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Rehr View

NAB chief looks ahead

National Association of Broadcasters
President David Rehr wants to sell
the industry on itself. In his first
“state of the industry” address at the
annual convention this week in Las
Vegas, Rehr, a Repub-
lican who was chief
lobbyist for beer
wholesalers. is upbeat
about  broadcasters’
future, especially the
potential of new digi-
tal channels. Dr.
Rehr—he has a Ph.D. in econom-
ics—sat down with B&C to talk
about the challenges ahead and why
he “wouldn’t want to be the cable
people.” Paged

Top 25 Station Groups

CBS still heads the list

TV-station sales are
once again heating up.
B&(C’s annual top-25
list reflects the shift.
How will The CW and
My  Network TV
change price tags?
CBS’ CSI Page 30
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Iron Mike
60 Minutes icon [ . ,
Wallace takes a shot

at B&C’s
Broadcaster of the
Year, Belo’s Jack
Sander, at the

TVB conference.
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MOTORCYCLE ACCIDE!
DEAD, ANOTHER CLINGING TO LIFE

KEARNS FAT /ER CH. * S DOWN SON'S STO!EN SUV

Salt Lake City digital station The Hive simulcasts The
Morning Zoo radio show.

Reel Talk, a movie-review show on WNBC New York’s digital
channel, 4.4

B8J Sams
The Tube runs videos of

bands from The Rolling
Stones to Coldplay.

Local Channel Boom

TV stations hunt for viewers and advertisers with new digital services
By Allison Romano

THV2, a digital news and
weather station in Little
Rock, Ark.

Motor Trend TV, a national digital service, will spotiight hot
new cars, like the 2006 Honda Civic.

ith their traditional business under siege, local broadcasters are look-
ing at digital channels as a way to grow their fortunes. Broadcasters
have already invested billions on the looming conversion from analog

to digital, and they are eager to cash in on additional spectrum with

new programming services. Already, NBC’s Weather Plus channel has
jumped to the head of the pack. and its rivals are launching news and weather chan-
nels to compete. Broadcasters are getting more creative, unveiling local entertainment
channels, music-video networks and even an automotive channel, fronted by Motor

Trend magazine. But will viewers and advertisers tune in? Page 26
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IT’S EVEN HIGHER — MUCH HIGHER — WHEN YOU ADD TH
LARGE UNMEASURED AUDIENCE THAT WATCHES IN
C-SUITES, PRIVATE JETS, 5-STAR HOTELS, YACHTS,




YOY Growth
Worldwide Exchange 5a A13%

Squawk Box 6-9a A43%
Squawk On The Street 9-10a A19%
Morning Call 10-12p A44%
Power Lunch 12-2p A98%
Street Signs 2-3p A62%
Closing Bell 3-5p A27%
Kudlow & Company 5-6p A26%
Mad Money 6p A265%
On The Money 7-8p A49%
Mad Money 9p . 233%

I i)
Big Idea 10-11p 496%
Source: Nietsen Media Research, P25-54:(080), Program Based Time Period Averages vs. year ago {01/30/06-02/26/06; 0131/05-02/27/05).

Subject to qualifications: upon request.

Learn more at cnbecmarketplace.com or call 212.664.6749 FIRST IN

World Radio History




ABC Rethinks ‘Ugly Betty’

Telenovela could end up as a summer '07 strip By Jim Benson

7f & ¥ hen ABC commis-
% ,;X/ sioned Touchstone’s
J Ugly Betty as a once-
' a-week pilot for fal-
" loriginally slated as a

weekly strip—it seemed the network’'s
interest had waned.

But ABC Entertainment President
Stephen McPherson
says he still hasn’t ruled
out the idea of turning the
English-language adapta-
tion of Colombia’s Betty la Fea into a
five-day-a-week summer series.

First. he says. the network must fig-
ure out a way to economically produce
a telenovela strip and still make it work
creatively.

“It could be transformed into that
situation.” he says. “It was initially
considered for the summer. and [ think
it would be great there.”

ABC could also choose to develop a
telenovela format of its own for sum-
mer 2007 or beyond. “We may do one

FAST TRACK

that is not Hispanic.” McPherson says.

Ugly Betty. about an efficient yet
unattractive secretary at a fashion maga-
zine, 1s executive-produced by Salma
Hayek. Jose Tamez, Ben Silverman
and writer Silvio Horta. The cast in-
cludes Vanessa Williams (Wilhelmina)
and America Ferrera (Betty).

After dominating prime
time Latin American and
U.S. Spanish-language
TV viewing for years,
telenovelas have spurred the interest of
American television networks. They
are racing to capture a rapidly growing
markel consisting of younger. second-
and third-generation Hispanics who
are bilingual or speak English as their
primary language.

NBC Universal is developing a
number of concepts for its broadcast
and cable networks derived from its
Telemundo network. including Body
of Desire.

CBS. meanwhile, has several po-
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tential original telenovela-like limited
series in development that would run
twice weekly. And Twentieth Televi-
sion is producing Desire and Secret
Obsessions as five-day. hour-long
strips with 13-week seasons to launch
Fox's My Network TV in September.

Service Offers Clips
From Station Sites

As local broadcasters hunt for ways
to grow their online business. a new
video-syndication service offers a
model to turn stations’ news archives
into a revenue stream.

ClipSyndicate. scheduled 1o be
launched April 24 by broadcast-moni-
toring company Critical Mention. will
distribute stations’ video to non-media
Web sites. So far. Clear Channel
Television has signed on 1o the service.
which allows Web sites 10 access free
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At NAB, the Doctor Is In

ew National Association
of Broadcasters President
David Rehr will take the
stage April 24 to deliver
his first “state of the in-
dustry” address at the
annual NAB convention in
Las Vegas. Rehr, a top Republican fundraiser
and former chief lobbyist for the National
Beer Wholesalers Association
(he prefers diet soda), wants
to sell the industry on itself.
Dr. Rehr—he has a Ph.D. in economics—says
broadcasters need to become better, tougher
advocates for their industry and their politi-
cal objectives. Broadcasters have been too
defensive, he says, and that has to change.
Talking up community service is fine, he

suggests, but the return on that investment
in goodwill needs to be quantifiable in votes
and support from legislators and regulators
on key issues. NAB is building a database
to do just that and has put legislators on
notice that it is keeping tabs via “key vote"
letters to them pointing out that NAB will let
its members know who voted for or against a
crucial bill. Rehr sat down with B&C's John
Eggerton to talk about why he
is upbeat about broadcasters'
future—local content, entre-
preneurial spirit, multicasting—and why he
“wouldn’t want to be the cable people.”

What will be the thrust of your first “state of
the industry” speech?

The big thing is that we cannot be
defensive. that we need to adapt and

video—which comes with ads—or
subscribe and insert their own advertis-
ing. Critical Mention and stations will
split the revenue.

TV stations are trying "o find ways
to monetize clips in the Internet.” says
Sean Morgan. founder/CEQO of Criti-
cal Mention. The appeal for clients.
he adds. is “*Web sites with or without
budgets are jockeying to find a great.
simple solution to rebroadcast clips.”

On Clear Channel’s Web sites. us-
ers watch about 4 million streams per
month. says Jason Gould. regional VP
tor the Internet division. Inergize. But 10
grow. he says. “we have to look beyond
our distribution model.” For example.
ClipSyndicate will target non-profits
and professional associations” Web sites.
“That’s not our area of expertise.”

Clear Channel sees some of its
stories as having national appeal. For
instance. around St. Patrick’s Day. its
Mobile. Ala.. station’s Web site offered
a news story about residents’ seeing a
leprechaun and notched 800.000 video
streams. If the piece went on ClipSyn-
dicate. it probably would have seen
millions of streams.” Gould says.

So far, ClipSyndicate has signed

Continued on page 6
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evolve into the ftuture, and that we need
to go on the offense.

Has the NAB has been too defensive?
It's been somewhat defensive. It's been
kind of like. “Let’s just keep our hands
around the marbles and make sure no-
body takes the marbles. and we’ll worry
about five years down the road five years
down the road.” The problem with that
theory is that. with technology moving
so quickly. with regulation and legisla-
tion changing and evolving. you have 10
think now about: “Where do [ want to be
five or 10 years down the road. and how
do I get from here 10 there”” We have 1o
be more aggressive.

One thing I tell our people is that, for
a long time. we have been really too
nice. The legislators come in. they meet
the local broadcasters. and they talk to
them. The broadcasters are telling them
all these wonderful things they do in
their community, and the legislators say.
“That’s nice.” But what does that mean?
Do we get their co-sponsorship? Do we

Continued on page 25
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Fast Track

Continued from page 4

several subscription clients, including
firechouse.com, an online community
for firefighters. The service will take
relevant clips, which can be found in a
simple, text-based search.
(Critical Mention will use
voice-to-text software to
create a transcript of clips
for easier searches.) Subscription cus-
tomers, such as firehouse.com, will be
able to insert their own banner ads and
pre-roll video. When a Web site takes
free video, it will come loaded with
ads inserted by Critical Mention.

But the service will not be available
to other media companies. ClipSyn-
dicate stations, Morgan says, “‘are not
going to want to watch their clips on
other broadcasters’ or newspapers’
Web sites.”—A.R.

Sci Fi Plans Online
Encyclopedia

In an etfort to increase online ad rev-
enue, NBC Universal's Sci Fi Chan-
nel this week is launching Scitipedia,
a user-generated online encyclopedia
of science-fiction facts, definitions and
terminology. Located on the SciFi.com
homepage, the site will begin with
1,000 starter entries, which fans can
add to or change. Hardcore fans of the

BE 4/24/06

network’s programs, for example, can
elaborate upon episode reviews with
minute details.

“It gives our viewers a place to vent
their enthusiasm,” says Craig En-
gler, senior VP of SciFi.com and Sci
Fi magazine. “We have viewers who
often know more about our
shows than we do.” As part
of its upfront negotiations,
Sci Fi is pitching Scifipedia
to advertisers in movies and gaming,
two categories popular on its TV chan-
nel.

The network also recently launched
a tech blog and revamped its online
magazine.—Anne Becker

Lewd Language OK
For Sitcom Writers

It’s perfectly legal for things to get

a little off-color in a sitcom writers’
room. So says the California Supreme
Court, which on Thursday jettisoned a
sexual-harassment lawsuit filed against
Warner Bros. Television by a former
writers’ assistant on the hit comedy
Friends.

In the court’s judgment, Judge Mar-
vin Baxter writes that, while there was
often lewd language in the workplace
on the show, “the record discloses that
most of the sexually coarse and vulgar
language at issue did not involve and
was not aimed at plaintiff or other

women in the workplace.”

The suit filed by Amaanu Lyle
alleges that, six years ago, she was
forced to deal with harassment based
on the sexually charged language that
was often used in the writers’ room.
She filed the suit after she was let go
from her position, allegedly for prob-
lems with her typing and transcription.

The judgment also points out that Lyle
had been “forewarned™ that she would be
in the presence of “‘sexual jokes and dis-
cussions about sex” before she was hired.
Among her complaints were male writers”
talking about their sexual fantasies involv-
ing the female stars of the show and writ-
ers’ giving graphic depictions of their own
sexual experiences.

“

NAB 2006 Agenda

A s more than 100,000 TV and

£ technology types descend on
£ N Las Vegas for the National

Association of Broadcasters conven-
tion, B&C offers some highlights:

MONDAY, APRIL 24

New NAB President/CEO David Rehr

delivers his “*State of the Industry™
speech at 9 a.m. (Sadly, his former
employer, the National Beer Whole-
salers Association, isn’t donating
freebies). Following Rehr, anchors
Tom Brokaw, Dan Rather and the
late Peter Jennings will be awarded
the NAB's Distinguished Service
Award. ... And with hurricane season
approaching, media execs and safety
consultants weigh in at the Broadcast
Engineering Disaster Preparedness
sessions, running from 10 a.m. to 5
p-m. ... For a brighter forecast, visit the
Winning in the Internet Broadcast
Era panel from 10:30 a.m. to noon. ...
After lunch, NBC News anchor John
Seigenthaler polls other anchors on
what their jobs may be like in 2010
(prediction for Anderson Cooper:

gray hair), and, heading into the Day |
home stretch, station executives reveal
their strategies with My Network TV,
The CW or going independent at 4
p.m. ... Over at the Radio-Television
News Directors Association gather-
ing at the Hilton, new-media execs
help neophytes sort out Internet trends
ranging from podcasting to RSS feeds.
... Before hitting the blackjack tables,
head over to the RTNDA's Paul White
Awards at 7 p.m., where ABC News
anchor Charlie Gibson will be feted.

TUESDAY, APRIL 25

Shake off the cobwebs for a 7:30 a.m.
breakfast with FCC Chairman Kevin
Martin and NAB boss Rehr at the
Hilton. ... Station owners take note:
sessions from 9 a.m. to 11:45 dish on
generating new revenue from retrans-
mission consent, local ad sales and
multicasting. At RTNDA. producers
from the BBC, Current and Yahoo!
contemplate harnessing the “citizen-
Journalist” craze (hey, it’s cheap labor)
for mainstream news outlets. ... At
noon, Anne Sweeney, president of

ABC-Disney Television Group. kicks
off B&C’s TV Masters Lunch, where
she’s sure to talk about the Internet
and iTunes (what’s on vour iPod,
Anne?), followed by a panel of top
station-group news execs. ... Siegfried
& Roy they’re not, but finish off the
afternoon with an entertaining trio of
FCC Commissioners when Michael
Copps. Jonathan Adelstein and
Deborah Taylor Tate delve into the
regulatory topics—indecency! digital
must-carry !—on the minds of every
local broadcaster.

WEDNESDAY, APRIL 26

The roster of panels thins out, so this
would be your window of opportunity
to troll the show floor for the latest
technology trends. But quality events
still remain. The RTNDA releases

its study on what viewers want out

of news at 9: 30 a.m. ... At 10. execs
from Fox Entertainment and Walt
Disney Co. join a trio of technology
representatives on the New Technolo-
gies for Digital Media Distribution
panel. ... And with disaster coverage
on the minds of many news directors,
the RTNDA hosts Department of
Homeland Security Secretary Mi-
chael Chertoff for its closing lunch.

But the court’s ruling points out that
such discussion was in an effort to
come up with storylines and jokes for a
show that “revolved around a group of
young, sexually active adults, featured
adult-oriented sexual humor, and typi-
cally relied on sexual and anatomical
language, innuendo. wordplay, and
physical gestures to convey its hu-
mor.”—Ben Grossman

HBO Shows ‘Big Love’
Some Love

HBO picked up Big Love for a sec-
ond season. The polygamy dramedy
premiered March 12 to an audience of
some 4.6 million, holding onto about
half of its Sepranos lead-in.

That’s about on par with what Dead-
wood earned for its series premiere
coming out of The Sopranos’ season-
five premiere in 2004.—A.B.

Quoth Raven:
$500M for Shows

A&E Television Networks (AETN)
plans to spend more than $500 million
on programming for its network, in-
cluding A&E and the History Chan-
nel, this year.

That was the message to advertis-
ers from AETN President/CEO Abbe
Raven at A&E’s New York upfront
presentation last week, a star-stud-
ded event held in conjunction with
co-owned History Channel at Lincoln
Center. The company said it hopes to
strike an iTunes deal with A&E and
History programming.

The network is developing The Beach,
a reality pilot about Southern California
liteguards. and just greenlighted Sons of
Hollywood, a series about second-gen-
eration Hollywood offspring, including
Aaron Spelling’s son Randy and Rod
Stewart’s Sean. Coming this summer

Continued on page 103
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H D FOR ALL Now all who work in video can afford to work in HD.

Shoot with Sony professional HDV™ camcorders. Or choose CineAlta formats: XDCAM HD, HDCAM or
HDCAM SR™ equipment. Capture and store with Sony recording media. Broadcast w th Sony multi-format
HD cameras, monitors, switchers and recorders. Browse, share and edit HD with ingenious new Sony solutions.

We can also assist you with HD systems consulting, support you with HD Select” system pricing and put
it all together with Sony’s superb team of independent authorized Systems Integrators.

Once the exclusive domain of the select few, HD is now for all. it’s a whole new way of business.
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FITZ DISCOVERED MAJOR TALENTS AND LAUNCHED

THE WEB SITE FOR THE NEWS INDUSTRY BEFORE
THERE EVEN WERE WEB SITES.

BE 4/24/06

Where to be and what to watch...
Monday, Aprif 24

As they say. what happens in Vegas
stays in Vegas. But hopefully. you
can sneak a little knowledge out
of Sin City after the NAB show
this year. Speakers include every-
one from Regis Philbin
1o James Cameron
to Post-Newsweek
Stations Prez Alan
Frank. Tom
Brokaw, Peter
Jennings and Dan
)‘ Rather are celebrated
for their stellar ca-
reers in broadcast-
ing (see story, page
77), and B&C hosts the Technolo-
gy Leadership Awards at the Hilton
(see story. page 47). sponsored by
Harmonic. If you can’t make it 1o
Vegas. there's the BET Upfront at
Manhattan Center Studios in New
York.

Tuesday, April 25

After a few nights of desert de-
bauchery. it’s time 10 start justitying
that trip to Vegas. Toward that end.
B&C presents “Turning TV Content
into Revenue™ over lunch at the Hil-
ton. Panelists include Ric Harris
of NBC Universal, Larry Kramer
of CBS. and Bill Hague of Frank
N. Magid, with Disney-ABC TV
boss Anne Sweeney doing keynote
honors. OQut L.A. way. David
Milch. creator of Deadwood. shares
his wisdom at the Muscum of
Television and Radio
in Beverly Hills.
And in Manhat-
tan, the New (

York Women

in Film and
Television have
breakfast with
Linda Kaplan
Thaler, CEO of
her eponymous ad
agency, at the Society of
[lustrators. Way downtown, it's
the Games & Mobile Forum at
the Museum of Jewish Heritage.
Speakers include Robert Tercek.
CEO of MultiMedia Networks,
and Chris Early, studio man-

ager of Microsoft Casual Games
Group. It's BYOJ (bring your own
Jjoystick).

Wednesday, April 26

Psychics! Superheroes! Space
aliens! See what Sci Fi has in store
for viewers at the cable network's
upfront press lunch. Network
bigwigs Bonnie Hammer, Mark

THE ROBINS REPORT

BY J. MAX ROBINS

Farewell, Fitz

hen the Radio Television News Directors
Association (RTNDA) meets this week
in Las Vegas in conjunction with the Na-
tional Association of Broadcasters (NAB)
convention, one person’s presence will be
sorely missed: Don Fitzpatick.

What a vicious punch in the gut it
was last week when 1 opened the e-
mail relaying the news that Fitz had
passed away April 15 at his home in
Alexandria, La. He was just 56.

Among the news biz cognoscenti,
Fitz was known for his unerring in-
stinct for recognizing breakthrough
talent. Always a techno geek—I say
that affectionately—he used to tool
around the country back in the 1970s.
in a mobile home tricked out with three
videocassette decks recording the local
broadcasters. Working at Audience
Research and Development (AR&D) in
1980, he created what may have been
the first national library of broadcasting
talent.

After leaving AR&D
in 1982, Fitz formed Don
Fitzpatrick  Associates
and, for almost two de-
cades. was responsible for
hoosting the news careers
of hundreds of anchors.
correspondents. directors
and producers.

Virtually every major
TV news  organiza-
tion—studios such as
Paramount, Buena Vista
and King World, as well
as sports outfits like ESPN and CBS
Sports—relied on Fitz's eye to help
them find the right personnel. Mer-
edith Vieira, Jim Nantz, John Tesh and
Leeza Gibbons are just some of the
stars that Fitz plucked trom relative ob-
scurity. “'Fitz always knew who came
through the glass and who didn't.” says
George Case. a veteran news executive
and Fit7’s best pal.

Fitz wasn’t only a pioneer in the
talent business: he was involved in
electronic publishing more than a de-
cade before the Internet became such
an intrinsic part of the industry and
culture. “Fitz was the Web site for our
industry before there were Web sites.”
says Scott Tallal. president of Insite
Media Research, who first met Fitz at
AR&D. where Tallal had to edit all the
talent tape that Fitz had gathered.

You could even say Fitz was a
protoblogger. Back in 1981, using

Don Fitzpatrick

The Source. a precursor to services
like AOL and MSN. Fitz, Case and
the late Ron Tindiglia, another savvy
news pro. would e-mail each other all
the behind-closed-doors dish  from
news outfits across the country. Fitz
dubbed it Rumorvilile, and the e-mail
chain expanded into the thousands.
(Your day didn’t truly begin until
Rumorville landed in your inbox.) It
morphed into the must-read industry
e-newsletter ShopTalk and the Web
site TVSpy. one of the original online
gathering spots for the news industry.

“He would always know everything
first: who was going 1o be hired. who
was going to be fired. and who was
just behaving badly.” says
Case. "Not 100 long ago. 1
told him we should write
a book and call it The
Anchor Chronicles. He
said. "But, George, we'd
have to name names.’ It
never got written; we both
needed to still work.”

Il truly miss seeing
Fitz at RTNDA in Vegas
this week. I'll miss hear-
ing his views on the latest
technologies on the NAB
floor and on the digital
revolution under way in the station
biz. I'll miss buying him a drink
(or three) and getting the latest dish
on back-room machinations at the
networks’ news divisions. 1 wonder
what he would have to say about the
recent ascension of one of his famous
discoveries to the co-host’s chair on
the Today show.

I remember a late-night conversation
in 1989, when we were in Kansas City,
Mo.. for the RTNDA convention. Fitz
told me about seeing Vieira on TV for
the first time. when she was doing lo-
cal news in Providence. R.I. *“You just
knew she would be big.” he said. *She
popped. She was simply three-dimen-
sional. She was there in the room with
you, and you wanted her to be there.”

You. too, Fitz. B

E-mail comments to
berobins@ reedbusiness.com

Stern and
Dave Howe
unveil their
slate at Per
Se in New
York. And
remember.

what happens in
Vegas stays there
only if you keep
video cameras out of the equa-
tion: just ask that Hilton lass. For a
caught-on-video cornucopia. check
out Court TV's premiere of Video
Justice, a tasty stew of stickups,
car crashes and other exhibitions
of human misery assembled by
John Langley of Cops fame. The
spectacle debuts at 8 p.m. ET.

Thursday, April 27

In an effort to help you. dear reader,
get out in front of the upfronts.
Media Magazine offers its Qut-
front Conference at the Yale Club
in New York. Covering topics like
viewer engagement. video-on-
demand and alternative media (did
someone say platforms?!?). the gig
vows 1o shed light on the future of
TV advertising. Out in Hollywood,
you're invited (if you have, ya
Kknow. an invite). to the Daytime
Emmy Nominee Party at the
Roosevelt Hotel. The bash is hosted
by Soapnet and the Academy of
Television Arts & Sciences. and
attire is “*Hollywood
Glam™—so leave the
bengal-striped work-
out pants at home.
Ever a paragon of
Hollywood glam.
Diane Ladd guest-
stars on ER at 10 p.m.
on NBC.

Friday, April 28

For a full dose of gags and shags,
Austin Powers in Goldmember
makes its broadcast premiere on
Fox (8 p.m.). Part three of the
Powers trilogy stars Mike Myers,
of course. along with Beyoncé
Knowles as Foxxy Cleopatra and
Michael Caine as
h - England’s top spy.
Speaking of
high-flying men
of mystery, an
airline pilot
¢host drops
in on Jennifer
1 Love Hewitt in
e ae the season finale
Beyor of the recently renewed
Ghost Whisperer on CBS (8
pm ) Turbulence occurs, so fasten
your seat belt!—Michael Malone

E-muail info for B&C Week to
b&cweek@reedbusiness.com
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Edited by Joel Topcik

he co-creator
and one of the
stars of CBS’
currently
benched
comedy QOut
of Practice
say that reports of the show’s
poor performance—including
some in this publication—
have been greatly
exaggerated.

The freshman comedy.
which launched last fall in the
plush post-Two and a Half
Men slot Mondays at
9:30 p.m. ET, was pulled in
January in favor of Courting
Alex. Out of Practice returned
to the lineup in March, on
Wednesdays at 8, but was
sidelined again
later that month.
Its status is still
undecided.

In the April
17 issue of B&C. a story on
the networks’ fall plans noted
that CBS' New Adventures
of Old Christine has held up
on Mondays at 9:30. where
others, like Out of Practice,
“have failed.”

But Out of Practice execu-
tive producer Joe Keenan
and co-star Christopher
Gorham, who plays Dr. Ben-
jamin Barnes. disagree with
that characterization. They
contacted B&C to point out
that the show’s ratings grew
throughout its run and held

NBC@UNIVERSAL
N’

TELEVISION DISTRIBUTION

L

Out of Practice: Is bad press giving the CBS

sitcom a bum ratings rap?

BE 1/24/06

Wallace chides B&C’s
Broadcaster of the Year.

Two Jacks: Belo's Sander
rethinks Kevorkian decision.

up coming out of its Men
lead-in nearly as well as its
replacements.

“I don’t see how you call
it a failure,” Keenan says.
“CBS made the decision to
bench us fairly early on after
a somewhat rocky start. but
the ratings continued to grow
as it went on.”

On average,

Out of Practice
retained 80% of
Men’s ratings in

the 18-49 demo

last fall, trailing the 82%
retention for Courting Alex
and 90% for Old Christine.
But it did trend up to hit a
season high (a 4.8 rating in
the demo) in its penultimate
original airing on Jan. 9.

“I’m not sure why our
show has been grouped with
Courting Alex as a disap-
pointment, while Old
Christine, until recently, has
been referred to as an undeni-
able success,” says Gorham,
noting Christine’s recent stall
in ratings growth.

When Out of Practice
returned in the spring, it suf-
fered against competitors like
NBC'’s red-hot Deal or No
Deal and was pulled again in
favor of a relocated Amazing
Race. But Keenan maintains
it was knee-capped by a
hopeless time slot and a iack
of promotion.

“We were assured that.
when we returned, the show
would be given a great pro-
motional push,” he says. “But
we heard from a lot of people
that they heard very little
about the show.”

CBS hasn’t given up on the
show yet; there’s a chance it
could return as a midseason
replacement next season
(eight unaired episodes await
their fate). But netwark
spokesman Chris Ender,
noting that CBS does “like
the show a lot,” says that it
was given every chance.

“We sleep very well at
night when thinking about
the support given to each of
the Monday comedies in that

slot,” he says. “If anything,
Out of Practice had more of
an advantage because of the
huge, huge promotional push
we gave to Mondays in Sep-
tember to replace Everybody
Loves Raymond.”

Stay tuned for the show’s
final diagnosis.

Wallace
Settles Score

Mike Wallace may be hang-
ing up his safari jacket, but
the not-quite-retiring 60
Minutes correspondent still
knows how to keep folks on
the edge of their seats.
Accepting a Lifetime
Achievement Award from the
Television Bureau of Adver-
tising at the group’s Annual
Marketing Conference in
New York last week, Wallace
left the audience breathless
when he took a swipe at
the man who had just pre-
ceded him at the podium, Belo

cond Opinion

Corp. Vice Chairman Jack
Sander.

No sooner had Sander left
the stage after accepting
B&C’s Broadcaster of the
Year award with a gracious
speech that celebrated the
First Amendment in broad-
casting, than Wallace stepped
up and said, “I guess I’'m
going to have to be the skunk
in this garden party. but your
Broadcaster of the Year, Jack,
made a bad decision several
years back.”

He then reminded the
stunned audience that, in
1998, Sander had ordered
five Belo-owned CBS
affiliates not 1o air Wallace's
report showing a tape of Dr.
Jack Kervorkian adminis-
tering a lethal injection.

As 1,200 broadcasters
shifted uneasily in their
seats, Wallace the Righteous
became Wallace the Mensch.
Turns out Wallace, who’d
never met Sander before, had
confronted him on this mat-
ter moments before the two
were honored.

“I 1old Mr. Sander before
lunch about my displeasure
over his decision back then,”
he said. *“And he admitted
to me he’d questioned ever
since if he had made the
right decision. That’s the
kind of man Jack Sander is:
big enough to admit he might
have made a mistake.”

The crowd sighed in relief.

Al
ACCEsS HOLLYWOOD Is THE

#1 ENTERTAINMENT NEWS MAGAZINE IN SEATTLE!
L&Y
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Dick Van Dyke's Diagnosis Murder

is an | Network mainstay.
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MONEY TALKS By John M. Higgins

WEEK OF APRIL 13-20

Burgess’ Burden

New lon/Paxson CEO wrestles with debt and ailing TV stations

here’s some good news at Paxson Communications,
which was recently renamed Ion Media Networks.
In the six months since Brandon Burgess took the
reins of the deeply troubled broadcaster, he has
managed to head off the looming threat of a visit
to Bankruptcy Court.

The bad news is that Burgess still
faces enormous hurdles in the financial
train wreck left behind by company
founder and ex-Chairman Bud Paxson.
Now he needs to come up with a pro-
gramming model for lon’s core broad-
cast network—once Pax TV. renamed
I network—and its myriad stations.
Most station executives will, fortunately
for them. never have to grapple with is-
sues like lon’s financial restructuring.
because hardly any are performing so
precartous a high-wire act.

However. broadcasters should care-
fully watch what Burgess does in digital
broadcasting. As with every U.S. sta-
tion, the conversion from analog broad-
casting to digital will give lon several
new channels to play with.

But lon is different in three ways: No
other station group can match its na-
tional reach: no large broadcaster is as
free 10 experiment so aggressively: and
no broadcaster is as desperate 10 make
digital work. But lon needs a plan—and
fast. Even with its recent debt restruc-
turing. lon’s obligations are accumulat-
ing at a staggering rate
of $250 million a year.

lon’s financial condi-
tion and weak pro-
gramming mask its
potential strength. As
B&C’s current tally of
the top 25 station
groups (see page 30)
shows, lon is the third-
largest broadcaster in
the country.

The hst is ranked
using the FCC’s quaint
definition of coverage,
which credits a weak-
signaled UHF siation
with just half the number of homes
in its market. Without that discount,

lon’s 54 UHF stations cover 63% of

the United States, or nearly 69 million
homes. By comparison, the No. 1 sta-
tion group—CBS—covers 43.6 million
homes.

ton’s current distribution is strength-
ened by its ability to demand “must-
carry” status for carriage on local cable

Brandon Burgess, lon Media

systems. But operators aren’t required
to add stations” digital signals. so Ton is
lobbying Congress and the FCC might-
ily for digital must-carry.

For now. lon subsists on a heavy load
of infomercials and religious program-
ming by day and reruns of stale game
shows (Balderdash). dramas (Diagnosis
Murder) and reality shows (/t's «

But lon’s sad position is far from
Bud Paxson’s initial vision of an upstart
network that would become a major
force in television. The co-founder of
the stili successful Home Shopping
Network (now owned by Barry Diller’s
InterActive Corp.) saw lon’s Pax TV as
a network that could challenge the likes
of The WB and Fox.

[nitially. Paxson started snapping
up UHF swtions and programming
them with infomercials and home
shopping. In 1998. he sought to take on
larger broadcast networks by counter-
programming with family-friendly fare.
often with a religious tint.

In the process, he amassed $2.7 bil-

lon’s sad position is far from Bud Paxson’s initial vision
of an upstart network that would become a major force

in television.

Miracle!) by night. DirecTV is threat-
ening to drop the network from its
I8 million subscribers. but it’s holding
off while Burgess works out a program-
ming plan.

Burgess has been approached by ev-
ery major syndicator and numerous
entrepreneurs with programming ideas.
“lreally don’t have a definitive answer.”
he says. "My hope is that we will do
more entertainment programming over
time. It might not be
original”

He passed on affiliat-
ing some stations with
Fox's new My Net-
work TV. because the
network wanted only
a few stations. Industry
executives say lon is
talking to cable net-
works that are looking
for exposure. including
startups  stymied in
securing carriage by
operators.

Burgess is also con-
sidering using some
digital capacity for a data or communi-
cations service. lon expects to set some
of the pieces of a new programming
plan within a few weeks.

Burgess has a big incentive 10 make
it all work. Securities filings show that
his four-year compensation package is
worth $44 million if he can boost lon’s
penny-stock shares to just $2 each.
Right now. lon trades for around $1.

lion in debt and preferred stock that
carried some amazing costs. (Some
notes called for interest payments at a
rate of 12.25% beginning this summer;
some preferred stock accumulates divi-
dends at the rate of 14.25%.)

Burgess tackled the capital structure
first. In January. he refinanced $1.1 bil-
lion. getting more flexibility and delay-
ing maturities from 2008 (before the
industry’s transition to digital in 2009)
1o 2013. His next mission: negotiating
to restructure $700 million worth of
preferred-stock obligations.

In 1999, NBC Universal bougit pre-
ferred stock equivalent to a 32% stake
in lon. plus the right 1o take full con-
trol. NBC U infuriated Bud Paxson by
deciding to instead buy Telemundo and
its stations. FCC station-ownership re-
strictions block NBC from taking over.
but it can still assign that right to some-
one else who might be interested.

“We're very supportive ol what
Brandon’s done to date,” says Bruce
Campbell, who replaced Burgess as
NBC U's executive VP of business
development. “"Next. he’s going to em-
bark on programming aspects.”

While other broadcasters have tip-
toed into digital broadcasting, lon’s
bleak financial situation could spur
more-unorthodox ways to exploit
the new digital channels. That’s why
they're the ones to waich. I

E-mail comments to
Jhiggins@ reedbusiness.com

THE B&C 10
WEEK YTD
BROADCAST TV GROUPS
WEEK YTD
CABLE OPERATORS
WEEK YTD
RADIO

vwm vvm )

CLOSE WEEK YTD

Dow Jones 11342.89 1.8% 5.8%
Nasdag 2362.55  1.6%  7.1%
THE B&C 10

CLOSE WEEK YTD
Cablevision $27.54  0.5% 17.3%
Clear Channel $27.98 -3.2% -11.0%
Comcast 528.53_ 2.3% 11.1%

Disney $27.34  -1.9% 14.1%

EchoStar _§30.65  2.3% 12.8%
Hearst-Argyle  $23.22 -0.5% -2.6%
News Corp. $17.76  -1.1% 6.9%
Time Warner $16.91  -04% -3.0%
Tribune _$2793 -1.0% -1.71%
Viacom $38.68 0.1% -6.9%
GOOD WEEK
Acme $4.87 14.6% 37.2%
Knology $7.50 11.1% 95.3%
Young ~$3.39 10.1%  30.4%
Sony $50.76 7.7% 24.4%
SeaChange $7.63 6.3% -3.4%
BAD WEEK
Crown Media $4.83 -16.7% -47.3%
Emmis $12.77 -14.8% -35.9%
Meredith $51.12  -8.5% -2.3%
Granite $0.11  -8.3% -47.6%

Westwood One $9.57 -8.0% -41.3%

CROWN DOESN'T RULE

-17%
Crown Media’s inability to find a buyer for
The Hallmark Channel made a bad year
even worse. No one was willing to pay the
$1.8 billion asking price for a network that
has terrible affiliation deals with cable and
satellite operators. Crown’s stock fell 16.7%
last week.
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“[THE DAILY BUZZ IS] A GREAT ALTERNATIVE
FOR US TO THE OTHER MORNING NEWS SHOWS.”

LYNN STEPANIAN, CW PLUS

RATINGS 4/3-9/06

Nielsen Media Research

Top 25 Shows
1 33 40
2 3240
3 30 37
4 29 34
5 That £5 " i
6 'y 24 25
T ¢ 23 25
1 23 NA
9 Ton 2 1
10 ) 20 21
u 19 M
2 ! 18 18
13 Judge k 12
B 0 u 2
15 Wil 6 20
16 Male A L5119
- U 1
. lac Sh 1 16
1 ¢ . u u
20_Access Hollyw IR
2 | BRI
2 RIS
20 {0
) fe and Kids_ 8 1
0 13 16
Top Off-Net Dramas

PROGRAM AA GAA
1 & ERES2S
2 & 14 14
3 W u
3 L u
5 06 07

According to Nieisen Media Research Syndication Service Ranking
Report April 3-8, 2006

AA = Live+SD Average Audience Rating
GAA = Live+SD Gross Average Audience

One Nielsen rating polnt = 1,102,000 households, which represents
1% of the 110.2 miflion U.S. TV Households

KA = not available

T | America’s

‘Buzz’ Gets Busy

Young-skewing news show juices distribution By Ben Grossman

@ orning news program The Dailv Buzz is gain-
/5 ing buzz on a daily basis. The young-adult—
' skewing show has cut a deal for carriage on the
new CW Plus group, a collection of small-mar-
ket, cable-only and broadcast affiliates similar
to the former WB 100+ station group. Designed to run from 6 to
9 a.m., Buzz also recently re-upped with the CBS Television Sta-
tions and is now in 138 markets across 39% of the country. Buzz is
looking to bolster its national footprint by pushing a combination
of local and new-media elements.

Buzz has been a joint venture between Emmis Communications Corp. and ACME
Communications Inc. since January 2004. Emmis remains a partner even as it tries 1o
sell its remaining three TV stations. “It’s a great alternative for us to the other morning
news shows.” says CW Plus Senior VP of Programming and Distribution Lynn Stepan-
ian. who moves over from the same role with The WB 100+

Buzz Senior VP of Business Development Dave Ward says his goal is to have 50%
penetration by fall. and he hopes to make a big push between NAB and the upfront sca-
son in May. The former senior VP of programming and marketing for Emmis is trying
10 do 50 by convincing stations of the show’s ability to cater (o I(xah/all()n a big trend
in syndication. Buzz has local weather, traffic and news that can be sold by stations.

“The more lhey localize the show.” Ward says. “the better it works.”

With Buzz giving stations locality in a daypart usually reserved for paid programming
and second-run shows n many markets. it allows them to go after a new pool of ad dol-
lars and pursue wider buys. The
stations usually keep about 365
spots per week in the show.

“The show gives them the news
inventory they wouldn’t have.”
says Stepanian. “It’s three hours
of a different kind of inventory.”

Buzz is promoting itsell’ via
Internet platforms. It produces a
daily eight- to 10-minute origi-
nal show that affiliates can put
directly on their Web sites to sell.
There are also podcasts of Buzz's
first hour shown every day. All are
part of the effort to expand the
show’s reach across the U.S.

The Daily Buzz is now playmg in 138 U S. markets.

CBS Tues 9pm &
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New Drama

drop for many syndicated

- shows for the week ended
April 9, although both The Ellen
DeGeneres Show and Access Holly-
wood showed flickers of light in the
live-plus-same-day ratings.

The time change saw PUT
(People Using
Television) levels
fall by 1 miilion
viewers on average
from the week
before and over
4 million from two
weeks prior.

Ellen was the
only daytime show
that saw week-to-week growth in
household numbers, gaining 20%
to an average 2.4 household rating,
which was also up 20% on the year.

Overall, talk shows were flat or
down for the week and year, includ-
ing the four shows that bested £llen
in weekly household averages: The
Oprah Winfrev Show, Dr. Plil. Live
With Regis and Kellv and Maur.

In entertainment newsmagazines.
Access Hollvwood bucked the trend
to finish up 4% on the week and

13% on the year at a 2.7. Entertain-
ment Tonight and spinoft The
Insider were both hurt by
April 3 preemptions due (o the
NCAA basketball final on CBS. ET
was off 6% on the week (0 a 4.9,
while its spinoft fell 4% to a 2.5.

Court shows were down or flat on
the week, with only The People’s
Court up year-over-year (12%).

Game shows were down as well,
with Wheel of Fortune (down 7%),
Jeopardy! (71%), Who Wunts To Be
a Millionaire (3%) and Fumily Feud
(5%) all oft from the prior week.

[ aylight saving time led to a

Ellen DeGeneres
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CATCH THE VISION OF USDTV.

THE TIME HAS COME FOR A BROADCASTER
CONTROLLED PAY-TV PLATFORM

Fr

Broadcasters Agree Customers Agree
“Joining USDTV is a rare opportunity for broadcasters USDTV is a “word-of-mouth” phenomenon. Over 87%
to shape the way the digital platform evolves midide of our customers have already told or plan to tell their
. friends about USDTV.
the home.
— Jack Abernethy, Chief Executive Officer 73% of customers have
Fox Television Stations already recommended USDTV.

“We've concluded that this business model is very
on-point and responsive to how an important 26%
segment of viewers are using and watching TV.” =

- David Barrett, President and CEQ

Hearst-Argyle Television 7Y3e 'i:

“Our broadcaster-led initiative is prepared to take
advantage of the 15 million households that will be

looking for a TV solution prior to February 2009.” Iy 87% of USDTV
. ; . customers are likely
= Gary Chapman, Chief Executive Officer S G TscasTmEnd 4
LIN Television, Inc. 559% the future.
Very Likely
60%
“I have not seen a model yet other than USDTV samewhetbkely
. . . « . 40%
that will create recurring revenues using our digital ’ 329 Not Very Likely
0
SpeCtrU m.” 20% Not at all Likely
— Ed Quinn, President oo
. . Don't Know
McGraw Hill Broadcasting M

ConStat study conducted January 2006

b
-
'

Join Us and Our Broadcast Partners

wwwit  UUSDTV has always believed that broadcasters have a great opportunity to
. establish their own digital platform in the home-independent of other
providers.

Millions of Americans want a value-oriented TV service like USDTV. The
evidence is that hundreds of new customers in our four markets sign up
every day.

We invite you to join us to provide a new low-cost choice to

Steve Lindsley by I8 =4
Chaiman & CEO consumers and to strengthen the competitive position for

broadcasters across the country.

Sincerely,

=% £

Steve Lindsley
Chairman & CEO

Come visit us at NAB 2006 in Las Vegas
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Front and Center

L At the ARE upfront April 18 in New York, President/CEQ

A&E Television Networks ABBE RAVEN (far right) and Executive
VP/General Manager, A&E Network BOB DEBITETTO (far left)
struck a pose with stars of the upcoming A&E series Sons of
Hollywood (from left) SEAN STEWART, RANDY SPELLING and DAVID
WEINTRAUB.

2. MSNBC and WDSU New Orleans co-hosted and simulcast the
city’s mayoral debate April 17 at the WDSU studio. Shown with
WDSU News Director ANZIO WILLIAMS (left) is MSNBC Hardball
host and co-moderator of the debate, CHRIS MATTHEWS.

3. NAB President DAVID REHR brushes up on some important

SEND HIGH-RESOLUTION PHOTOS AND INFORMATION PROMPTLY
AFTER AN EVENT T0O MECLARKE@REEDBUSINESS.COM.

BE 4/24/06

reading while greeting a B&C reporter for an interview.

4. Cable brass gathered as Showtime Chairman and CEQ
MATTHEW C. BLANK and National Cable Television Association
Senior VP ROB STODDARD were honored at the annual T. Howard
Foundation dinner at Cipriani in New York April 17, Pictured, from
left: NCTA's Stoddard; Sleeper Cell star and host of the evening's
event MICHAEL EALY; EchoStar Communications CEQ CHARLIE
ERGEN; Harlem Children's Zone CEO GEOFFREY CANADA ; Show-
time's Blank; and T. Howard Foundation Chairman SCOTT WEISS.

5. TVB President CHRIS ROHRS (left) and President, Digital
Media & Market Development, NBC U/keynote speaker BETH

COMSTOCK pose with President and CEOQ, Post-Newsweek
Stations, and Chairman, TVB Board of Directors ALAN FRANK at
the 2006 TVB conference at New York’s Jacob Javits Center.

6. Broadcaster of the Year/VP of Belo Corp. JACK SANDER
(left); Lifetime Achievement Award reciplent and veteran CBS
broadcaster MIKE WALLACE ; and Executive VP of TVB ABBY
AUERBACH share a smile at the TVB event April 20.

1. Entertainment Tonight Senior Producer BRADLY BESSEY shares

a laugh with ET Chief Executive Producer LINDA BELL BLUE in Bev-
erly Hills April 19. The two turned up at the Museum of Television

and Radio to celebrate the 25th anniversary of ET.
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Howard L. Lance
Chairman, President and Chief Executive

Harris Corporation
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“We're building the industry’s strongest portfolio of
delivery solutions to drive our customers’ strategic suc

ey

Managing Content. Delivering Results. u ' 4

Harris surrounds your team with the most complete set of content delivery solutions in the industry. Whether
you need post production, graphics, video servers, routers, signal processing, test and measurement, traffic,
automation, ingest software or transmitters for mobile TV, Harris has the solutions you need. Selected as one
of “Forbes’ Platinum 400” best managed companies in America, Harris is driving technical innovations that help
you generate new revenue streams, reduce operating costs, and achieve new levels of productivity. We're the
one source for integrated, open-source solutions designed to help you move content to your consumers.

s® assuredcommunications™
Broadcast ¢ Microwave * RF ¢ Government Systems www. harris.com

World Radio History
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Bill Shaw President/GM
Chris Manning VP/General Sales Manager

(212) 210-5900
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It's N.0. Go

WGNO moves, but tech problems remain By Russell Shaw

‘ n April 12, Tribune-owned WGNO
began a two-day process of moving
into temporary facilities in New
Orleans’ World Trade Center com-

! plex. But then trouble struck. The
station discovered that, in the eight

months since Hurricane Katrina
made its former headquarters unsafe, much
equipment at the old site was harmed—simply
by not being used.

WGNO Chief Engineer Steve Zanolini
estimates the total cost to replace gear in the
“low six figures.” He has been resourceful,
though, buying four pieces of sophisticated
audio and video equipment on eBay for less
than $3,000.

WGNO had expected some damage, but
thought some other pieces were in working
order.

“One of the difficult things no one realizes
is, when you operate TV equipment 24/7 and
turn it off, there’s a great probability it will not
power up again,” says WGNO General Man-
ager Larry Delia. “You have to be prepared
and make the assumption that equipment
will completely fail, and find a replacement
for it

Tribune  knew
that, despite back-
up generators and
UPS (uninterrupt-
ible power supply)
gear, the equipment
stored at WGNO’s
old home at the
New Orleans Cen-
ter would suffer
considerably after
Katrina hit. It’s the
add-ons that were
the surprise sting.

“In  terms of
critical gear, one

trailers. (Within 18 months to two years, Tri-
bune will find an as-yet-unselected permanent
home.)

Expecting to move back into the New
Orleans Center, WGNO originally began
restoring environmental control at the closed
facilities and had heating and air-conditioning
systems with backup generators installed. “We
lost an entire bank of UPS systems, which had
to be replaced right after the storm,” Zanolini
says, “and we had to make sure the equipment
was not subject to rideover failures when the
generators came back up.”

Most of the key studio equipment the station
relied on prior to the storm was housed in the
old facility. But the building’s owner termi-
nated all the leases, so WGNO had to move.

The equipment failures before and after
the move were not so much unexpected as
undetined.

“Up until [the move to the Trade Center].
this equipment lived in a controlled environ-
ment.” Zanolini says. “With any changes
within that controlled environment, you could
anticipate failure.”

Technology manufacturers routinely list a
safe-operating-
temperature range
for their gear. “Ex-
cessive heat and
humidity are the
two environmental
influences that can
shorten the life of
any equipment.”
says Zanolini, re-
calling that, when
he and co-workers
went 10 the New
Orleans  Center
right after the
silorm to assess
damage, the tem-

of three studio New Orleans’ WGNO is mostly settled in, after costly equiﬁnent perature was in the

cameras that was Problems.

moved over here

is still not operable as of today,” Zanolini said
last week. Also, a character generator failed.
With a list price in the range of $15,000, the
fix for that was finding another unit at one of
Tribune’s 25 other stations.

Zanolini says that, otherwise, a lot of finger-
crossing was going on until new gear arrived.

He had to rush-order additional equipment.
“My FedEx bill was outrageous, and we had
a window of 22 hours [to make it work],” he
says of the actual equipment move.

The move to the Trade Center temporarily
ends the ordeal of WGNO and sister station
WNOL, both of which had been working out
of two 2,400-square-foot doublewide rental

90s, and so was

the humidity. Even
equipment that is turned off can suffer from
extreme heat and humidity.

A week before the move to the temporary
quarters, the station did a final check of the
equipment it expected to be in working order.
WGNO put several suppliers on standby in
case rush equipment was needed.

Nonetheless, when the move was made,
engineers were surprised that more gear was
inoperable than they had anticipated.

“In terms of preventive maintenance, the
right thought process and application was in
place,” Zanolini says of the broken gear. “Still,
the reality is, a lot of this equipment shut down
because the elements took their toil.” B
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Microsoft® in Broadcast and Film

Enabling People-Ready Business




CONTENTS

LETTER TO OUR CUSTOMERS AND PARTNERS

Welcome to Microsoft’s brochure for Enabling People-Ready Business for the broadcast and film industries.

We want to share the latest in Microsoft® solutions as well as real-world examples of how the industries are
implementing Microsoft technologies and solutions to ready their systems, workflow, and people for the transi-
tion from analog to digital content production, distribution, and consumption.

Last year, at NAB2005, we showcased Microsoft Connected Services Framework, an end-to-end scenario for
the broadcast and film industries, and announced Sony Pictures Entertainment as the first company to deploy
this ground-breaking solution. Since then, we have seen an expansion in worldwide adoption of Connected
Services Framework and Microsoft technologies with industry customers, including BBC, EMI, MediaCorp, and
Technicolor. We are excited to share with you how these customers are benefiting from Microsoft solutions
and technologies.

We are seeing a similar trend with our industry partner ecosystem. Independent software vendors and systems
integrators in the broadcast and film industries have increased their investment in Microsoft products and tech-
nologies to deliver new services and solutions for their customers. In this issue, read about the innovative new
offerings from OmniBus Systems, North Plains, and Infosys.

Learn about our latest technology showcase, Microsoft Rich Media Collaboration Services. Rich Media Collaboration
Services provides a platform for integrated and optimized collaboration of documents and rich media content across
PCs and Macs. Rich Media Collaboration Services is being showcased at NAB2006.

We hope you enjoy hearing about our customer and partner successes and about Rich Media Collaboration Services.
We look forward to seeing you at NAB2006 to discuss the exciting opportunities primed for our industry and share
how Microsoft technologies can help you advance your business.

Sincerely,

rerabuy

Maria Martinez
Corporate Vice President, Communications Sector
Microsoft Corporation
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Microsoft Thanks our Media & Entertainment Partners

>
accenture

www.accenture.com

Panasonic

www.panasonic.com

Dightsline.

www.rightsline.com

Resource Management Software

www.scheduall.com

"Ti TATA

www.tata.com

SONY

WWW.SONy.com

CMNEBUS

OMNIBUS SYSTEF

www.omnibus.com

sync/cast

www.synccast.com

esla

<(. ) technologies

www.artesia.com

north plains

sysl e m s

www.northplains.com

www.xytech.com

= TELESTREAM

www.telestream.com

AMD (1

www.amd.com

avanade

www.avanade.com

Avid

www.avid.com

[}

invent

www.hp.com

Infosys

www.infosys.com

g;INTERWOVEN

www.interwoven.com

- © 2006 Microsoft Corporation. All nghts reserved. Microsoft, Excel, DirectShow, InfoPath, Internet Explorer, MSN, NetMeeting, Outiook
M’c’oson PowerPoint, SharePoint, Visual Studios, Windows, Windows Media, Windows Server, and Windows Vista are either registered trademarks or
trademarks of Microsoft Corporation in the United States and/or other countries. All other trademarks are property of their respective owners
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03 EharePoint
Portal Server 2003

Microsoft Office SharePoint
Portal Server 2003:

Microsoft Office SharePoint Portal Server 2003
is an intelligent, enterprise portal that pro-
vides a central place to access, manage, share,
and interact with relevant information, docu-
ments, applications, and people. It enables
quicker and better decisions, more effective
sharing across teams, and more streamlined
business processes.

SharePoint Portal Server 2003 enables you to
seamlessly connect users, teams, and knowledge
by means of a familiar, integrated user experi-
ence and mainstream platform so people can
work more efficiently. It offers:

+  Access. Individuals and teams can find
and analyze relevant, enterprise-wide
information.

+  Collaboration. Individuals, teams, partners,
and customers can collaborate and share
information easily.

+  Flexibility. SharePoint Portal Server, which
builds on the strengths of Microsoft Windows
Server™ operating system technology, is
easy to deploy, customize, and manage.

DS MOm?fdfce SharePoint

Server 2007

Microsoft Office SharePoint
Server 2007:

Improve organizational effectiveness with this
integrated suite of server applications. Microsoft
Office SharePoint Server 2007 provides com-
prehensive control over electronic content,
accelerates shared business processes, and facili-
tates better-informed decisions and informa-
tion-sharing.

Manage and Repurpose Information Assets
Boost your content'’s value by providing
comprehensive control over documents and
electronic content such as Web pages, PDF files,
and e-mail messages. Organizations can store
and organize content in a central location, and
users have a consistent mechanism to navigate
and find relevant information.

Make Better-Informed Decisions Through
Centralized Access to Information

Provide a single, integrated location for
employees to efficiently find organizational
resources, access corporate knowledge, and
leverage business insight in order to make
better-informed decisions.

Create live, interactive business intelligence (BI)
portals that assemble and display business
information from disparate sources. The
Centralized Report Center sites give users a
single place to find the latest spreadsheets,
reports, or Key Performance Indicators (KPIs).

With offline access to Office SharePoint Server
2007 lists and document libraries, you can free
yourself from the limitations of corporate net-
work connectivity.

Share Business Information Internally

and Externally

Simplify and help boost the security and ef-
ficiency of collaboration and knowledge sharing
within and across organizational boundaries.

With smart, standards-based, electronic forms-
driven solutions, you can collect business
information from customers, partners, and
suppliers through a Web browser. Lightweight
Directory Access Protocol (LDAP) integration
and support for other pluggable authentication
providers makes it easier to implement extranet
SharePoint environments, improving connectiv-
ity outside your organization.

19



PEOPLE-READY BUSINESS

Microsoft Products

A SPECIAL ADVERTISING SUPPLEMENT TO BROADCASTING & CABLE

A Glimpse into Some of the Products that Support a People-Ready Business for Broadcast and Film Industries

l.. ' Windows Vista

Windows Vista: Move to a More
Efficient Platform

“Windows Vista is the biggest upgrade to the
ubiquitous operating system since Windows 95,
states Microsoft CEO Steve Ballmer.

Increase Mobile Capabilities

Distance no longer matters. Windows Vista™
operating system incorporates new solutions that
benefit mobile or remote users.

To facilitate collaboration, up to 12 users can
interact regardless of physical location. The
peer-to-peer solution allows employees to
pool resources, even without access to the
corporate network.

Up-to-date data is critical to a mobile worker.
The Windows Vista Synchronization Manager
allows users to coordinate information seam-
lessly between online and offline states, and
provides them with local copies of files that will
be automatically synchronized when a connec-
tion is available.

Enhance Information Sharing

Experience unparalleled access to information.

By integrating Internet search results, Windows
Vista delivers the core of an information man-

agement platform.

Smart document repositories, central access
to content, and shared processes puts data at
your employees’ fingertips, helping them to
make faster, more informed decisions. These
solutions also enable real-time sharing of that
same information with coworkers, customers,
and partners.

By fostering effective information sharing,
Windows Vista works to improve productivity
and strengthen your bottom line.
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SQL Server 2005

Microsoft SQL Server 2005:
Gain More from Your Information

Utilize information more effectively with

Microsoft™ SQL Server™ 2005 data management

and analysis software. This database platform pro-

motes more informed decisions on multiple levels.

. Build and deploy applications with
increased security and scalability.

»  Reduce the complexity of creating, deploying,
and managing database applications.

- Establish a flexible development
environment to empower developers.

+  Share data across multiple platforms,
applications, and devices.

»  Deliver solutions that drive informed
decisions and increase productivity.

= Control costs without sacrificing
performance, availability, or scalability.

A three-pronged approach—enterprise data man-
agement, developer productivity, and business
intelligence—drives SQL Server 2005 success.

Enterprise Data Management
Organizations of all sizes will benefit from
increased connectivity with SQL Server 2005,
making once-segregated data available to
all users. Both IT professionals and users will
experience reduced downtime, increased
scalability, tighter security controls—and
enhanced productivity.

Developer Productivity

The end-to-end developer environment
supplied by SQL Server 2005 enables devel-
opers to build and deploy business-ready
applications more quickly. Tight integration
with Microsoft Visual Studio® 2005 breaks
down the barriers for database development
and debugging.

Business Intelligence

The robust analytical, integration, and data
migration capabilities of SQL Server 2005 provide
employees with critical information. Empower
increased insight—and more informed deci-

sions—with tools such as Analysis Services.

Microsoft Unified Communications:
Enable Increased Collaboration

Share ideas—globally—with solutions from
Microsoft Unified Communications. Its tools
seamlessly connect people in disparate loca-
tions, allowing organizations to harness the
power of presence, e-mail, Web/audio/video
conferencing, voice, telephone, and instant
messaging (IM).

Anywhere Access

At work or on the road, users stay connected.
Mobility solutions and devices maintain e-mail
and IM retrieval, providing on-the-move employ-
ees with instant access to the latest information

Communicate with partners and external orga-
nizations via one of three IM service providers—
MSN®, AOL, and Yahoo!—while maintaining

a shared authenticated, encrypted IM and
presence information.

You can also meet, train, and collaborate with col-
leagues at a moment's notice with Microsoft Office
Live Meeting 2003 Web conferencing service.

Integrated Communications

Each solution easily integrates with Microsoft
Office System applications and your existing
telephony systems, increasing productivity.
Now, users can initiate and receive commu-
nications online without having to leave theit
business applications.

The Unified Communications solution is visible
in business applications such as Microsoft Office
Outlook® messaging and collaboration client,
Microsoft Office Word 2003 word process-

ing, Microsoft 