Daughte 32/ | 54 America's Most Wanted: Batteries Not Included 0.3/1 £
52. Crimetime Saturday ~ 4.0/8 L .
America Fights Back  3.9/8
SRS B 23.48 Hours Mystery 53710 | 56.Crossing Jordan im 125, Faith Under Fire o
Yideos 116
SUNDAY
0.6/1 )
| 86.Malcalm n the Middle 2.0/4 | 120, America’s Most Talented Kid
65.Dancing With the Stars 32/6 | 5.60 Minutes 2214 L= Lt B 111 Charmed 091
71. King of the Hill 2.6/5 041
— 33 Dateline NBC 46/9 el T et
. The Simpsons i
e L 115.Doc 051 105, Charmed 12
Edition 189 52 The Simpsons 4017 J
| - Crimi 3. Family Guy Ty
25.Desperate Housewives 5.2/8 e TS T S e 112 Sue Thomas, FB.Eye 071 100. Steve Harvey Big Time 1472
458 1001 56 American Dad 36
31.Grey's Anatomy 458 15. Crossing Jordan 6.1 112 Diagnosis Murder 0in
Averages
Week I (X7} 1200 499 34/6 bin un 1"
S0 | a0 [¥ET s4 $010 ] o 2204 221

KEY: Each box in gnd shows rank, program, tola-household rating/share « Blue bar shows tota-household rating/share for the day « Top 10 shows of the week are numbered in red « TV universe estimated at 109.6 million households; one rating point is equal to 1,096,000 U.S. TY homes
oTan tint is wmer of time slot » (NR)=Not Ranked: rating/share estimated » *Premiere « Programs less than 15 minutes i length not shown #S-T10 = Season to date SOURCES: Nietsen Media Research, CBS Research o Compded by Kenneth Ray
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Lyle’s Reality: A Channel To Program

Fine-tunes unscripted fare on new Fox cable network By Anne Becker

rom Australia to America,
he has heard it called
“factual entertainment”
and “emotainment” and
“lifestyle programming.”
But to David Lyle, it’s all
reality TV.

The Sydney native just launched Fox
Reality Channel as its COO/GM, bring-
ing to the role more than 25 years of
experience developing unscripted shows
around the world, along with a personal
fascination with the genre.

*“I don’t think anyone’s ever left school
saying, ‘I want to get into reality televi-
sion,”—except for him, Lyle says. “To
me, getting the chance to work in reality
television was a dream come true.”

That might sound like an unlikely
aspiration, but not after you hear him
describe his family life while growing
up, which was TV-intensive even by
contemporary standards. The television
set was often on and usually tuned to
U.S. fare, he says, and family talk fre-
quently centered on the tube.

“If you didn’t know who the third ac-
tor on the left was, you were just out of
the conversation,” he says.

After a brief stint in mining upon
graduating from Sydney University with
adegree in geology in 1972, Lyle moved
into Australian TV, first as a researcher,
then as a writer and producer for talk
and entertainment shows. At Sydney’s
Nine Network, he created quiz shows
and original unscripted fare, in addition
to executive-producing the local Today
show. He later became head of develop-
ment and acquisitions for the network.

“The key to reality
success is emotional
reaction: laugh, gasp

or cry.”

DAVID LYLE,
FOX REALITY CHANNEL

LAUNCHED ‘AMERICAN IDOL
While working as a segment producer
in the 1980s, Lyle put his TV-soaked
upbringing to use by moonlighting
Thursday nights on a two-hour radio
quiz show in which he tried to best call-
ers on random TV trivia. “The Brady
Bunch kids, Roy Rogers’ horse,” he
says. “All this trivia you don’t ever set
out to learn just lodges in your head.”

As he rose in the ranks at Nine,
Lyle at one point worked under inter-
national-TV vet Sam Chisholm, who
taught Lyle a mantra he still tries to
follow: “Winners have parties, losers
have meetings.”

Lyle moved to London in 1999, going

to work for production company Pearson
Television, where he coordinated inter-
national projects and bought U.S. and in-
ternational unscripted fare as worldwide
head of acquisition and development.

He jumped into the U.S. market in
2001 as president of entertainment at
FremantleMedia North America, where
he launched American Idol and produced
reality shows for a slew of broadcast and
cable networks.

“People’s responses are the same the
world over,” Lyle says.
“The key to reality suc-
cess is emotional reac-

DAVID LYLE
C00 and General Manager,
Fox Reality Channel

B. July 1, 1950

EDUCATION
B.S. geology and geophysics,
Sydney University, 1972

EMPLOYMENT

Channel 10/Nine Network:
researcher/segment producer, Mike
Walsh Show, 1976-78. Sydney
Radio 2GB: producer/program
director, 1979-80. Channel 10:
producer, Michael Parkinson Show,
1981-83; executive producer, Star
Search, 1984-86. Nine Network:
executive producer, Today and
other programs: 1986-94; head,
development and acquisitions,
1994-99. Pearson Television:
worldwide head, acquisition and
development, 1999-2000; president
of entertainment, FremantleMedia
North America, 2001-04; current
position since January

PERSONAL
Married; three children

tion: laugh, gasp or cry.”

Now Lyle is heading up Fox Reality,
which launched last month on DirecTV.
The network is now in 18.5 million
homes through deals with DirecTV,
Dish, Cox, Adelphia and Insight and
aims to be in 23 million to 25 million in
the next couple of months.

Lyle is targeting an 18-34 audience
with familiar acquired shows (Last Comic
Standing, The Swan) beefed up with be-
hind-the-scenes footage or commentary
by ex-contestants. With
other cable networks
increasingly presenting
themselves as competi-
tion for off-net rights to reality shows,
Lyle is hunting down “the best shows at
a realistic price,” no pun intended, buying
10%-15% of them from overseas.

He plans to launch a weekly reality
recap show in the fall and an original
series by next year. He’s still mulling
ideas for the show but wants it to be
“proud to be a reality show”—meaning
cameras trailing a celebrity are out.

“TEARS, PAINT AND TEARS”

Lyle says he’s “a little distressed” at the
lack of funny reality shows on TV now.
He notes a growing preference for self-
contained episodes (save, of course,
for the ultimate arced show, Idol) and
a glut of both documentary-style and
aspirational reality shows, like ABC’s
successful Extreme Makeover: Home
Edition, which he describes as a cycle
of “tears, paint and tears.” Lyle, who
worked on a version of the show in
Australia called Our House, says, “Odd-
ly enough, the public will watch it week
after week, almost frame for frame—dif-
ferent renovations, different tears.”

Lyle “has got the same enthusiasm
for reality television as its most loyal
fans,” says Tony Vinciquerra, president/
CEO of Fox Networks Group. “He’s the
perfect person to get this channel up
and running, and we’re very fortunate
to have him on our team.”

Lyle’s hobbies include hiking and
surfing, although he prefers riding the
waves in Australia (in the U.S., his surf-
ing tends to be of the channel variety;
he makes a point of catching at least
one episode of each new reality show).

He also likes to paint with watercol-
ors. That should have made him a fan
of the British reality show called Wa-
tercolour Challenge, which dispatched
painters into the countryside to see who
could render the best picture of their
surroundings. But Lyle was hardly riv-
eted: “It was very bizarre—so English,
better than sleeping pills.” So don’t look
for Watercolor Idol on Fox Reality. Af-
ter all, Lyle would rather have a party
than a meeting. B

BROADCAST TV

MIKE MCKINNON JR., VP, broadcast
operations and programming,
KUSI San Diego, promoted to
president/general manager.

BRETT BURKE, national sales
manager, KMSP Minneapolis
and WFTC Minneapolis, named
national sales manager, WBDC
Washington.

JASON EFFINGER, station manager,
WMTYV Madison, Wis., named
general manager, WEAU Eau
Claire, Wis.

SHARON BROOKS BUCHANAN, senior
account executive, WMAQ
Chicago, named account execu-
tive, WBBM Chicago.

CABLETV

At Time Warner Cable: ROGER B.
KEATING, division president, Los
Angeles region, becomes corpo-
rate executive VP upon close of
the Adelphia deal; WAYNE D.
KNIGHTON, president, South Caro-
lina division, promoted to corpo-
rate executive VP, operations.

At Cablevision Systems Corp.,
Bethpage, N.Y.: DAVE PISTACCHIO,
executive VP/chief information
officer, Rainbow Media Enter-
prises Inc., Jericho, N.Y., named
executive VP/general manager,
business telecommunications
services division, Lightpath,
Bethpage; BARRY FREY, founder,
Next Level Media & Marketing
LLC, named senior VP, advanced
platform sales; ED RENICKER, senior
VP/general manager, New York
Interconnect, Bethpage, promoted
to executive VP/general manager.

PROGRAMMING

At NBC Universal, New York:
ALLISON GOLLUST, VP, NBC News
communications, promoted to
senior VP; WILLIAM BARTLETT, VP,
executive communications, pro-
moted to senior VP.

At Univision Communications:
ANDREW W. HOBSON, senior executive
VP/chief strategic officer, adds
chief financial officer, Los Ange-
les; CRISTINA SCHWARZ, VP/general
manager, television group stations,
New York, named VP, government
and community relations, New
York; RAMON J. PINEDA, president/
general manager, Univision and
TeleFutura Stations, Phoenix
and Tucson, named VP/general
manager, television group stations,
New York.

At CBS Entertainment, New
York: ROBERT ZOTNOWSKI, VP,
current programs, named VP,
drama series development;
CHRISTINA DAVIS, director, drama

Continued on page 32
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SAVIE THE DATE

SEPTEMBER 7-8, 2005

ATTENDANCE AND ACCOMODATIONS ARE FREE TO LOCAL CABLE AD SALES EXECUTIVES

You are invited...
BE OUR GUEST AT THE FIRST ANNUAL

B miii Q) C A |
CABLEA! SALES
e SUMMITZ

KEYNOTES FOCUSING
ON NEW LOCAL SALES STRATEGIES & IDEAS FOR GROWING REVENUES

OPPORTUNITIES FROM: |
* Video on demand ~ Please join Broadcasting & Cable and Multichannel News on September

. nghtﬂidsigﬁfc