
Friendly Persuasion 
NBC shells out $1OM per episode 
for a 10th year of its hit sitcom 
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Good Riddance! 
Let old acquaintances be forgot 
By PJ. Bednarski 
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TV Investors See Little 
To Cheer in New Year 
By John M. Higgins 

Few television and radio 
executives and investors 
are shedding tears over 

seeing a nasty 2002 come to a 
close. But neither are they 
celebrating the coming of the 
new year. 

‘‘The big guys got slammed,” 
said one weary Wall Street ex¬ 
ecutive, who says he’s run out 
of ideas other than noting 
that stocks have to rebound 
sooner or later. "I can’t see 
any reason why anything gets 
better next year.” 
No one’s expecting much 

growth in advertising spend¬ 
ing. ‘‘TV ad growth isn’t near¬ 
ly as strong as everybody 
thinks,” said Morgan Stanley 
media analyst Richard Bilotti, 
saying that estimates of 10%-
plus growth this year were ar¬ 
tificially inflated by panic 
spending from car compa¬ 
nies. “Pull out autos and po-

Con tin ued on page 22 

Media Chutes 
& Ladders 

Here's a snapshot at how stocks 
of some major media companies 

performed in 2002 

WINNERS 

YEAR-END YEAR 
COMPANY PRICE CHANGE 

Washington Post $737.43 39.1% 

Westwood One $38.55 28.3% 

Media General $60.28 22.8% 

Granite $2.50 21.4% 

Tribune $45.11 20.5% 

LOSERS 

YEAR-END YEAR 
COMPANY PRICE CHANGE 

Sirius $0.52 -95.5% 

Charter $1.17 -92.9% 

Gemstar $3.20 -88.4% 

Pegasus $1.30 -87.5% 

Sonicblue $0.51 -87.4% 

SOURCE: Broadcasting & Cab^e and 
CNET Investor 

ARENA FOOTBALL 

$25 K 
Advertisers will pay only an 
average of $25,000 per spot 
for NBC’s Arena Football 
telecasts, tv buyer: page 10 

0 
u 
c 

c 

I 
z 

ABXNPNRT njGtr 462 
ABC7537812# JAN04 REG 104 

NAB To Grab Lab Tab 
Job One for planned broadcast R&D 
center: Improve 8-VSB DTV reception 

By Harry A. Jessell 

T
he National Association 
of Broadcasters, at its 
winter board meeting 
next month, is expected 
to approve funding for a 

non-profit research-and-devel-
opment center, a move that 
would all but assure its estab¬ 
lishment sometime next year. 

The so-called broadcast lab, 
which would operate indepen¬ 
dently with its own board and 
staff, would strive to identify and 
develop technologies that im¬ 
prove over-the-air TV (and pos¬ 
sibly radio) service, cut costs or 
support new businesses, propo¬ 
nents of the lab say. 

Even so, the broadcast lab 
would come many years and 
tens of millions of dollars after 
the cable industry 
funded its own Ca¬ 
bleLabs near Den¬ 
ver. That organiza¬ 
tion has nurtured 
many technological 
innovations. 

If the broadcast lab 
happens, it would 
likely spend its infan¬ 
cy trying to fix the 
8-VSB digital-trans-
misssion standard, 
whose poor perfor¬ 
mance has contributed to the 
slow roll out of broadcasters' dig¬ 
ital TV service. 

Plans for the lab took shape 

at the Association for Maxi¬ 
mum Service Television, a long¬ 
standing group of major broad¬ 
casters focused on technology 
and spectrum management. 
The MSTV board approved the 
plan last fall but lacks sufficient 

funds to get the lab 
off the ground. 
That’s where the 

cash-rich NAB comes 
in. Over the years, the 
NAB has amassed 
an $80 million rainy-
day fund, the accu¬ 
mulated profits of its 
technology conven¬ 
tion in Las Vegas 
each spring. 

Proponents of the 
lab are looking for $5 

million in start-up funds. They 
hope that the NAB will kick in $2 
million and that the consumer 

Continued on page 22 

Paramount Develops Mystery, Money 
By Paige Albiniak and 
Steve McClellan 

With Paramount’s reality 
strip Life Moments on life 
support after 10 NBC 

owned-and-operated stations 
decided to cancel or downgrade 
it to late night next week, the 
syndicator is looking ahead with 
weekend hour Unexplained 
Mysteries in development for fall 
2003. 
The Viacom-owned company 

also is considering several other 
ideas for upcoming seasons, in¬ 
cluding a court/relationship 
show tentatively titled For Love 
or Money. 

For Love or Money is in the ear¬ 
ly stages of its development. Far 
more certain is Paramount’s spin¬ 
off of Entertainment Tonight's In¬ 
sider segment for fall 2004. 

For Love or Money is one of at 

least two court shows in the 
works. Another is Tribune’s Mobile 
Court, where a California judge 
would travel to the scene of a dis¬ 
pute. No word yet on whether 
that show will go forward. 

Loss of key NBC stations spells trouble 

for Asha Blake and her Life Moments. 

Earlier, NBC Enterprises and 
Court TV had considered bring¬ 
ing out a show for next season 

they called Trial by Fire with 
Nancy Grace, a sort of court-talk 
hybrid, which appears to be on 
hold for now. 

Unexplained Mysteries is sim¬ 
ilar to a show Paramount pro¬ 
duced several years ago called 
Sightings and will look at para¬ 
normal phenomena, such as 
mysterious symbols that appear 
in fields, Bigfoot and UFOs. 

“It’s a whole X-Files look at real¬ 
ity,” says John Nogawski, execu¬ 
tive vice president of Paramount 
Domestic Television. 
The show will shoot new 

footage but also draw from the 
Sightings library, Nogawski says. 
The show does not yet have a 
host. 

Unexplained Mysteries will be 
available on a straight barter ba¬ 
sis, with seven minutes of ad¬ 
vertising available for stations 
and seven for the syndicators. 

Continued on page 22 
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Gannett Floats TV News Net 
Viewers as well as MSOs could balk at entry into crowded arena 

By Allison Romano and 
Dan Trigiboff 

A
lready in the television busi¬ 
ness with 22 local stations, 
Gannett is angling to be¬ 
come the newest player in 
cable news. But its designs 

to launch the proposed cable net¬ 
work, dubbed America Today, using 
retransmission consent, may draw 
the ire of cable operators. 
America Today would be built 

around local newscasts from Gan¬ 
nett’s large station group, but also 
contain some national content. 
With broadcast and cable news 

services already abounding on cable, 
Gannett is leaning on a powerful 
weapon to gain carriage: retransmis¬ 
sion consent. Cable and satellite op¬ 
erators typically give payment or an¬ 
other service in exchange for the right 
to transmit a local broadcast signal. 

Mention retransmission and MSOs 
get very edgy. They grumble about 
having to pay to carry free over-the-
air broadcast signals. 

But other media companies have 
used this tactic to grow their cable 
networks. News Corp, leaned on re¬ 
transmission consent to grow FX. 
Walt Disney Co. can threaten re¬ 
transmission of its ABC stations to 
wrangle subscriber-fee increases for 
ESPN, already the most expensive 
cable service. 

Roger Ogden, senior VP and GM 

of Gannett’s KUSA-TV Denver and a 
top Gannett TV exec, says Gannett is 
negotiating retransmission with ma¬ 
jor cable operators like Time Warner, 
Cox Communications, Comcast, 
Adelphia and Charter, along with 
DBS suppliers EchoStar and Di¬ 
recTV. In exchange for its signal, 
Gannett would secure 
channel space for its 
news network. 
Insight Communica¬ 

tions chief Michael Wilner 
says he’ll look at the ser¬ 
vice when approached by 
Gannett. “If they can de¬ 
velop something fresh 
and different, that’s great,” 
said Wilner, pointing to 
Fox News Channel as an 
example. But, Wilner cau¬ 
tioned, "If it’s the same [as 
other news channels], it 
will be a challenge to get 
widespread distribution.” 
America Today would 

go beyond local news¬ 
casts with some national 
reporting and program¬ 
ming from Gannett’s TV 
operations in Washing¬ 
ton, DC., Ogden said. It would target 
viewers who want to watch local 
newscasts from other cities. Most 
likely, the viewers would be trans¬ 
plants from cities where Gannett 
owns stations, like a Denver resident 
transferred to Chicago. (Gannett’s 
USA Today has a section of local sto¬ 

ries from every state in each edition.) 
He cautioned that Gannett is still 

"a long way from saying we’re ready 
to launch this thing. Some time dur¬ 
ing the first quarter of next year we 
should know whether this is a viable 
proposition or not.” 

Like other cable services, America 
Today would draw dual 
revenue from national 
advertising and sub¬ 
scriber fees from MSOs. 
The network may have 

limited regional and demo¬ 
graphic appeal, though. 
Snowbirds in Florida or 
Arizona might tune in for 
hometown newscasts, as 
might travelers. But cable 
news is already a crowded 
market. Fox News is the 
only news network that 
posted audience gains last 
year. 

Says Chris Mage, direc¬ 
tor of national TV for 
OMD USA: “I understand 
it, given who they are and 
what they own. But I ques¬ 
tion the logic when other 
national suppliers are hav¬ 

ing trouble.” 
Some operators are skeptical, too. Jer¬ 

ry McKenna, VP of strategic marketing 
for Cable One, which hasn’t been ap¬ 
proached by Gannett yet, says that 
though the plan is “certainly a differ¬ 
ent format, I just don’t know what 
customer demand for it would be.” ■ 

'If they can 
develop 
something fresh 
and different, 
that's great.' 

Michael Wilner, 
Insight 
Communications 
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A LOTT TO REPLACE Unlike Sen. Trent Lott’s, not 
much is known about new Senate Majority Leader Bill 
Frist’s media leanings.3 

EXPENSIVE FRIENDS NBC buys itself another year to 
find something to replace Friends.4 

Programming 
CABLE’S BIG PIE For the first time, in 2002 cable had larger 
share of audience than seven broadcast networks.8 

SOMETHING TO BUILD UPON FX’s The Shield is the 
hit the network needs to anchor its schedule.8 

TV Buyer 
A LITTLE FOOTBALL NBC’s Arena Football League 
schedule should satisfy advertisers.10 

EBB & FLOW 10 

HOT SPOTS 11 

Washington 
UNIONS OPPOSE ‘BIG’ MEDIA Several unions 
representing media workers release study decrying 
consolidation.12 
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XM GETS HELP Fledgling satellite radio provider gets a 
$450 million financing package.6 

PLUG AND PLAY TV set manufacturers, major cable 
operators agree on a standard that will eliminate need for 
set-top box.7 

Technology 
TWC LIKES PVRS Time Warner Cable has begun offer¬ 
ing personal video recorder technology to customers in 
12 markets.13 

IMX’S POPULARITY Sony's IMX gear gets high marks 
for versatility.13 

RETREAT’S NEW RETREAT The Hollywood Post 
Alliance will meet at a larger space in Palm Springs .13 

People 
FATES & FORTUNES14 

DATEBOOK 16 

Voices 
EDITORIALS 20 

BEDNARSKI’S COLUMN 21 

BREAKING... 
All Is Calm in Stations' DTV Tift 
Norfolk, Va. -In a display of holiday spirit, two 

Chesapeake Bay TV stations on Christmas Eve set 

aside their differences and settled an 

interference dispute. A Norfolk DTV station has 

agreed to cut power levels temporarily in order to 

eliminate interference caused to a Maryland ana¬ 

log station operating on the same channel. 

Hampton Roads Educational Telecommunications 

Association, Inc., permittee of ch. 16 WHR0-DT in 

Hampton-Norfolk, Va., will operate at one-quarter 

of authorized power during the DTV transition. In 

return, WB0C-TV Salisbury, Md., will withdraw its 

objection to WHRO-DT’s license. Under the deal, 

WHR0 will be able to operate at full power on ch. 

16 when WB0C-TV ‘s analog signal goes dark and 

the Maryland station switches to digital-only broad¬ 

casts on a separate signal. 

The agreement requires the FCC’s approval as 

well as assurances that both stations will be able 

to fully utilize their DTV channels post-transition. 

The dispute was the most rancorous of several in¬ 

terference problems reported by analog stations 

when nearby digital stations began service. 

So far, all of the identified conflicts are in ar¬ 

eas with large bodies of water. A well-known phe¬ 

nomenon called “ducting” boosts the range of 

broadcast signals when transmissions carry over 

water. 

Yule Log Post 26% Ratings Jump 
New York. -Even before his Christmas Eve con¬ 

version, Scrooge would likely have been pleased 

with the performance of the WPIX(TV) Yule Log in 

New York. Station owner Tribune certainly was. 

Viewing of the burning log, which aired from 9 

to 11 on Christmas morning, was up 26% from last 

year, with a 3.9/9. It burned as brightly as a 4.8 

and delivered a 4.6/11 during its second hour for 

a close second behind People’s Court, third in the 

market for its full two hours.The Yule Log had a 

20-plus year run as a Christmas tradition in New 

York and was brought back last year to strong rat¬ 

ings. 

Tribune also aired the Yule Log in Washington, 

where real fireplaces abound. WBDC-TV’s broad¬ 

cast of the log delivered a 2.1/5 over two hours, 

ranking it fourth in the market. 

Yule logs also could be seen over the Internet 

and on Bay News 9 in Tampa-St. Petersburg, Fla. 

WPIX’s Yule Log can also be seen on the Web, at 

www.wb11.com. 

Call It David Smith Motors 
BALTiMORE-Sinclair Broadcast Group, Inc., said 

Tuesday it will make a $20 million cash 

investment in Summa Holdings, a mid Atlantic 

states holding company, controlled by Sinclair 

President and CEO David Smith. Summa owns au¬ 

tomobile dealerships, retail tire franchises and a 

car-leasing company. The investment will repre¬ 

sent a 17.5% equity interest and will give Sinclair 

another board seat on Summa, in addition to 

Smith’s. 

Sinclair said Summa will use the proceeds 

solely to acquire automobile dealerships and will 

commit to advertising with Sinclair’s Baltimore 

stations, WBFF(TV) and WNUV(TV). 

“Because the automobile industry represents 

the largest category of advertisers for television 

stations, and because Summa is a profitable and 

well-run company, we believe that the Summa in¬ 

vestment is an attractive one for Sinclair,” said 

Martin R. Leader, a member of Sinclair's Board 

and chairman of the Special Committee. 
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Battle Brews Over Latin Emmys 
East Coast NATAS 
announces it; West 
Coast ATAS resists it 

By Allison Romano 

The bicoastal turf war between the Na¬ 
tional Academy of Television Arts and 
Sciences and its sister organization 

the Academy of Television Arts and Sci¬ 
ences is heating up again over a planned 
Spanish-language Emmy Awards show. 

New York-based NATAS is gunning to 
stage a Latin Emmy awards by mid 2003 
and is ready to battle Hollywood-based 
ATAS over it. But ATAS, wary of diluting ex¬ 
isting Emmy awards and offending the 
Hispanic community, wants more time to 
study options. 
NATAS, under its new president Peter 

Price, will press an arbitrator to stop ATAS 
from delaying its plans and recruited legal 
ace David Boies to handle the dispute. 

Under their 1977 partnership agree¬ 
ment, NATAS and ATAS have to both 
greenlight any new awards event. Price 
presented his Latin Emmy plans to the 
Los Angeles academy about six months 
ago and says that ATAS has had adequate 
time to mull over the idea. “Our request 
should not be unreasonably withheld,” 
Price said. “We want to stage an awards 
show next year.” 

Countered Todd Leavitt, the new presi¬ 
dent of ATAS, “Six months doesn’t mean 
were dragging our heels.” 
New York-based NATAS puts on the 

daytime, news, local TV and sports Em¬ 
mys; ATAS awards prime time Emmys 
from Hollywood. 
NATAS was seeking to jointly stage a 

Latin Emmy event and received approval 
from its board in June. Price now says his 
organization would proceed alone, but he 
needs ATAS's backing or an arbitrator to 

rule in his favor. “We just haven't heard 
from IATAS] on exactly what they want,” 
Price said. 

ATAS has been distracted by negotiat¬ 
ing an increased network licensing fee for 
its own Primetime Emmy show. When the 
four major broadcasters agreed to plunk 
down $52 million in November for a new 
eight-year deal—and to keep the show 
away from HBO, NATAS, seemingly in a 
display of solidarity, issued a congratula-

Continued on page 17 

A Lott of Clout Is Gone 
By Bill McConnell 

Thanks to Trent Lott’s abdication as Senate majority lead¬ 
er, the media industry’s clout in the 2003 Congress is 
tougher to predict than it was three weeks ago. 

The Senate majority leader’s post last week was filled by Ten¬ 
nesseean Bill Frist, who has almost no background in media 
and telecommunications issues. 

By contrast, “Lott was a fairly staunch defender 
of broadcasters," says Shaun Sheehan, Tribune Co.’s 
Washington lobbyist. 

Frist, on the other hand, is “an unknown 
quantity” on telecommunications issues, says 
Richard Wiley, head of Washington law firm Wi¬ 
ley, Rein & Fielding, and a former FCC chairman. 

In the middle of his second Senate term, Frist, 
50, is a deeply conservative lawmaker who is well 
regarded by Democrats for his willingness to 
strike bipartisan deals. A heart surgeon and son 
of the founder of a for-profit hospital chain, Frist 
is an expert in health policy. 

Aside from his opposition to last year’s McCain-Feingold 
campaign-reform law, which broadcasters also opposed, 
Frist has not taken an aggressive stand on industry-related 
legislation. 

Whit Adamson, president of the Tennessee Association of 
Broadcasters, says he’s grateful for Frist’s opposition, consid¬ 
ering fellow Tennessean Sen. Fred Thompson was a co-spon-
sor of the legislation. The law was signed into law by President 
Bush in March. 

“Thanks to Sen. Frist, we split Tennessee’s Senate vote,” 
Adamson says. “We've been able to find an understanding ear 
in Bill Frist.” 

Andrew Schwartzman of the Media Access Project, which 
typically fights broadcasters on many issues, says Lott’s de¬ 
motion may actually work in broadcasters’ favor if the Missis¬ 
sippi lawmaker takes a seat on the Commerce Committee, 
from which most legislation relevant to the industry originates. 
Lott didn’t serve on any committees as GOP leader. 

“Potentially he’s an important ally for industry, particular¬ 
ly broadcasters,” Schwartzman says. 

Lott has had especially close ties to the National Association 
of Broadcasters, which is led by his friend and fellow Missis¬ 

sippian Eddie Fritts. (They attended the Universi¬ 
ty’ of Mississippi at the same time in the early 
1960s.) Lott backed broadcasters’ stands on a 
number of critical issues including his calls to re¬ 
tain the 35% cap on the networks’ and other TV 
station groups’ national TV household reach and 

« to require cable companies to carry TV stations’ 
I entire digital multicast lineup. 

Among other industry stands, Lott has criticized 
FCC Chairman Michael Powell for considering 
broadband deregulation while a similar legislation 
was still pending in Congress and endorsed calls 
to revive a tax credit for companies that sell media 

properties to minorities and small business owners. 
After Lott quit, some broadcasters were downplaying their 

relationship with him. They pointed out, for instance, that he 
voted against the Cable Act of 1992, in which NAB won must-
carry and retransmission consent rights for TV stations. 

Lott relinguished the majority leader post on Dec. 20 after 
drawing fire for suggesting that the U.S. would have been bet¬ 
ter off had Senator Strom Thurmond (R-S.C.) won the presi¬ 
dency in 194B. Thurmond ran as a segregationist.« 

WEEK OF DEC. 20-26 

B&C INDICES 
THE B&C 10 

CABLE TV MSO S 

CLOSE WEEK YTD 

Dow Jones 8432.61 0.8% -16.3% 

Nasdaq 1367.89 1.0% -30.9% 

The B&C 10 

CLOSE WEEK YTD 

AOL Time Warner $12.97 -2.6% -59.6% 

Clear Channel $38.30 1.5%-24.8% 

Comcast Corp. $23.09 1.2%-35.9% 

Cox $29.67 3.2% -29.2% 

Disney $16.56 2.2% -20.1% 

EchoStai $22.52 -0.9% -18.0% 

Fox Ent. $26.00 0.7% -2.0% 

Hearst-Argyle $23.60 1.0% 9.5% 

Tribune $45.11 0.8% 20.5% 

Viacom Cl. A $41.79 0.2% -5.6% 

GOOD WEEK 
Granite $2.50 28.2% 21.4% 

TiVo $5.56 19.1% -15.1% 

Cablevision $17.19 6.4% -63.8% 

Acme $7.56 4.7% 12.2% 

Spanish Brest. $7.46 4.3% -24.6% 

BAD WEEK 

Mediacom $9.11 -8.6% -50.1% 

New Frottier $0.80 -10.1% -73.3% 

Sirius $0.52 -10.3% -95.5% 

Crown Media $3.71 -11.9% -67.1% 

SeaChange $5.15 -15.3% -84.9% 

BIG CITY’S BIG DAY 

► 750% 4 
That’s hew much Big City Radio shares 

jumped in a single day after the troubled 

company disclosed a deal to sell three Los 

Angeles radio stations to Entravision for 

$139 million. Now, the jump is so large 

because Big City's shares were just 

pennies: 30 of them to be precise. With the 

deal, Big City may dodge Chapter 11 

Source: CNET Investor (investor.cnet com). This information s based on 
sources believed to be reliable, and while extensive efforts are made to as¬ 
sure its accuracy, no guarantees can be made. CNET Investor assumes no 
liability for any «accuracies. For information regarding CNET Investor s 
customized finatcial research services, please cal 415-344-2336 
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FAST TRACK 
Valentine Pulls Strings for Muppets 
Former UPN president DEAN VALENTINE and EUROPLAY CAPITAL ADVISORS 
plan to purchase a 49.9% stake in the JIM HENSON CO., creator of the 
Muppets, from German media company EM.TV. Valentine, who left UPN 
earlier this year, is expected to be in charge of the company’s Los Ange¬ 
les-based operations. EM.TV bought the Jim Henson Co. and rights to 
the Muppets in February 2000 for $680 million in cash and stock. 

Vivendi, EchoStar Make a Deal 
VIVENDI UNIVERSAL sold its stake in ECHOSTAR COMMUNICATIONS to EchoStar 
for $1,066 billion in cash. That's about $500 million less than what Viven¬ 
di paid for the 10% stake when it bought in 2001, but it needs the cash. 

Charter Axes Execs 
DAVID G. BARFORD, CHARTER COMMUNICATIONS’ former executive vice presi¬ 
dent and chief operating officer, who had been on paid leave since Octo¬ 
ber, and KENT D. KALKWARF, former executive VP and chief financial offi¬ 
cer, are both gone, in the wake of a grand-jury investigation into a budding 
accounting scandal. Replacing Barford as COO is MARGARET A. BELLVILLE, 
who joined Charter earlier this month. 
Assuming Kalkwarf’s position is STEVEN A. 
SCHUMM, most recently Charter’s execu¬ 
tive VP and chief administrative officer. 
Schumm will serve as interim CFO until 
a permanent replacement is found. 

While We Were Out 
DR. PHILLIP MCGRAW I )r. Phil to you—has 
extended his contract through 2005-06.... 

Starting Over, the syndicated reality 
show from NBC ENTERPRISES, has been 
cleared in almost half the country and 
seven of the top 10 markets for fall, 
thanks to a deal with all the co-owned 
NBC stations. Starting Over is the first 
reality-style program being produced for 
daytime syndication.... 

GRB ENTERTAINMENT will pitch the format 
( >1 NBC ’s summer2003 reality show, The Next 
Action Star, to international buyers at NATPE 
in New Orleans next month. The two win¬ 
ners of the NBC version—a man and wom¬ 
an—will get a chance to appear in a JOEL SIL¬ 
VER (Die Hard)- produced action film.... 

Former FCC Chairman DENNIS PATRICK 
has been named to head NATIONAL GEO¬ 
GRAPHIC ’s cable channels, TV and film pro¬ 
duction and more as president of NATIONAL 
GEOGRAPHIC VENTURES, effective Jan. 6.... 

HBO’s 26 nods dominated the GOLDEN 
GLOBE nominations, announced Dec. 19. 
Among the major broadcast networks, NBC 
was tops with 13 nominations; FOX got 
seven, and CBS and ABC each got two.... 

PAX TV ordered 13 episodes of game show Dirty Rotten Cheater from 
JONATHAN GOODSON PRODUCTIONS. The hour show, which will air Monday at 
8 and be repeated Sunday at 7, launches Jan. 6. Cheater features six play¬ 
ers, one of whom is a mole of sorts, having been fed all the answers.... 

At PAX. JEFF SAGANSKY stepped down as president and CEO ol PAXSON COM¬ 
MUNICATIONS; he will become vice chairman of the board of directors and 
serve as a companyconsultant. Company Chairman BUD PAXSON, recover¬ 
ing from medical problems, re-assumes the CEO role; DEAN GOODMAN, head 
of PAX TV and COO the past year, now gets the title of president as well. 

Just days earlier a filing with the SEC had PAXSON and NBC amending 
the terms of their strategic alliance. The amendment extends to next 
spring a window that lets NBC demand that Paxson buy NBC’s stake 
in the company at cost plus 8% interest. The window was to have ex¬ 
pired in November. Now it expires April 4, but NBC has promised not 
to execute it prior to March 28 and then only with five days notice. 

Back for 
the Dead 
USA Network's thriller 

The Dead Zone 

returns for season two on 

Jan. 5. In its first install¬ 

ment, the series avera¬ 

ged an impressive 3.1 

rating with 4.2 million 

viewers. A sign of USA 

Network's original pro¬ 

gramming success: Dead 

Zone's Nielsen marks 

were second to USA's 

other summer series. 

Monk, which grabbed an 

average 3.4 rating and 

4.5 million viewers. 

Corrections 
In the Dec. 16 Syndication Ratings, page 17, That ’70s Show tied with Will 
& Grace and should have been listed among the Top Off-Net Sitcoms. 

A technology article on page 34 in the same edition should have said 
that ESPN's coverage of MAJOR LEAGUE BASEBALL will begin in April 2003. 

NBC Still Has Friends 
Network books a 10th 
season of the sitcom at 
record $10M per episode 

By Steve McClellan 

BC got into the holiday gift-giving spir¬ 
it just in time for Christmas. It bought 
itself the most expensive entertainment 
series on networkTV—a 10th season of 
Friends, at $10 million an episode. 

NBC and Friends distributor Warner Bros. 
Television reached an agreement over the week¬ 
end before Christmas that renews the show on 
the network for the 2003-04 season. 
With Friends on board for another season, 

NBC has the two linchpins of its Thursday-night 
"must see" schedule locked in for 
the 2003-04 season. The network 
earlier secured a two-year renewal 
for ER through next season as well. 

The last time NBC hung onto a 
Thursday hit for 11 seasons was with 
Cheers, the network's Thursday an¬ 
chor show through most of the 1980s 
and early '90s. Frasier will be next. 
Once part of the Thursday lineup but 
now airing on Tuesdays, the Cheers 
spin-off sees its 10th season, but al¬ 
ready renewed for 2003-04. Seinfeld, 
which succeeded Cheers as the 
Thursday anchor comedy, lasted 
eight years on NBC from 1990 to 1998. 
The Friends renewal agreement gives NBC 

another year to try to figure out how to maintain 
its strength on Thursday nights post Friends and 
ER. Industry watchers say the network has its 
work cut out for it. ‘'Let’s put it this way: It’s not 
Scrubs and it’s not Good Morning Miami” that 
will sustain current viewing levels when Friends 
departs, says one industry analyst. 

For NBC, the wallet has to stay open still. It also 
needs to deal with Warner Bros, for a renewal of 
The West Wing, the hit series that is at the end of 
its contract year, too, after this season. 

There will be fewer episodes next season— 18 in¬ 
stead of the usual 22. Each of the stars will contin¬ 
ue to receive $1 million per episode. 

NBC Entertainment president Jeff Zucker held 
out hope all year long that he could seal an ex¬ 
tension for at least one more year. He finally did 
it, albeit with a pretty hefty7 price tag, which is es¬ 
timated to be close to $10 million an episode, or 

more than 40% higher titan the $7 million NBC is 
said to be paying this season. 

Much of the reason for the big jump in cost is 
that NBC is effectively not only paying Warner 
Bros, the cost of the season, but also forking over 
the profit the studio might expect to make from 
syndication from the comedy. 

The syndication deals have a nine-season cap on 
the number of episodes stations are committed to. 
So there is no incentive forWamer Bros, to produce 
another season without a substantial hike in the li¬ 
cense fee to NBC, which the network agreed to. 

There will be close to 220 Friends episodes in the 
can by this season’s end, plus 18 next season. 

It remains unclear what kind of back-end use 
10th-season episodes will get. In the first off-net¬ 
work syndication cycle, Warner Bros, generated 
about $4 million an episode in license fees. The 
company has somewhat quietly sold the second off-
network cycle, which starts fall 2004, for rou^ily 60% 

of what the first cycle generated, or $2.4 
million an episode. 

Superstation WTBS bought a cable 
package that started in 2001 priced at 
a reported $1 million per episode. 

Bill Carroll, vice president, pro¬ 
gramming, Katz Media Group says 
the show’s ratings are still solid in 
syndication: averaging about a 4.4/8 
(household; in the 119 Nielsen books 
that are in so far for November. That 
puts it neck and neck with Everybody 
Loves Raymond for the top spot, 
though Raymond is slightly ahead, 
with some markets still to report. 

The ratings remain solid on the network as 
well. Through the first 12 weeks of the season, 
the show was top-ranked among adults 18-49 
with an average 12.5/32, down 1% from a year 
ago. On a total viewer basis, the show is second 
this season with an average 25.9 million viewers 
each week, also down just 1% from a year ago. 

This season, NBC has the highest priced night 
of TV on the networks, with the price of a 30-sec-
ond unit in Friends estimated at about $450,000, 
while a spot in ER goes for about $440,000. 

But with record-breaking license fees for both 
shows, NBC’s Thursday lineup is no longer the 
most profitable. Media executives say that CBS 
can rightfully lay claim to a more profitable 
Thursday lineup, with the fairly inexpensive but 
highly rated Survivor and CSI, whose license fee 
hasn’t yet hit the stratosphere. But those shows 
are commanding must-see ad rates of more 
than $400,000 and almost $300,000, respective¬ 
ly, sources confirm. ■ 

'It's not Scrubs 
and it's not Sood 
Morning Miami 
that will sustain 
current viewing 
levels when 
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Thank You! 
The staff of Broadcasting & Cable would like to thank our readers and 

advertisers for their continued support throughout the past year. We’re 

happy to have ended this economically challenging period by presenting 

a bigger and better Broadcasting & Cable. We thank you for your feedback 

and pledge to continue providing the best coverage in todays most 

dynamic industry. Have a “SMART" and Happy New Year! 

«CABLE 
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REGULATION 

fcc Puts on 
an Auction 
With little public explana¬ 

tion, the FCC has post¬ 
poned its February auc¬ 

tion of spectrum designated for a 
new terrestrial competitor to 
satellite TV until Aug. 6. Agency 
court filings in a pending legal 
battle over the auction plan go a 
long way toward explaining the 
delay, however. 

In its latest update to the court, 
the FCC said its own pending re¬ 
view of petitions for reconsidera¬ 
tion filed by several vested parties, 
including would-be bidder MDS 
America, the Satellite Broadcast¬ 
ing and Communications Associ¬ 
ation and opponents of the new 
service EchoStar, won’t be com¬ 
plete until first quarter 2003, too 
late to be ready for a February 
auction. 

Northpoint Technologies, which 
first petitioned the FCC to create 
the terrestrial service, is the lead 
plaintiff in the court fight and is 
seeking to kill the auction. Judges 
are holding Northpoint’s court 
fight in abeyance, pending the 
FCC’s reexamination.—B.M. 

BEHIND THE SCENES | BEFORE THE FACT 

IN THE LOOP 
PROGRAMMING 

Hogan’s HDTV Heroes 
When we got the release that hi-def producer HDNet had made a deal with Paramount for the rights to a 
bunch of shows produced in HDTV— That’s Life, Wolf Lake, etc—but also “including conversion of 

Hogan's Heroes for HDTV broad¬ 
cast,” we had to ask. Why 
Hogan’s Heroes!? 
Let us count the ways or, better 
yet, we’ll let HDNet co-founder 
Mark Cuban do it (he responded 
by e-mail): 
“1. Because it’s co-owned by 
Rysher Entertainment, which I 
also own. 
2. It’s a classic. 
3. It was filmed in 35mm and we 
were able to come up with all the 
elements to allow for a complete 
conversion. 
4. In our tests it looked awesome 
in HD and. when we broadcast 
the first episode to get viewer 
feedback, we got back more than 
a thousand e-mails saying peo¬ 
ple wanted more.”—J.E. 

TV NEWS 

niightline 
Toast? Not 
Yet, Anyway 
Nightline anchor Ted Kop¬ 

pel, whose show's fate 

was in doubt this past year 

during ABC's attempt to 

woo David 

Letterman, 

customar¬ 

ily gives a 

holiday gift 

to the 

show's 

cast and 

crew. One 

year it was 

an alarm 

clock, another a Hickory 

Farms feast. 

This year’s gift—a bottle of 

wine—had a custom label: 

‘‘Nightline Survivor 2002 

Private Reserve, with a gift 

card addressed: “With 

thanks to another Nightline 

Survivor."—J.E. 

SYNDICATION 

See You at NATPE, Maybe in a Taxi 
A year ago at the NATPE conference, there were lots of complaints about the long wait for ele¬ 

vators at the Venetian in Las Vegas, where most of the big distributors had fled after deciding 

to abandon the main programming bazaar on the floor of the Las Vegas Convention Center. 

That shouldn't be a problem next month in New Orleans. But you'd better bring your walking 

shoes or extra cab fare to the show. Syndicators not on the convention center floor (most, if not 

all, of the big ones) are scattered in numerous hotels around the Big Easy. 

One source in contact with two dozen or so distributors says no more than two of the group 

are at the same hotel. Twentieth is at the Fairmont, while Warner Bros. Domestic Television 

Distribution is at the Wyndham Canal. But all the syndicators holed up in hotels will have a 

directory/kiosk in a comer of the convention center, which NATPE has dubbed “Hollywood 

Plaza," telling attendees what hotel and suite they are in.—S.M. 

WASHINGTON . 

Quello’s Band of Brothers WW 

Mark your perpetual calendars: The RSVPs for former FCC WP®®» 
Commissioner and Chairman Jim Quello’s 100th birthday 
party are already piling up. The fête is set for April 21, 

2014, at the Army Navy Club in Washington; everyone who’s 
still someone will be there. The event will double as a salute to 
congresssional veterans of World War II. Acceptances include 
Sens. Ted Stevens, Fritz Hollings, Daniel Inouye, John Dingell, 
broadcasters Stanley Hubbard of Hubbard Broadcasting and 
Clear Channel’s Lowry Mays. Good authority has Mays volunteering to bring fuzzy 
navels (Quello’s favorite libation) and Viagra; the veteran commissioner responded: 
"Bringing me Viagra is like putting a new flagpole on a condemned building.” Fellow 
former Chairman and Wiley, Rein & Fielding partner Dick Wiley will emcee.—J.E. 

XM Radio Gets $450M Infusion 
By Dan Trigoboff 

XM Radio last week announced it has 
put together a $450 million financing 
package that includes $200 million in 

cash from new investors and restructuring 
of $250 million in existing debt owed to 
General Motors. 

The deal will dilute the value of existing 
shares but is expected to keep the satellite 
radio company in business at least until 
mid 2004, when the company hopes to be 
generating enough money to operate. 

Both XM and its competitor, Sirius Satel¬ 

lite Radio Inc., are pinning hopes on Amer¬ 
ican motorists’ latching onto satellite ra¬ 
dio through car radios. 
The new investors include American 

Honda, Hughes Electronics, Hearst Corp., 
Columbia Capital, AEA Investors, East¬ 
bourne Capital Management, BayStar Cap¬ 
ital and others. The new notes are convert¬ 
ible into common stock at $3.18 per share. 

General Motors, which is installing XM 
radios in 25 of its 2003 vehicle lines, agreed 
to defer or finance its future obligations. 
Additionally, XM said it will exchange all 
$325 million of discount notes due 2009. 
XM Chief Executive Hugh Panero said that 

removes doubt about the company’s abil¬ 
ity to fund operations until cash flow is suf¬ 
ficient to break even. 

Based on sales to date, XM predicted it 
would have more than 350,000 radios sold 
and ready for activation by New Year’s Eve. 
There were slightly more than 200,000 sub¬ 
scribers to XM Satellite Radio at the end of 
the third quarter. 

Despite more than $1 billion invested 
largely in advertising and promotion, the 
economic downturn has not helped satel¬ 
lite radio business to a quick start in its at¬ 
tempt to convert people used to listening 
to radio for free into paid subscribers. XM 

laid off 80 employees last month. 
In October, XM’s satellite-radio com¬ 

petitor Sirius announced its intent to re¬ 
capitalize $1.2 billion, which, the compa¬ 
ny said, will give it enough cash to operate 
through the second quarter of 2004. 

Stock offerings are intended to add $200 
million in new capital, eliminate $700 mil¬ 
lion in debt and convert $525 million in 
preferred stock into common stock. The 
stock exchange will dilute the value of Sir¬ 
ius common stock by 8%. 

So far, Sirius has signed up 14,000 sub¬ 
scribers but has said it expects 400,000 by 
the end of next year. Satellite radios receiv¬ 
ing Sirius can be found in models from 
DaimlerChrysler, Nissan and BMW of 
North America LLC. Both XM and Sirius 
have moved into the rental-car market. ■ 



STATION BREAK 
BY DAN TRIGOBOFF 

W F LA-TV 'Stalking' Ban Lifted 
TAMPA-The court order issued earlier this month under Florida's stalking law 
enjoining WFIA-TV Tampa reporter Steve Andrews from approaching a drunk¬ 
driving defendant ended Dec. 19 following an evidentiary hearing before the 
same judge who issued the order. But, noted Andrews’s news director Forrest 
Carr, even the temporary order had damaged Andrews’s ability to do his job and 
set an unfortunate precedent for the use of stalking statutes against journalists. 

Orders intended to prevent stalking are frequently issued liberally by judges 
wishing to preserve order and protect petitioners—typically women—claim¬ 
ing to be living under threat. Media lawyers say the temporary injunction here 
misused the stalking statute and threatened the practice of journalism. 

A Nsw News Network With Angels 
Atlanta-A broadcaster here says that next Monday he'll be launching the 
American News Network (ANN), which will provide national newscasts and 
news updates for independents and other news-less stations passing millions 
of homes in dozens of markets across the country, including Los Angeles and 
Atlanta. 

Founder and CEO Vincent Castelli, who runs 
Prism Broadcasting, owns low-power WANX-LP 
and Class A station WANN-CA, both based in 
Atlanta, and who has been affiliated with con-
sen ative political TV efforts called America’s 
Voice and the Renaissance Network. 

Castelli says the fledgling network will start off 
using video from ABC’s NewsOne service voiced 
by its own anchor team. ANN’s Angels, Castelli 
said, are the network’s five “classy, articulate and 
attractive" female anchors, including former 
CNN anchor Patti Tripathi. 

ABC said it will be providing only video feeds 
but will not offer reports using its correspon¬ 
dents or from its affiliates. Much of ANN’s dis¬ 
tribution will be to stations with a religious bent; 
Castelli said that the newscasts “will be family¬ 
friendly, but the news is the news.” 

Reno Station Sold for $41.5M 
RENO-Gray Television, which reached an 
agreement to purchase Smith TV's KOLO-TV 
Reno for $41.5 million in September, took over 
the station in mid December and quickly filled 
two vacant top-management positions. 

Terry Cole, who had been president and gen¬ 
eral manager ofWJHG-TV Panama City, Fla., is 
KOLO-TV’s new president and general manag¬ 
er; Matt James, who has been station manager 
for KHSL-TV and KNVN(TV), Chico-Redding, 
Calif., becomes news director. 

Indiana Station Gets L.A. Stations' Sets 
Los Angeles-WKJG-TV Fort Wayne, Ind., the 
104th-largest market, is the new home of three 
news sets auctioned off by Viacom’s KCBS-TV-
KGAL(TV) Los Angeles on E-Bay. The first bids 
rose from $5,000 to the winning $26,500 by 
WKIG-TV General Manager John Dawson. 

The station triumphed over some strong 
competition, particularly from WSIL-TV in 
Carterville, Ill. 

Call It the 
'Big Tenn.' 
WUXP(TV) Nashville 

says airing of the 
Tennessee high-school 
football championships 
proved competitive with 
nationally televised sport¬ 
ing events, even outdraw-
ing Tiger Woods at times, 
according to WUXP’s 
GM Steve Mann. The 
games aired over a net¬ 
work including WBXX-TV 
Knoxville, WFLI-TV Chat¬ 
tanooga and on Time 
Warner Cable in 
Memphis. Asimilar effort 
was a success in 
Alabama, where 
WABM(TV) Birmingham 
led a network including 
WBPG(TV) Mobile, 
WRJM-TV Montgomery 
and cable WB affiliate 
WAWB in Huntsville. 

Dawson exclaimed, “The second-largest mar¬ 
ket in Indiana will now have a set from the second-largest market in the coun¬ 
try. How cool is that?" Several TV managers say it's worth three time as much. 

The LA. stations plan to give the proceeds to a scholarship fund for the chil¬ 
dren of cameraman Larry Greene, who died on assignment in the Persian Gulf 
in September. Dawson said he’ll fly out to LA. to look over his purchase, from 
which he’ll pick one set for his own station; he’ll likely sell the rest. 

He said he immediately received e-mails from other bidders and industry 
sources in Texas, Illinois, Virginia and as far away as Bahrain. 

Univision Lands in North Carolina 
New YoRK-Spanish-language giant Univision has agreed to buy Bahakel's 
WKFT(TV), an independent serving Raleigh-Durham. 

All news is local. Contact Dan Trigoboff at (301) 260-0923, e-mail citrigob-
off@reedbusiness.com or fax (413) 254-4133. 
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HDTV: Just Plug and Play 
We’ll have DW without set-top boxes by 2004 

By Ken Kerschbaumer 

T
he Consumer Electronics Associ¬ 
ation (CEA) and cable operators 
(in the guise of the National Cable 
and Telecommunications Associ¬ 
ation) have reached agreement on 

"plug-and-play” for digital TV sets, a move 
that will allow consumers, sometime in 
2004, to buy DTV sets that will not require 
a cable set-top box to receive HDTV con¬ 
tent via cable. 

“This agreement wears down totally 
what was probably the largest obstacle or 
bump to HDTV," says CEA President and 
CEO Gary Shapiro. 

90% SERVED 
Fourteen consumer-electronics companies 
and seven major cable operators represent¬ 
ing more than 75% of all cable subscribers, 
signed the memo of understanding, which 
includes voluntary commitments as well as 
technical proposals for rules to be adopted 
by the FCC. 

“In terms of interfacing consumer-elec¬ 
tronics devices and the cable systems, our 
country has had no common foundation,” 
says Mitsubishi Digital Electronics Vice 
President, Marketing, Bob Perry. “Until this 
agreement, it was as if each electric com¬ 
pany had a different voltage, a different plug 
and a different frequency of power. So you 
could make a toaster that would work in 
Detroit but perhaps not in St. Louis.” 

But that situation at least appears close 
to being resolved (pending FCC approval); 
the cable industry has agreed to technical 
specs that will be standardized for what is 
believed to be 90% of households. 

The proposals go beyond simple viewing 
of content and also include the tricky issues 
surrounding recording devices and copy 
protection. Under terms of the agreement, 
cable operators will use IEEE 1394, or 
FireWire, connections on HD set-top boxes 
to allow consumers to record content and 
also to protect current digital-set owners 
from obsolescence. Consumer-electronics 
manufacturers, in turn, have agreed to sup¬ 
port FCC labeling regulations that specify 
Digital Visual Interface (DVI)/High-band-
width Digital Content Protection (HDCP) or 
High-Definition Multimedia Interface 
(HDMI)/HDCP when available, which will 
make content owners comfortable. 

"This gives us a way to move into the fu¬ 
ture with content protected according to 
rules we’re sending to the FCC,” says Com¬ 
cast Vice President, Strategic Planning, 
Mark Coblitz. 

Jack Valenti, president and CEO of the 
Motion Picture Association of America, 
said in a statement that the MPAA had not 
yet reviewed the agreement but that it is 
pleased that the CE industry is calling for 
the FCC to adopt encoding rules. 

“We question the wisdom of mandato¬ 
ry encoding rules, but we’re pleased that 
the CE industry agrees that the FCC has ju¬ 
risdiction in that area,” he said. He added 
that a broadcast flag will certainly fall un¬ 
der that jurisdiction. 

Interestingly, the bevy of new services be¬ 

ing offered in the cable digital tier—VOD, 
PVR, interactive services—could require the 
use of a set-top box anyway. And, if con¬ 
sumers want to record, again, a set-top box 
will be required. So, in the end, plug-and-
play may be useful to some but not to the 
majority of cable subscribers. 

Perry says the need for the agreement 
became apparent when the FCC mandat¬ 
ed that consumer sets include over-the-air 
tuners by July 2004. The consumer-elec¬ 
tronics industry is shooting for that date 
with respect to products that have plug-

Who Signed on 
Finally, the major players agree 

CONSUMER-ELECTRONICS 
MANUFACTURERS 
Hitachi America Ltd. 

JVC 

Matsushita (Panasonic) 

Mitsubishi 

Philips 

Pioneer 

Runco 

Samsung 

Sharp 

Sony 

Thomson 

Toshiba America 

Yamaha 

Zenith 

CABLE COMPANIES 
Advance/Newhouse Communications 

Cable One 

Cablevision 

Charter 

Comcast 

Cox 

Insight 

Time Warner 

and-play capability. He says selling con¬ 
sumers sets with an over-the-air tuner 
without spending the additional small cost 
of making them capable of cable reception 
would be a mistake. 

DBS LEFT OUT 
Now it’s up to the FCC to move quickly on 
the proposals so that the July 2004 date 
can be reached with actual consumer¬ 
electronics products in the market. How 
quickly that process unfolds remains to be 
seen. Eddy W. Hartenstein, chairman of 
DBS provider DirecTV has already sent a 
letter to Powell voicing concerns. 

“Unfortunately DirecTV and other non¬ 
cable operators were not included in the 
discussions leading to the recommenda¬ 
tions, despite some language in those rec¬ 
ommendations suggesting otherwise," he 
said. "As a consequence, DirecTV is unable 
to join in the recommendations... some of 
these [recommendations! raise important 
issues concerning the proper balance of 
public and private rights." ■ 
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Cable's Big Piece of the Pie 
In 2002, it had larger share of audience than broadcast networks 

By Allison Romano 

I
t’s not cable, it’s television. Cable executives love to 
say that viewers no longer distinguish between 
broadcast and cable networks. Now, there are Nielsen 
marks to back them up. For the first time, ad-sup¬ 
ported basic cable grabbed the dominant audience 

share over the seven broadcasters, 48% of prime time 
share compared to 45% for broadcast for 2002, according 
to Nielsen Media Research. 

In 2001, cable claimed 45% of viewing share, while 
broadcast triumphed with 49%. "We’re talking about ca¬ 
ble as a mature business now,” agreed Jack Wakshlag, 
Turner Broadcasting’s chief research officer. 

Of course, most people with cable get between 54 
and 90 channels, including the broadcast networks, so 

never before. There was a best actor Emmy for The 
Shield. The Osbournes graced scores of magazine cov¬ 
ers. Monk, a cable original, replayed on ABC after its 
premiere on USA Network. Sei Fi’s Taken miniseries 
played over 10 straight weeknights and repeated in 
fringe and late night; broadcasters could never dedicate 
that much time to one series. 

The successes are inspiring more cable channels to 
gamble with ambitious originals. “Cable networks were 
sometimes shy about [a show] that is sensitive and ad¬ 
venturous,” said MTV and VH1 Entertainment Presi¬ 
dent Brian Graden. Now, he said, expect more chan¬ 
nels to look for a “super-premium show... to stick the 
entire brand to." 

Not all cable programming last year yielded to ex¬ 
pectations. Made-for-TV movies, which have fueled ca¬ 
ble ratings since broadcasters shied away from them in 

cable viewers have a surplus of choice. 
Still, says Initiative Media Research chief Stacey Lynn 

Koerner: “The gains are a wakeup call to the TV indus¬ 
try. We expect it in the summer, but we don’t expect it 
in the regular season.” 

What made the difference this year? Many observers 
say it’s because basic networks made more creative ef¬ 
forts than usual. Cable’s biggest hits, from the surreal 
SpongeBob SquarePants to homey Trading Spaces, 
tempted viewers because they can’t to be found any¬ 
where on broadcast. 

“Cable creatively outran broadcast,” said Starcomm 
Entertainment’s Associate Director Kathryn Thomas. 
“We’re existing in a hit economy, and this year those 
culture-shifting hits came out of cable.” 

Sure, hits build perception and bring new viewers 
who - it’s hoped — sample the rest of a schedule. But 
hits are rarely responsible for a channel’s ratings growth. 
Rather, work horses like theatrical movies, sports and 
acquired series tend to fuel ratings more consistency. 

Original production is hardly a new venture for cable 
networks. Last year, though, cable shows caught fire like 

the 1990s, have faltered. TNT’s Big Time, about the ear¬ 
ly days of the TV industry, flopped with a 0.7 rating. Past 
TNT movies commanded mammoth ratings, like a 9.6 
for 2001 Western Crossfire Trail. 

“Movies were the most popular basic cable pro¬ 
grams, and now series are getting all the attention,” said 
MTV Networks research chief Betsy Frank. 

Original movies like Confessions ofa  Campus Bookie 
and biopic RFK turned in sluggish ratings: a 1.2 and a 
1.5, respectively. Even pay network Showtime is backing 
away from original movies in favor of developing series. 

Of course, there were some exceptions. Lifetime’s 
movies performed well, which Frank attributes to 
strong branding. TBS Superstation’s action movie Atom¬ 
ic Twister was the year’s top-rated movie, with a 5.9 rat¬ 
ing, and TNT’s feel-good family flick Door to Door 
earned a 4.7 rating. 

A scripted series wasn’t always the perfect formula 
either. Lifetime canned its freshman drama For the 
People, and A&E dumped its two original shows, 100 
Centre Street and Nero Wolfe. All three were ratings 
disappointments. ■ 

Shield Is FX's 
Force of One 
By Allison Romano 

Maybe it takes an Emmy Award to raise a net¬ 
work Or, at least, a cable network. After years 
of missteps, FX is finally earning some ap¬ 

plause, mainly because of rogue-cop drama The Shield, 
which returns for season two Jan. 7 at 10 p.m. ET. 

Prime time ratings have made healthy advances, and 
now it seems the network is making some right moves. 
Tired acquired series were jettisoned and replaced with 
theatrical movies in prime. And FX’s second scripted 
original, Lucky, a half-hour dark comedy about a down-
on-his-luck gambler played by former Sex and the City 
star John Corbett, will bow in the spring. 

'FX is focusing its programming better 
now than they have in past seasons.' 

Kathryn Thomas. Starcomm Media 
Entertainment 

In 2002, prime time ratings were up 14%, to a 0.7, 
compared with 2001, and delivery to adults 18-49 in¬ 
creased 29%, according to Nielsen Media Research 

FX has had some small hits, like Howard Stern’s 
comedy Son ofa  Beach, but its missteps, such as ear¬ 
ly live programming and acquiring Ally McBeal and 
The Practice from corporate cousin Twentieth Televi¬ 
sion, have been louder thuds. 
With The Shield and prime time movies, FX has em¬ 

braced the proven general-entertainment formula that 
works for Nielsen leaders like USA Network and TNT. 

“In their continuing search for their identity, FX is fo¬ 
cusing its programming better now than they have in 
past seasons,” says Kathryn Thomas, associate direc¬ 
tor for Starcomm Media Entertainment. 

And now a bigger feat: the awaited return of The 
Shield. “It’s even a more daunting task” than the first 
season, admits FX President Peter Liguori. ’A show of 
this caliber is uncharted territory for us.” 

The Shield wasn’t always a slam-dunk proposition. 
It comes with a hefty price tag of about $1.3 million per 
episode plus the millions more that FX lavished on 
marketing and promotion. And in the first season, the 
show’s rough language and often rougher content re¬ 
pelled about 20 timid advertisers. Still, The Shield re¬ 
sulted in a clear win. Season one averaged a strong 2.8 
rating with 3.2 million viewers over 13 episodes. And 
star Michael Chiklis took home the Best Actor Emmy, 
beating out more-established actors like The West 
Wings Martin Sheen and 24’s Kiefer Sutherland. 

Season two gets the same production and marketing 
dollars. Creatively, it’s the same sometimes dark and dirty 
show. What’s different, Liguori says, is viewers and critics 
recognize “the quality and distinctiveness of the show.” 

Around its prized originals, FX now relies on movies. 
Liguori says movies give FX programmers more flex¬ 
ibility than five nights of acquired shows. “We can 
schedule strong dramas or action movies leading into 
The Shield or strong comedies leading into Lucky." 

And movies help FX’s bottom line. “The juggling act 
is to be able to afford quality first-run shows,” said 
Starcomm’s Thomas. ■ 
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SYNDICATION WATCH 

RATINGS I Dec. 2-8 
Nielsen Media Research 

Top 25 Shows 

Adults 18-34 
RANK/PROGRAM AA GAA 

1 Friends 6.5 7.7 

2 Seinfeld 5.1 6.0 

3 Seinfeld (wknd) 4.2 5.2 

4 That 70s Show 3.9 4.6 

5 Everybody Loves Raymond 3.7 4.1 

6 Will & Grace 3.4 3.7 

7 King of the Hill 2.9 3.2 

8 Friends (wknd) 2.4 2.5 

9 Home Improvement 2.3 2.9 

10 Entertainment Tonight 2.1 2.1 

10 Oprah Winfrey Show 2.1 2.1 

10 Drew Carey 2.1 2.1 

13 Frasier 2.0 2.2 

13 Maury 2.0 2.2 

15 Wheel of Fortune 1.9 NA 

15 Dharma 6 Greg 1.9 2.1 

15 That 70s Show (wknd) 1.9 1.9 

18 Jeopardy 1.8 NA 

19 Just Shoot Me (wknd) 1.6 2.0 

19 Buffy the Vampire Slayer 1.6 1.7 

19 Andromeda 1.6 1.7 

22 Everybody Loves Raymond (wknd) 1.5 NA 

22 Stargate SG-1 1.5 1.6 

22 Dr. Phil 1.5 1.5 

25 Judge Judy 1.4 1.9 

25 Steve Harvey 1.4 1.6 

25 Elimidate 1.4 1.6 

25 Fifth Wheel 1.4 1.6 

25 Just Shoot Me 1.4 1.5 

25 The X-Files 1.4 1.4 

25 Maximum Exposure 1.4 1.4 

Top Court Shows 

Adults 18-34 
RANK/PROGRAM AA GAA 

1 Judge Judy 1.4 1.9 

2 Divorce Court 1.1 1.4 

3 Judge Joe Brown 1.0 1.2 

4 Texas Justice 0.7 0.8 

4 People's Court 0.7 0.7 

4 Judge Mathis 0.7 0.7 

According to Nielsen Media Research Syndication 
Service Ranking Report Dec. 2-8, 2002 

AA = Average Audience Rating 

GAA = Gross Aggregate Average 

ONE NIELSEN RATING = 1,067,000 households, 
which represents 1 % of the 106.7 million TV 
Households in the United States 

NA = not available 

I daily strips | 

Hatchett Uses Tough Love 
By Paige Albiniak 

Nigel Holmes, a 16-year-old brought to Judge Glenda Hatchett’s court¬ 
room by his mother, tells the judge he’s totally frustrated by his life 
and hopeless about his future: “Ain’t nobody gonna hire me, I’m a 

black man from Georgia. If I see an old lady with a purse. I’m going to 
snatch it and run. I don’t care about her, I know she has food at home.” 

In a special episode slated to air on the holiday honoring Martin Luther 
King Jr., Jan. 20, Judge Hatchett sends Holmes, who already has spent two 
years of his young life in jail, to 
King’s daughter, Rev. Bernice 
King, and civil-rights leader 
C.T. Vivian for a reality check. 
When Holmes returns to 
Hatchett’s court, he tells the 
judge: “You saved my life, you 
really saved my life. This expe¬ 
rience taught me that, if I try 
hard enough, I can succeed.” 
Bernice King also appears 
briefly on the episode. 

As part of her efforts to in¬ 
tervene on behalf of troubled 
youth, Judge Hatchett has 
added celebrity mentors to her 
court strip, which is produced 
and distributed by Sony Pic¬ 
tures Television. Besides King 
and Vivian, radio personality 
Steve Harvey, U.S. Rep. Maxine 
Waters (D-Calif.), boxer Laila All and professional football player Jerome 
Bettis all are mentoring kids for Judge Hatchett this season. 

“The longer that we’re on the air, the more people understand what I am 
trying to do,” she says. “People are really willing to help us, which is the 
good news.” 

The show is in its third season and was recently renewed for a fourth in 
85% of the country and the top 10 markets. Ratings for the show are mod¬ 
est: It is in last place among the court shows, averaging a 1.6, according to 
Nielsen national ratings. That’s down 6% year-to-year as of Dec. 8. 

Hatchett came to the show after spending nine years in Georgia’s ju¬ 
venile-court system, where she used similar tough-love methods to try 
to turn kids around. At first, she turned down producer Russ Krasnoff’s 
offer to do the show but changed her mind when she realized how 
many people she could reach over the airwaves. “My commitment is 
beyond television. It is trying to change people’s lives.” ■ 

Insider 

Executive Action at Twentieth 
Lori Bernstein has been named senior vice president of 
business and legal affairs at Twentieth Television, while 
Patrice Callahan was promoted to the same title. 
Rommy Czaplicki has been promoted to director of 
business and legal affairs at the company, according to 
David Shall, executive vice president of business and le¬ 
gal affairs and new business development at Twentieth. 

Bernstein was previously at Buena Vista Television, 
where she spent eight years as senior vice president and 
head of business affairs. Callahan was named vice presi¬ 
dent of business and legal affairs at Twentieth in 2000. Prior 
to that, she headed business and legal affairs for four News 
Corp.-owned cable networks: FX, Fox Movie Channel, The 
Health Network and National Geographic. Czaplicki was 
most recently associate director of business and legal af¬ 
fairs at Twentieth but has been at Fox since 1992. 

Rob, We Hardly Knew Ye 
Twentieth Television officially has canceled talker The 
Rob Nelson Show, the studio said. Stations carrying 
the show will have episodes through Jan. 3. 

“The economics didn’t work, and it was an expensive 
show,” said Twentieth Television President and C00 Bob 
Cook. “The television stations gave it a chance, and they did¬ 
n’t see the kind of growth they had hoped for. It was a close 
decision for us.” The show had been averaging a 1.1 in the 
national Nielsen ratings since launching in September. 

Believe It and Strip It 
Sony Pictures Television has cleared the half-hour strip 
Ripley’s Believe It or Not in 65% of the country for fall 
2003, after the show’s successful run on cable network 
TBS. Sony is selling the show with a 4/3 barter split in 
favor of the stations and is being cleared in early fringe, 
late fringe and access. 

Don't Get Your Hopes Up, Pittsburgh 
America’s Moving To..., a weekly half-hour program 
showcasing popular American cities, has been cleared 
in 33 U.S. markets covering 30% of the country, ac¬ 
cording to John Mansfield, president of Mansfield Tele¬ 
vision Distribution, and Toni Erickson Knight, founder 
and CEO of media-sales firm WorldLink. 

Ryland Homes is the presenting sponsor of the 
show, which gives advertisers an opportunity to show¬ 
case their wares in an entertainment program. 

TV BUyER: 

Focus On Packaged Goods 
On January 13 we will take a look at Syndication’s most important advertising category, packaged goods, 
paying particular attention to Syndication’s No. 1 advertiser, Proctor & Gamble. 
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NBC's Big Plan for Arena Football 

NBC has an unusual ad campaign planned for its Arena Football League coverage, which starts Feb. 2. 

Remembering XFL 
lesson, network keeps 
expectations realistic 

By Steve McClellan 

T
wo years ago, NBC spent $30 mil¬ 
lion to $40 million getting view¬ 
ers revved up for the XFL, the 
football league created out of 
whole cloth in about 18 months 

by the World Wrestling Federation in a 
partnership with the network. 

The first week, sampling was huge: 
NFL-sized ratings in all the male demo¬ 
graphics. 

In retrospect, though, the promotion 
worked a little too well, says John Miller, 

Manze agrees. “With the XFL, we didn't 
really know what the product was and our 
expectation was to fill prime time.” With 
Arena Football, he adds, “we have a legit¬ 
imate product with realistic expectations.” 

The biggest rap against the XFL was the 
inept play. Critics and many fans didn’t 
view it as real football. 

But the AFL, Miller and Manze argue, 
has been legitimized by its 17-year histo¬ 
ry and already has a devoted following. 

And, whereas the XFL took the Nation¬ 
al Football League head-on, suggesting 
that its “smash-mouth” style was the an¬ 
tithesis of the NFLs namby-pamby style, 
the NFL embraces Arena football. 
Many owners have teams in both 

leagues, and some top NFL players start¬ 
ed there—St. Louis Rams quarterback 
Kurt Warner to name one. 

Ad buyers say NBC has the timing right 

'It's never going to do NFL-sized ratings, but it will deliver an audience 
that advertisers want to be around.' 

Tom Decabia. PHD USA 

co-president of The NBC Agency, as he 
and Vince Manze, the other co-president 
of NBC’s ad/promotion unit, ponder 
how to draw a crowd for the network’s 
latest stab at developing a TV sports fran¬ 
chise: the Arena Football League (AFL). 

The big lesson learned from the XFL 
experience, says Miller, is that there’s a 
limit to how much a program franchise 
can be hyped. “We sort of over-promised” 
what the XFL was all about, he concedes. 

because there aren’t a lot of other male-
driven sports franchises on the broadcast 
networks in late winter and early spring. 

“It should do fine," says Tom Decabia, 
executive vice president, PHD USA. “It’s 
never going to do NFL-sized ratings, but 
it will deliver an audience that advertis¬ 
ers want to be around, and it’s a good 
product.” 

NBC Sports executives say that’s just the 
point: The AFL will give advertisers that 

can’t afford the NFL or the NBA a chance 
to buy network TV 
And, like the NBC promotion team, 

sports executives are downplaying expec¬ 
tations. The goal, they say, is to develop a 
long-term profitable franchise. 

Ad buyers say the average cost of a spot 
in the AFL is $25,000 and the network is sell¬ 
ing single units and an array of packages. 

NBC has already signed a handful of 
season-long (22 weeks) sponsors that 
have purchased packages priced, accord¬ 
ing to sources, in the low seven figures each. 
Those sponsors include security-systems 
company ADT, carmaker Hyundai/KIA, 
Charles Schwab, GEICO and Wendy’s. An¬ 
other six to eight sponsors are expected to 
be disclosed shortly. 

East Coast-based Jon Miller, senior vice 
president, programming, NBC Sports 
(not to be confused with and no relation 
to West Coast-based NBC Agency Co-
President John Miller) confirms the spon¬ 
sors are on board but declined to talk 
about pricing. “No single package is the 
same,” he says. And while the sponsors so 
far don’t have category exclusivity, they do 
get more than just spots: “They’re getting 
billboards, screen, clock, and scoreboard 
signage, tickets and hospitality, all kinds 
of enhancements.” 

Whether there’s a profit in year one re¬ 
mains to be seen. So far, sales are on tar¬ 
get with the business plan, Jon Miller says. 
“We’re encouraged, but the goal isn’t to 
achieve profitability in year one but to 
achieve profitability in year six and be¬ 
yond. We don’t need a big rating to make 
this work.” 

Former Denver Broncos quarterback 
John Elway has an ownership stake in the 
Arena League’s Denver franchise. Not sur¬ 
prisingly, both Elway and Warner appear 
prominently in NBC’s on-air promos for 
its AFL coverage, which will air Sunday af¬ 
ternoons starting Feb. 2, a week after the 
Super Bowl. 

The network is looking for a ratings per¬ 
formance somewhere between a 1 and a 
2, says John Miller. 

That’s a far cry from the 4.5 rating that 
advertisers were guaranteed for NBC’s XFL 
coverage. By the end of its first and only 
season two years ago, the XFL was doing 
about a 2 rating and ended up costing the 
WWI; and NBC about $ KM) million. 

But the AFL might be a better business 
because the economics of the initial two-
year Arena League deal are much small¬ 
er. NBC isn’t paying a rights fee to the 
league, for one thing, and instead will 
share ad revenue sold in the games. 

It’s committing about $10 million to 
Continued on page 11 

EBB & FLOW 

Cable Scatter 
Stays Strong 
Santa has delivered enough 
goodies to little cable girls and 
boys to last through the first 
quarter, but what will the Easter 
Bunny bring? 

Weak Christmas sales haven’t 
yet hit cable network sales, which 
report that first quarter scatter 
pricing remains strong. Cable net¬ 
works continue to enjoy spillover 
from broadcasters’ fallen ratings. 

Scatter Vs. Upfront 

+15-20% 
Ratings slips at Fox, ABC and UPN 
mean more inventory is allocated 
to make-goods, prompting adver¬ 
tisers to turn to cable for 
exposure. 

The largest cable networks 
claim that scatter inventory contin¬ 
ues to go for 15-20% more than 
upfront prices, though Jon Man-
del, the co-CEO of buying giant 
Mediacom, contends they’re exag¬ 
gerating. Mandel says cable scat¬ 
ter prices are only 8-10% ahead 
(though that’s still strong). 

But the economy seems to be 
weakening. A Bank of Tokyo-Mit¬ 
subishi economist estimates that 
same-store holiday sales rose just 
1.5% from last year, the smallest 
gain since the bank started track¬ 
ing data in 1970. Wal-Mart last 
week acknowledged that its 
December sales will fall short of 
even its already modest expecta¬ 
tions, and that giant discount re¬ 
tailer accounts for about a third of 
the Bank of Tokyo index, which 
tracks more than 80 retailers. 

The upside is that basic cable 
finished the year beating 
broadcast nets for the first time, 
averaging 48% of the prime time 
audience versus 45% for the 
seven broadcast networks. 

Perversely, that may drive 
broadcast pricing higher as adver¬ 
tisers pay an even steeper 
premium for the mass audience 
that they still can’t get on cable. So 
broadcast CPMs go higher while 
cable’s stay flat and the CPM gap 
widens a bit more.—J.H. 

NEXT WEEK: 

I TV Spot 



HOT SPOTS 
Celebrity Endorsements 
Despite ongoing concerns that brand identity and advertising messages 
can be overpowered by celebrity messages, títere seems to be no slow¬ 
down in the use of star presenters. 

One reason for that, perhaps, is that celebrity-fronted ads frequent¬ 
ly pop up among the most liked and recalled in TV viewer surveys, ac¬ 
cording to INTERMEDIA ADVERTISING GROUP, which does such surveys. 

Among the latest big-time celeb signings: BEYONCE KNOWLES of Destiny’s 
Child was signed by PEPSI-COLA as it gears up for a new marketing battle 
with COKE, which is also working on a new campaign with actresses such 
as PENELOPE CRUZ and COURTNEY COX ARQUETTE. RADIO SHACK just signed 
SHAQUILLE O'NEAL to join its list of celebrity endorsers. CHRYSLER recently 
signed CELINE DION, and REBOK has added SHAKIRA to its roster. 

Accounts 
CAPITAL ONE, the credit-card marketer known for its three-year-old 
“What’s in your wallet?” campaign, has put its business up for review. 
Incumbent D'ARCY MASIUS BENTON & BOWLES is making a pitch, as are a 
number of non-Publicis-owned agencies. The company spent $170 
million on ads last year.... 

NIKON has pruned tire list of contenders for its estimated $17 million¬ 
plus account to six agencies. The finalists: HAVAS' ARNOLD and E URO RSCG 
MVBMS; OMNICOM's BBDO WORLDWIDE and DDB WORLDWIDE: and INTERPUB-
LIC’s BOZELL and MCCANN-ERICKSON. Arnold is based in Boston The rest 
are based in New York. PUBLICS GROUPES FALLON WORLDWIDE, the Min¬ 
neapolis-based incumbent, is not included in the review.... 

COCA-COLA has picked FOOTE CONE & BELDING, New York, to handle its $10 
million-plus Diet Coke account. FC&B replaces incumbent LOWE & PART-
NERS, which had also been a finalist to renew the account. Both shops op¬ 
erate within the INTERPUBLIC GROUP OF COMPANIES, whose MCCANN-ERICK¬ 
SON WORLDWIDE has long handled the flagship Coca-Cola advertising. 

Campaigns 
PEPSI-COLA and co-owned LAY’S POTATO CHIPS will launch a joint net-
work-TV advertising campaign starting tonight (Dec. 30) on Monday 
Night Football, fhe spots feature fans snacking on both brands. BBDO 
handles both accounts and created the campaign. Pepsi did a similar 
joint campaign last year with another co-owed brand, DORITOS tortilla 
chips. ... 

COMCAST has tapped four-time Tour de France winner and Sports il¬ 
lustrated s 2002 Sportsman of the Year LANCE ARMSTRONG to be the 
front man for its re-branding of AT&T BROADBAND cable systems into the 
Comcast fold. Armstrong will appear in on-air spots beginning in 
February.... 

GILLETTE is extending its campaign for its Mach3Turbo razor (intro¬ 
duced earlier this year) through 2003 in prime time. BBDO, which han¬ 
dles the account, has just produced two new spots for the campaign (en¬ 
titled, “Gravity Free at Home” and “Beamed up”) that premiered in late 
December. The spots will be seen on a variety of network prime time 
shows and will be used to support the brand throughout the coming year. 

Forecasts 
Ad agency INITIATIVE MEDI A is predicting a strong year for TV advertising in 
the 2003-04 season. TIM SPENGLER, executive vice president, Initiative Me¬ 
dia North America, describes 2002 as a “comeback” year for network tele¬ 
vision that also benefited cable and syndication. And 2003 will get off to 
“very healthy" start, he said, noting double-digit scatter prices and “record 
low level” of advertisers opting out of commitments for ad time in the first 
quarter. Next year’s upfront market should be “very strong” as clients seek 
ways to stand out in the “increasingly cluttered media universe.” 

ANA Conference 
The ASSOCIATION OF NATIONAL ADVERTISERS annual conference is set for 
March 13 in New York and will address a number of hot button issues 
currently the subject of intense debate. One session will attempt to an¬ 
swer the question, “Is commercial TV (as we know it) dead?” Another 
session will tackle the upfront market with panelists addressing these 
questions: “Is there a better process?" and “Do we even need it?” 

Executive Shift 
MICHAEL BUNGEY is leaving CCRDIANT COMMUNICATIONS GROUP as CEO at 
year's end (that would be tomorrow, Dec. 31), three months earlier than 
expected. DAVID HEARN, chairman and CEO of Cordiant’s BATES GROUP, 
has been named to replace Bungey. 
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NBC’s Arena Football Strategy 
Continued from page 10 
promotion, mostly on its own air with some ra¬ 
dio-advertising support as the AFL season ap¬ 
proaches. 

NBC has been airing spots for Arena Foot¬ 
ball on DirecTV’s NFL package since Septem¬ 
ber and more recently in its own weekend 
sports programming and male-driven prime 
time shows, such as Fear Factor. Late-night 
spots are also planned. 

Promos so far feature Elway and Warner ex¬ 
plaining differences between regular football 
and Arena Football; Elway is seen chain-sawing 
a miniature field in two to demonstrate that Are¬ 
na fields are half as long. It's mostly a passing 
game with “scoring so high you’ll need oxygen,” 
a voiceover intones. 

A second phase of the promotion campaign 
starts during the NFL playoffs, spoofing the 
style of United Way campaigns. It addresses 
“Post Super Bowl Stress Disorder (PSSD), “or 
pissed," as fite voiceover explains—that is, if the 
Standards and Practices department lets the 
language go through. 

The cure, of course, is Arena football. Among 

the images in the video is a lone tailgater in an 
otherwise empty stadium parking lot stirring 
the ashes in a barbecue grill. Another shows a 
man, dazed and staring at a TV without a game 
to watch, with his family off to the side horrified 
at what he might do next. 

The promos are all in good fun as they try to 
teach viewers a little about the game or sim¬ 
ply make people aware of it. And there’s quite 
a huge upside: Research shows Arena Foot¬ 
ball with about 35% recognition factor, says 
lohn Miller. ■ 

No Happy Hour tor Alcohol Ads 
New study urges FTC to review beer, liquor TV marketing 

By Steve McClellan 

Claiming that viewers under the legal 
drinking age were exposed to almost as 
many alcohol commercials on TV as 

adults are, Georgetown University’s Center on 
Alcohol Marketing & Youth (CAMY) has asked 
the Federal Trade Commission to review the 
advertising and marketing practices of tire al¬ 
coholic-beverages industry. 

What’s more, they said the 
beer and liquor industry’s self¬ 
imposed rules about advertis¬ 
ing are a sham. 

CAMY’s study and FTC re¬ 
quest came just one week after 
the American Medical Associ¬ 
ation called for broadcasters to 
ban alcoholic-beverage com¬ 
mercials on their airwaves be¬ 
fore 10 p.m. (B&C, Dec. 16). 

At stake: Close to $1 billion 
that the industry spends adver¬ 
tising those beverages to TV 
viewers each year. 

The big problem for broad¬ 
casters, of course, is that much 
of the $800 million-plus in beer 
advertising is placed in sports 
advertising that airs on week¬ 
end afternoons. 
CAMY’s FTC petition was 

based on a study it issued two 
weeks ago claiming that, in 2001, viewers un¬ 
der the legal drinking age were more likely to 
see commercials for beer titan for sneakers, 
gum, chips or jeans. 

Ute study, analyzing almost 210,000 alco¬ 
hol commercials that ran on cable- and 
broadcast-network IV last year, found that, 
with almost 25% of them, viewers under the 

age of 21 were more likely to have seen them 
than viewers of legal drinking age. (For the 
purposes of the study, the legal drinking age 
is assumed to be 21.) 

The AMA said its proposal was based on 
new research indicating that under-age 
drinkers can suffer brain damage because 
the brain is still developing until a person’s 
mid twenties. 

Dr. David Kessler, former commissioner of 
the Food and Drug Administration, said the 

industry’s self-imposed guide¬ 
lines on alcohol-ad placement 
aren’t cutting it. The general 
guideline from the beer and the 
liquor industry’s Distilled Spirits 
Council is that commercials 
should not be placed in pro¬ 
grams where viewers under 21 
account for 50% or more of the 
audience. 

“The industry’s guidelines are 
so permissive that, in practice, 
they amount to no limits at all,” 
said Kessler, currently dean of the 
Yale University School of Medi¬ 
cine and an adviser to CAMY. 

According to CAMY:s analysis of 
Nielsen Media Research data, only 
1% of all broadcast- and cable¬ 
network shows that ran in 2001 
had an under-the-legal-age-limit 
audience composition of 50% or 
greater. “This study shows that no 

one is protecting our youth,” said Kessler. ‘As a 
result, teenagers are seeing unbalanced and un¬ 
realistic messages about alcohol." 

Beer advertisers took issue with the study, 
however. Beer Institute President Jeff Beck¬ 
er decried efforts to make alcohol advertis¬ 
ing the whipping boy for societal ills like un¬ 
derage drinking. ■ 

'The industry's 
guidelines are so 
permissive that, 
in practica, they 
amount to no 
limits at all.' 

David Kessler. 
former FDA 
commissioner 



Unions Fight Urge To Merge 
WGA, AFTRA, others dismiss FCC ownership studies 

By John Eggerton 

Y
ou can’t merge me, I’m 
working for the union.” 
That could have been the 
battle cry in the nation’s 
capital as media and en¬ 

tertainment unions weighed in on 
the broadcast-ownership studies 
commissioned by the FCC, calling 
them flawed and incomplete. 

At a press conference in Wash¬ 
ington unveiling the study, Mona 
Mangan, executive director of the 
Writers Guild of America, East, 

Ford and Rockefeller Foundations, 
among others. The American Fed¬ 
eration of Television and Radio 
Artists, The Newspaper Guild, Com¬ 
munications Workers of America 
and WGA (East), in concert with the 
AFL-CIO’s Department for Profes¬ 
sional Employees, commissioned 
the analysis. 

While conceding that various fac¬ 
tors, including increasing availabili¬ 
ty of alternative media, make it rea¬ 
sonable to question whether current 
restrictions are still in the public in¬ 
terest, the unions say the conclu¬ 
sions in many of the FCC studies aie 

What Might Have Been 

Outlets and owners in 2000 vs. a projected number based on 
1960-1980 growth continued through the deregulatory era 

SOURCE: “Democracy Unhinged, a critique of the FCC Studies on Media 
Ownership," Center for Economic and Policy Research 

MEDIA OUTLETS 
Actual projected 

OWNERS 
Actual Projected 

Altoona, Pa. 23 33 15 16 
Birmingham, Ala. 44 69 38 58 
Burlington, Vt. 53 84 34 60 
Charlottesville, Va. 23 21 14 20 
Kansas City, Mo. 53 88 33 68 
Lancaster, Pa. 25 32 20 32 
Little Rock, Ark. 60 72 33 64 
Myrtle Beach, S.C. 38 81 23 43 
New York 184 266 114 224 
Terre Haute, Ind. 33 56 22_ 45 

outlined what the group believes 
are the stakes involved: "Should 
the GOP-controlled commission 
decide to wipe out or significantly 
weaken” the ownership rules, she 
said, it will lead to “a feeding fren¬ 
zy of corporate acquisitions" that 
will result in monopolistic cross¬ 
ownership of radio, TV, newspa¬ 
pers, the Internet and more. 

Newspaper Guild President Lin¬ 
da Foley also called on “big media” 
to better cover the ownership issue 
as a major policy story, complain¬ 
ing that "it’s not being covered” 
and that one of the reasons is the 
media’s own self-interest. 

Although the FCC’s dozen stud¬ 
ies have generally been interpret¬ 
ed as supporting further deregula¬ 
tion, a union analysis of them filed 
with the FCC and pitched to re¬ 
porters in Washington took strong 
issue with that characterization. 
The analysis was penned by 

Dean Baker, co-director of the 
Washington-based Center for Eco¬ 
nomic and Policy Research, a pro¬ 
gressive think tank funded by the 

more ambiguous than their execu¬ 
tive summaries suggest and, “in 
some cases, the evidence can be 
used to show the opposite of what 
is suggested by the summaries." 

Baker said several of the studies 
were inadequately designed and 
others provide evidence that more 
media concentration will be harm¬ 
ful in five specific ways: 
■ Lower quality of media, spe¬ 

cifically more ad time 
■ Fewer outlets 
■ Less diversity 
■ Higher ad prices 
■ Little substitution (that is, the 

various media are not inter¬ 
changeable). 
Baker generally dismissed the 

two studies of the effects of news¬ 
paper/broadcast crossownership 
on news coverage as flawed and 
of little value. Both FCC studies 
concluded that such crossowner¬ 
ship did not affect the slant or 
quality of news coverage. 

“The behavior of cross-owned 
newspaper and television stations 
in a context where such combina¬ 

tions are generally prohibited by 
the FCC,” Baker said, “does not 
necessarily indicate how such 
combinations would behave in 
the absence of FCC oversight, just 
as the fact that drivers don't speed 
in front of a police car doesn’t 
mean that drivers don’t speed.” 

Notable for its omission from 
the FCC study, said Baker, is “the 
extent to which ownership con¬ 
centration may affect the ability 
of various interest or political 
groups to reach a wider public 
with their views." For example, he 
said, “a fast-food chain may 
threaten to pull advertising from 
a media outlet that broadcasts an 
ad from an organization seeking 
to increase the minimum wage.” 
Another blind spot, he suggested, 
was the failure to examine how 
“commercial interests of the me¬ 
dia outlets or their advertisers 
may affect the content of their 
news and entertainment.” 

Thomas Carpenter, national di¬ 
rector for news/broadcasting, for 
AFTRA, is concerned about job 
losses. He said there is a “funda¬ 
mental interference" in the pub¬ 
lic-interest relationship between 
journalists and viewers “when 
consolidation results in layoffs.” 

Mangan said job loss is not 
WGA’s "central concern." Even in 
duoply situations, she said, "there 
is slightly less employment, but 
that is balanced out by the fact 
that it is a growing industry." She 
said her members are more con¬ 
cerned about the loss of product 
quality than loss of jobs. 
The unions called for more 

hearings on the issue. The deadline 
for public comment is Jan. 2, but a 
field hearing, at the insistence of 
Commissioner Michael Copps, has 
been slated for February. The Co¬ 
lumbia School of Law plans a day¬ 
long hearing on the subject Jan. 16, 
according to Foley. 
The FCC plans to use its studies, 

released last September, to help 
draft changes to a laundry list of 
media-ownership mies, including 
newspaper/broadcast crossown¬ 
ership, radio- and TV-ownership 
caps, and multiple ownership. 

The studies are part of a con¬ 
gressionally mandated biennial 
regulation review, given addition¬ 
al impetus by court decisions 
that Congress’s intent was clear: 
Such rules must be justified or 
jettisoned. ■ 

CAPITAL WATCH 

CBS Passes NASA Muster 
The Network-Affiliated Stations Alliance has written a letter to FCC Chairman 
Powell to say that CBS is now in its good graces. In its original filing of March 
2001, NASA asked the commission to investigate the Big Four networks’ rela¬ 
tionship with their affiliates and what NASA considered abuses of their power 
over stations. “CBS has conferred with its affiliates and amended its affiliation 
agreements so as to bring them, in NASA's judgment, into conformance with the 
commission’s rules,” wrote NASA Chairman Alan Frank. NASA also took the op¬ 
portunity to ask the FCC to get on with re¬ 
solving the inquiry, saying that the case be¬ 
fore it is “clear and compelling.” Reportedly, 
CBS was pleased to hear of NASA’s decision 
but has not altered its positions. 

Push Shoves Sinclair 
The Rainbow/Push Coalition has told the 
FCC it believes Sinclair Broadcast Group at¬ 
tempted to “corruptly influence" Maryland’s 
recent gubernatorial election by providing 
free helicopter service to Republican candi¬ 
date, now Governor-elect Robert Ehrlich. As 
a result, it says, the FCC should reverse its 
approval of recent Sinclair TV-station pur¬ 
chases. The Rainbow/Push brief, reported 
by the Baltimore Sun, which broke the story 
of a major Sinclair shareholder’s helicopter 
use, called the alleged undue influence on 
the campaign and the candidate “evidence 
of disqualifying conduct" as regards holding 
broadcast licenses. The group also said Sin¬ 
clair was behind a letter-writing campaign 
by three congressmen, including Ehrlich, to 
sway the FCC regarding the purchases. The 
FCC rebuked the congressmen for writing 
the agency without notifying other parties in 
the case. Sinclair officials could not be 
reached for comment. 

ACA: Retrans 'Abuse' on Rise 
The American Cable Association, which 
asked the FCC in October to investigate what 
it said was ongoing retrans-consent abuse by 
major broadcast groups, has filed a supple¬ 
mental report arguing that such abuse, par¬ 
ticularly in small markets, is on the rise. The 
ACA represents small, independent cable op¬ 
erators. It cites 11 examples, saying abusers 
use their market power to “force ‘take-it-or-

TNT CHRISTMAS 
IN WASHINGTON 

President George W. 

Bush, First Lady Laura 

Bush and a record num¬ 

ber of presidential-family 

members joined AOL Time 

Warner Chairman Steve 

Case and CEO Richard 

Parsons Dec. 15 at the 

taping of TNT’s (née 

NBC’s) Christmas in 

Washington special. The 

president's appearance in 

the event, including join¬ 

ing in the final carol of 

the evening, has been a 

tradition in Washington 

for two decades. The 

show was hosted by Daw¬ 

son 's Creek's Katie 

Holmes and included the 

music of Brooks & Dunn, 

Alison Krauss, Brian Set¬ 

zer, Lee Ann Womack, Dr. 

John and Yolanda Adams. 

leave-it’ tying arrangements and other unreasonable and costly terms on small ca¬ 
ble operators.” Cited more than once was Disney's insistence on carriage of its Soap-
Net and the move of Disney Channel from pay to basic as conditions of carriage. 

Responding to the complaints, Disney Executive VP Preston Padden pointed to 
Disney's stand-alone cash option (70 cents): “I saw a report that TNT is asking 77 
cents. We put a couple of billion dollars in programming on the screen, TNT a few 
hundred million. Sounds like a bargain to me. If any cable operator chooses the 
cash option, they have no obligation to carry any Disney services whatsoever. 
[Cable operators] are in the business of selling consumers our programming, and 
they don’t want to pay for it in any way—cash or carriage of other services. They 
want it free so they can sell it to people. There is something wrong with that.” 

Matthews a Hit In D.C. 
In the battle of the weekend public-affairs programs in the hometown of the talking 
heads, the winner was Chris Matthews—and syndication. NBC Enterprises’ Chris 
Matthews Show hit a season-high 6.3/16 on WRC-TV Washington the week of Dec. 
9-15. (6.3/16). It was tops in its Sunday 10 p.m. time period, beating network 
shows Face the Nation, Fox News Sunday and This Week Nationally, the show, pro¬ 
duced by NBC News, has doubled its household rating to a 2.0 since its premiere. 
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HPA Retreat Gets 
New Venue 
By Ken Kerschbaumer 

The Hollywood Post Alliance’s annual 
Technology Retreat, scheduled for 
Feb. 6-8 in Palm Springs, Calif., will 

have a new home: the Palm Springs Mar¬ 
quis. The move is in response to the re¬ 
treat’s growing crowd, which made it an 
exception among industry events last year. 
Mark Schubin, who organizes the event, 

describes the retreat as an SMPTE confer¬ 
ence combined with a circus. 

“It’s meant to be a high-level exchange 
of technical information in a totally fun at¬ 
mosphere,” he says. "There’s nothing for¬ 
mal at all. Even in our softball game, as 
many people as want to all play at once. If 
that means 20 people on the field, so be it.” 

Among the sessions: the yearly network 
and station-group engineering panel. 
“Even something as basic as why different 
stations sound louder or softer when peo¬ 
ple change channels will be addressed in 
a session called ‘Solving Loudness,”’ says 
Schubin. “And we hope to have every ma¬ 
jor video-server manufacturer represent¬ 
ed in a panel moderated by Karl Paulsen, 
who literally wrote the book on servers.” 

For more information, contact Eileen 

oKnralimnee.cr o(6m2.6 ■-799-1733) or visit www.hpa 

DIGITAL TICKER 

Newest Digital 
Stations 

SOURCE: Decisionmark 

WCET-DT Cincinnati, OH (PBS) 

WTOV-DT Steubenville, OH (NBC) 

WTRF-DT Wheeling. WV (CBS) 

WCNY-DT Syracuse. NY (PBS) 

WTVR-DT Richmond, VA (CBS) 

WRIC-DT Petersburg, VA (ABC) 

KSNT-DT Topeka. KS (NBC) 

KMID-DT Midland. TX (ABC) 

KSNW-DT Wichita, KS (NBC) 

KHAS-DT Hastings. NE (NBC) 

KEZI-DT Eugene, OR (ABC) 

Scientific-Atlanta 8000 set-top is equivalent of 2000 but with PVR functionality. 

TWC Taps PVR 
Service looks to be a hit in 12 markets 

By Ken Kerschbaumer 

T
ime Warner Cable, on the hunt to drive profits and give 
subscribers something with more “stick” than just more 
channels, has begun deploying Scientific-Atlanta (S-A) 
8000 set-top boxes with PVR functionality in 12 markets. 
It’s giving viewers a new way to experience TV viewing and 

local operators a new way to hook in digital subscribers. 
With this and its VOD rollout, Time Warner Cable 

has a consumer value proposition in place that it be¬ 
lieves exceeds that offered by DBS providers. Right now, the ser¬ 
vice is in 12 divisions with another four or five scheduled in the 
next couple of months. The markets are Austin and Waco , 
Texas; Binghamton, N.Y.; Green Bay, Wis.; Greensboro, N.C.; 
Memphis, Tenn.; Minneapolis; Columbia, S.C.; Portland, 
Maine; Rochester, N.Y.; San Antonio; Syracuse, N.Y.; and Cor¬ 

pus Christi, Texas. There are 28,000 PVR subscribers signed on. 
"I can’t imagine why other cable operators wouldn’t want 

to do this also,” says Pat Armstrong, Time Warner Cable se¬ 
nior vice president, new product management. 

To David B. Davies, Scientific-Atlanta director, strategic mar¬ 
keting, subscriber networks, PVR’s most attractive aspect for ca¬ 
ble operators is that all the revenues flow straight to the bottom 
line, unlike VOD revenues, which are split with the studios and 
the VOD operator. PVR functionality is typically priced around 
$9.95 à la carte, less if bundled with other digital services. If the 
typical digital subscriber is paying $9.95 for the digital tier and 
about $5 for box rental and purchases one PPV movie, that adds 
up to about $18 a month. PVR functionality brings in another 
$9.95, driving revenues by 50% and profits by 140%. 

“With VOD, cable operators share half with the studios, so 
the $9.95 a month from PVR is equal to about five VOD movies 
a month or two more premium channels,” Davies explains. 
"The value they can get is quite significant.” 

The 8000 box is basically an S-A 2000 set-top box with PVR 
functionality. It costs about $80 more than the 2000, and Time 
Warner Cable prices the rental the same as for the 2000. 

Davies says the “stickiness” of PVR functionality makes it a 
solid value proposition with guaranteed payback on the addi¬ 
tional cost. "PVRs change the way people watch TV. It’s a very 
sticky product, like going from dial-up to high-speed data.” 

He says that one of the problems PVRs had early on was that 
customers perceived it as a smart VCR. They had to know what 
it was before it had value. But Time Warner Cable’s marketing ef¬ 
forts, which include trying it for free for a month, are working. 

Time Warner is hopeful that the stickiness will cut down on 
churn. Basic PVR functionality would probably be enough to 
help cut churn, but the S-A box has some advantages over the 
TiVo and Replay TV consumer PVRs that add extra stickiness: 
The 8000’s two tuners allow for the recording of two pro¬ 
grams at once or recording one and watching another. 

"There is no equipment to buy, and it’s in the set-top box,” 
notes Armstrong. “There also isn’t a need to connect a phone 
line, which is incredibly helpful.” 

The set-top box uses the same guide that already 
is used by the cable subscriber, cutting down on the 
learning curve. Fred Pappalardo, Time Warner Ca¬ 

ble vice president, new product management, says the main 
message Time Warner is trying to convey to subscribers is 
that it lets them watch TV when they want. 

“We try not to get too technical and, in a few places, make 
reference to its being a TiVo-like product,” he explains, “but a 
lot of the average consumers don’t know what a TiVo is.” ■ 

I cable I 

Wexler Adds Sony IMX Gear 
By Ken Kerschbaumer 

Sony IMX gear is being put through 
its paces by NBC’s Fear Factor 
and, next season, will be deployed 

for Real World and Road Rules. Los An¬ 
geles-based rental company Wexler re-

I cently purchased $4 million of Sony 
IMX gear, replacing Betacam SP gear 
that was in use by its clients. 

The new equipment includes 30 cam¬ 
eras and a number of recording decks. 

“IMX gives our customer a better pic¬ 
ture than Betacam SR a lighter camera 
and a longer tape load,” says Wexler Pres¬ 
ident Chris Thompson. “It provides a va¬ 
riety of different wins for our clients. For 
example, the camera is a total win as the 

imaging is amazing and light-years bet¬ 
ter than Betacam SR” 

Another attractive feature, he says, 
is that the tapes are inexpensive. In ad¬ 
dition, the decks are legacy decks so, 
depending on the deck purchased, 
they can play back a variety of differ¬ 
ent formats. “Customers who have Be¬ 
tacam or Digital Betacam tapes along¬ 
side the IMX tapes that they want to 
load into their Avid editing system can 
use one of the J3 decks or 2000 decks.” 

Wexler purchased its first round of 
IMX gear in June, and the equipment is 
currently being used for Fear Factor. 

“Using IMX allows the producers to 
keep their workflow very much the same 
as it is today,” Thompson explains. 

Also, he adds, it introduces new tech¬ 

nologies that will offer advantages in the 
future. “The IMX deck can use Sony’s 
eVTR card, which allows a file to be sent 
via FT P over an Ethernet network. Ulti¬ 
mately, you can create a network of 
these decks and, instead of shipping 
video over a cable, send an entire file.” ■ 
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THE FIFTH ESTATER 

Knight Created Her Own Ad-Sales Niche 
Her boutique firm has grown into a global marketer 

Toni Erickson Knight turned advertising 
straw into gold when Fox decided in 1997 
that it no longer wanted its regional sports 

networks to focus on the infomercial business. 
Taking a team of four others with her, Knight 

opened her own firm specializing in matching 
clients with infomercials and direct-response 
ads—those that list 800 telephone numbers for 
viewers to call and purchase an advertised prod¬ 
uct—with cable sports net¬ 
works. The market quickly 
proved what Knight suspected: 
There was a lot of demand for 
a firm that could place those 
atypical, less glamorous types 
of ads and very little supply. 

“Personally, I wanted to go 
to a different level,” Knight 
says about spinning her com¬ 
pany off from Fox. “I wanted to 
develop a boutique infomer¬ 
cial-sales company that would 
expand into a global market¬ 
ing company.” 

She lost no time pursuing 
her vision. A year after she 
started the company in March 
1997, Knight’s little company 
quickly expanded from repre¬ 
senting just Fox’s regional 
sports networks to represent¬ 
ing all regional sports net¬ 
works for infomercial and re¬ 
gional spot advertising sales. 

Soon, Knight andWorldLink 
were bringing infomercials, di¬ 
rect-response ads and other in¬ 
tegrated packages to national 
cable networks and broadcast 
stations. WorldLink offers ser¬ 
vices that many TV stations 
and smaller cable networks 
don’t want to do for them¬ 
selves, such as accounting. 
That allows networks and sta¬ 
tions to collect revenue without 
incurring new overhead. 

“She created a niche and 
then made a success out of it,” 
says Barry Jacobs, president of 
E&M West/Camelot Media. 
“She created a formula that 
doesn’t exist in any other place 
but her company. She had the 
initiative to find that formula 
and then the persistence to make it work.” 

Says Young Broadcasting Executive Vice Pres¬ 
ident Deb McDermott, “She gets you the cream 
of the crop of that industry. She approaches it in 
a very professional manner and helps the sta¬ 
tions achieve their goals by earning revenue for 
them while putting quality programs on the air. 

She tries to make sure the advertisers’ goals are 
in sync with the stations’ goals.” 

That business model made so much sense in 
the U.S. that World I .ink soon began attracting in¬ 
ternational customers. It quickly was offering ad¬ 
vertising-sales services to networks in Latin 
America, Europe and Asia. In 2001, Knight 
launched WorldLink Español to service the 
rapidly growing U.S. Hispanic market. In the 

U.S., the company represents 
cable networks Fox SportsNet, 
Fox Sports World, TNN, CMT, 
Comcast SportsNet and Rain¬ 
bow and broadcasters Pax Net, 
Twentieth Television, Young 
Broadcasting and Granite 
Broadcasting. 

International clients include 
CNBC Europe and Australia, 
MTV Latin America, Nick¬ 
elodeon Latin America, Fox 
Sports World Español, Telemu¬ 
ndo, E! Entertainment Latin 
America, The History Channel, 
Hallmark Channel Internation¬ 
al, STAR and National Geo¬ 
graphic. 

WorldLink also has relation¬ 
ships with some 250 advertis¬ 
ing agencies in the U.S. and in¬ 
ternationally and offices in Los 
Angeles and New York. In less 
than seven years, it has grown 
from five employees to 70. 

Aware that too much growth 
can cause businesses to go un¬ 
der, Knight has been careful to 
manage her company’s expan¬ 
sion. “When we surpassed 50 
employees, I stopped and look¬ 
ed to make sure we had main¬ 
tained our focus." 

Last September, the Wom¬ 
en’s Business Enterprise Na¬ 
tional Council awarded its cer¬ 
tification to WorldLink, after the 
company proved it was more 
than 51% owned-and-operat-
ed by female leadership. That 
allows WorldLink to offer cus¬ 
tomers proof that they are do¬ 
ing business with a company 
committed to diversity. 

WorldLink also has created 
syndicated weekly half-hour 

America’s Moring To.. . to showcase advertisers’ 
products. Main corporate sponsor is Ryland 
Homes, and WorldLink also sells other sponsor¬ 
ships, contests, promotions, Internet tie-ins and 
product-integration packages as well as tradi¬ 
tional spots. So far, the show is cleared in 33 mar¬ 
kets and 30% of the country.—Paige Albiniak 

B July 20,1964. 

Minneapolis 

EDUCATION 
BA, broadcast journalism, 

University of Southern 

California, 1986 

EMPLOYMENT 
Sales assistant, KABC-TV, Los 

Angeles, 1986-88; assistant re¬ 

search director, Prime Ticket, 

Los Angeles, 1988-90; account 

executive, Prime Ticket, 1990-

95; director, infomercial sales, 

Liberty Sports, Los Angeles, 

1995-96; director, infomercial 

sales, Fox Sports Net, Los An¬ 

geles, 1996-97; current posi¬ 

tion since March 1997 

PERSONAL 
Single 

FATES & FORTUNES 

Broadcast TV 
PATRICIA EVANS, interim executive di¬ 
rector, communications and commu-
nity/government relations, KQED Pub¬ 
lic Broadcasting, San Francisco, 
named VP. 

MARTIN CAMACHO, senior promo¬ 
tions specialist, KGUN(TV) Tucson, 
Ariz., named business development 
manager, KUAT Communications 
Group, Tucson. 

STEPHANIE HOLLOWAY. KWTV(TV) 
Oklahoma City, joins as co-national 
sales manager. 

Cable TV 
At Comcast Cable: TOM HURLEY, se¬ 
nior VP, programming, Denver, 
promoted to president, Comcast Digital 
Programming Center; MATT BOND, ex¬ 
ecutive VR distribution, Yankees Enter¬ 
tainment & Sports Network, New York, 
named executive VP, programming; 
BARBARA A. GEHRIG, regional VP. 
Maryland/Delaware region, promoted 
to regional senior VP. 

KEITH J. COCOZZA, director, media 
relations, Cablevision Systems Corp., 
Bethpage, N.Y, named director, corporate 
communications, Time Warner Cable, 
Stamford. Conn. 

At Insight Communications: 
BRYAN SMITH, marketing operations 
director, AT&T, New York, joins as VP, 
marketing strategy and analysis, New 
York: GREGG GRAFF, senior VP, opera¬ 
tions, Louisville, Ky„ adds Southern 
Midwest region to his duties; JOHN W. 
HUTTON, senior VP operations, Lexing¬ 
ton, Ky„ adds Central Eastern region; 
DAVID SERVIES, senior VP, Anderson, 
Ind., expands role to Western region. 

Programming 
DENNIS PATRICK. president/CEO. 
Patrick Communications and Doeg Hill 
Ventures, Washington, named presi¬ 
dent, National Geographic Ventures. 

CARL BEVERLY. VP, drama program¬ 
ming, Universal Television, Universal 
City, Calif., promoted to senior VP. 

MARK STERN, partner/president, 
television division, Triology Entertain¬ 
ment Group, Los Angeles, appointed 
senior VP, original programming, Sei 
Fi Channel, Los Angeles. 

SHELLEY REID, special counsel, KMZ 
Rosenman, Los Angeles, joins Hearst 
Entertainment, Los Angeles, as senior 
VP, business affairs. 

DAVE POMEROY, director, electronic 
media, National Council of Churches, 
New York, joins Faith & Values Media, 
New York, as VR digital division. 

At NBC Sports, New York: 
CAMERON BLANCHARD, director, com¬ 
munications, promoted to senior direc¬ 
tor: KATHY CONNORS, publicist, 
promoted to manager, communications. 

TOM HURLEY 

Comcast Cable 

KEITH J. COCOZZA 

Time Warner Cable 

DENNIS PATRICK 

Nat Geo Ventures 

CARL BEVERLY 

Universal Television 

Radio 
D. SCOTT KARNEDY, VP/director, sales, 
AMFM Inc., New York, named senior 
VP/director, national sales, Infinity 
Broadcasting, New York. 

WHAT’S YOUR FATE? 
Send it to Llanor Alleyne, 
editorial assistant, Broadcasting & Cable 
(e-mail: palleyne@reedbusiness; fax: 646-
746-7028; mail: 360 Park Avenue South, 
New York, N.Y. 10010). 
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Swanson’s TV Dinner 
Dennis Swanson (center), executive VP and COO of 

Viacom TV stations, mediates a finger-poinling match 

between Court TV President Henry Schleift (left) and 

Warner Bros. President Dick Robertson at the John A. 

Reisenbach Foundation Gala for a Better New York. 

Swanson received the Foundation's Distinguished Citi¬ 

zen Award, only the second person to be so honored in 

the Foundation s 11year history. The TV and advertis¬ 

ing industry raised over $300,000 for quality-of-life 

programs in New York. 

They Have the Muse 
Actress ALFRE WOODARD. AMC Networks President KATE MCENROE and 
film publicist LOIS SMliTH were honored by NEW YORK WORSN IN FILM a 
TELEVISION at the organization’s annual Muse Awards and Gala 
Luncheon. Ex-talk-show host ROSIE O'DONNELL (right) was master of cer¬ 
emonies. Actress FRANCIS MC00RMAN0 was also honored. 

Historical Meeting 
GE's Vice Chairman BOB WRIGHT (right) chats with WILLIAM F. BAKER, 
president and CEO of WNET(TV) New York (left), and JIM BASKER, presi¬ 
dent of GILDER LEHRMAN INSTITUTE OF AMERICAN HISTORY at the open¬ 
ing night of the NEW YORK HISTORICAL SOCIETY s Freedom: A History of 
US exhibit. Wright was a featured speaker at the GE-sponsored exhibit, 
which runs through Jan. 28. 

Wussler’s Avoiding Armageddon 
These days, broadcast and cable veteran Robert Wussler is toiling on 

projects that reach into the past and the future. Wussler, who has served 

as president for CBS Sports and CBS Television, and in key executive 

posts at CNN and Turner Broadcasting, now 

shepherds Ted Turner's documentary-production 

company, Ted Turner Pictures, as its president 

and CEO. 

In early 2003, two of his projects will hit the 

screen: a theatrical movie, Gods and Generals, 

recounting the first two years of the Civil War, 

and PBS documentary Avoiding Armageddon, 

examining the origins and future of weapons of 

mass destruction. Gods and Generals, which is 

Turner's second Civil War movie, opens Feb. 21; 

Avoiding Armageddon airs on PBS over four 

nights beginning April 14. 

Making the documentary, Wussler leaned on his news background. 

"My television experience for the last 40 years has included covering nu¬ 

clear, biological and chemical warfare,” he said. 

Up next for Ted Turner Productions, Wussler said, could be a third Civil 

War movie in 2004 or 2005 and possibly a documentary on energy or water. 

Fritts Receives 
Founders Award 
NAB President EDDIE FRITTS accepts the 
Founders Award from the NATIONAL COM¬ 
MISSION AGAINST DRUNK DRIVING. The 
NAB and NCADD, partners on the issue of 
drunk driving for 10 years, have launched 
such ad campaigns as “Friends don’t let 
friends drink and drive” and “Designate 
before you celebrate.” 

"We’re extremely proud that a large 
portion of the $9.9 billion in public 
service generated annually by local 
broadcasters is dedicated to anti-drunk-
driving initiatives,” Fritts said. “I can think 
of no other cause more important.” 

WE LIKE YOUR FACE 
Have something you'd like everybody to see in 
Facetime? Please send photos with event, date 
and caption information to paNeyne@reedbusi-
ness.com. E-mailed photos should be at 300-
dpi resolution, if possible. Or send the into and 
the photo to Facetime, Broadcasting & Cable, 
360 Park Ave. South. New York. NY 10010 ki 
either case, make sure you leave a daytime 
phone number and remember to identify every¬ 
body in the phHto. (Sorry, photos can’t be 
returned.) 

1. Now, as it turns out, 

Americans find out former Sen¬ 

ate Majority Leader Trent Lott 

also: 

A) proposed a new national holi¬ 
day to honor Dale Earnhardt 
B) once poured sugar in the gas 
tank of the New York Yankees 
team bus during a World Series 
game in Atlanta 
C) irritated other senators 
because, when he voted “yes” on 
important bills, he always said, 
“Yes, indeedy!” 
D) favors keeping a cap on the 
station-ownership limit 

2. For 10 straight weeknights in 

December, the Sei Fi channel: 

A) debated adding a hyphen to 

its title 
B) checked all employees to see 
if any of them had unusually long 
fingers 
C) sat around in the control room 
wearing French berets making 
rude Jean Marie Messier jokes 
D) telecast Steven Spielberg’s 
alien thriller Taken 

3. Which of these is a real (or at 

least planned) digital cable 

network? 

A) Discovery’s Trigonometry! 
B) Horse Country 
C) Cocktail 
D) Black Belt TV 

4. ANN'S Angels are: 

a) Private detectives employed by 

Charlie's wife, Ann, to investigate 
why he was spending so much 
time with his angels 
b) A motorcycle gang composed 
of TV cartoon characters 
affiliated with the Anime News 

Network 
c) Five classy, articulate and at¬ 
tractive female anchors for the 
planned American News Network 
d) Three women who have this 
really good idea for a Web site, 
but like, nobody will give them 
any money because male pigs 
rule everything and that’s how 
this world got into this mess 

5. What unlikely category is a 

new. important and growing 

source of network advertising? 

A) Dusting products, like Swifter 
B) Colas for women, like 
Karol's Kola 
C) Ancillary products that go with 
George Foreman’s grill 
D) The growing glow-in-the-dark 

lipstick craze, led by Revlon’s See2 

6. Generally, West of the Missis¬ 

sippi is: 

A) where people wear funny 
clothes 
B) God's country 
C) Bush country 
D) where stations start with a K 
E) some combination of aN of the 
above 

SPONSORED BY 

EHMS 
w 
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DATE BOOK 

January 
Jan. 9-12 

Consumer Electronics 

Association 

2003 International CES. Las Vegas. 
Contact: Lisa Fasold, 703-907-7669. 

Jan. 13-14 

Tennessee Association 

of Broadcasters 

Annual Convention. Maxwell House 
Hotel, Nashville. 
Contact: 615-399-3791. 

Jan. 13-14 

National Cable 

Television Cooperative 

Winter Education Conference. 
New Orleans. 
Contact: 913-599-5900. 

Jan. 13-15 

Wireless Communications 

Association 

9th Annual Technical Symposium and 
Business Expo. San Jose, Calif. Contact: 
George McFadden, 202-452-0041. 

Jan. 13-17 

American Association of 

Advertising Agencies 

Executive Leadership Program. Shutters 
on the Beach, Santa Monica, Calif. Con¬ 
tact: Michelle Montalto, 212-850-0731. 

The George Foster Peabody Awards 

Search for Excellence 
in Electronic Media 

62nd Annual 
Peabody Awards 

CALL FOR ÉNTRIES 

We are pleased to announce 
New online entry form are available 
www.peabody.uga.edu 

Deadline for 2002 entries 
January 15, 2003 

BROADCASTIMBLE 
Paul Audino: 646-746-7111 • Cheryl Mahon. 646-746-6528 
Chuck Bolkcom: 775-852-1290 • Marcia Orcutt: 323-549-4114 
Rob Payne: 646-746-7022 
Classified Advertising & Marketplace Advertising: 866-258-1075 
visit our web site www.broadcastingcable.com 

Jan.14 

Kagan World Media 

OSS Summit. Fountainbleau Hilton, Mi¬ 
ami. Contact: Merrie Cole. 831-624-1536. 

Jan. 14-15 

Wisconsin Broadcasters 

Association 

Winter Conference. Madison, Wis. Con¬ 
tact: Michelle Lukens. 608-255-2600. 

Jan. 14-16 

Society of Cable Telecommu¬ 

nications Engineers 

Conference on Emerging Technologies. 
Fountainbleau Hilton, Miami. Contact: 
Ginny Nagle. 610-524-1725 ext. 210. 

MAJOR 
MEETINGS 

Jan. 20-23 

National Association of 

Television Program 

Executives 

NATPE 2003. Ernest N. Morial 
Convention Center, New Orleans. 
Contact: Edna Gonzalez, 
310-453-4440 ext. 209. 

Feb.11 

Cabletelevision 

Advertising Bureau 

Cable Advertising Conference. 
New York, N.Y. Contact: Joleen 
Martin, 212-508-1214. 

Feb. 25-26 

Syndicated Network 

Television Association 

1st National Syndication Marketplace. 
New York. Contact: 212-259-3740. 

April 5-10 

National Association of 

Broadcasters 

NAB 2003. Las Vegas Hilton, Las 
Vegas. Contact; Kathleen Muller, 
202-775-3527. 

April 15 

Television Bureau of 

Advertising 

Annual Marketing Conference. 
Jacob Javits Convention Center, 
New York. Contact: Janice Gar-
jian, 212-891-2246. 

June 8-11 

National Cable & Telecom¬ 

munications Association 

Annual Convention. Chicago. 
Contact: 202-775-3669. 
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East Doesn't Meet West in Latin Emmy Fight 
Continued from page 3 
tory press release. 

In it, Price dropped the first 
public mention of a Latin Emmys. 

Leavitt says he was stunned. 
“We hadn’t voted; we hadn’t even 
approved it.” 

He says ATAS has tried to study 
the issue, sending surveys to its 
members and holding a Septem¬ 
ber summit with national and in¬ 
ternational members. Some are 
concerned other groups might 
demand their own awards. 

Meanwhile, both organizations 
have entertained Hispanic com¬ 
munity leaders and politicians to 
gauge support. 

One of those leaders, Congress¬ 
man Solomon Ortiz, chairman of 
the Congressional Hispanic Cau¬ 
cus Task Force, is trying to remain 

'Our purpose has always 
been, and remains, entirely 
about mainstream, prime 
time opportunities for 
Hispanics in the field of 
entertainment.' 

Congressman 
Solomon Ortiz 

neutral. "Our purpose has always 
been, and remains, entirely about 
mainstream, prime time opportu¬ 
nities for Hispanics in the field of 
entertainment,” Ortiz said. The 
CHC, he added, has no position 
“on the value of a Latin Emmy for 
Spanish-language programming.” 
Under NATAS’ proposal, Span¬ 

ish-language broadcasters Tele¬ 
mundo and Univision would alter¬ 
nate years broadcasting the event 
and pay an unspecified license fee. 
The show would be held in New 
York, Miami or Los Angeles. 
A Latin Emmy awards, as 

NATAS envisions it for now, would 
honor Spanish-language pro¬ 
gramming that originates in both 
the U.S. and other countries. 

’’[Hispanics] who appear on 
Spanish-language television like 
novellas, news and sports you 
never see or hear about because 
they are invisible in the English-
language awards," Price said. 

A major sticking-point, argues 
Leavitt, is that nearly half the 
Spanish-language programming 
aired in the U.S. comes from 
abroad. That programming can 
already be entered into the In¬ 
ternational Emmy Awards, run 
by NATAS. 

But at ATAS, Leavitt say, “Our 
charter is to salute excellence in 
prime time programming pro¬ 
duced or co-produced in Ameri¬ 
ca,” he said. “We can't just wave a 
wand and change that." 
One NATAS solution could be 

creating new Spanish-language 
categories in the existing awards 
shows, rather than a separate show. 

Even the name of the show is a 
point of contention. Some Hispan¬ 
ics are offended by the name Latin 
Emmys (there is, of course, already 
a Latin Grammy awards show). 

In a letter to ATAS Chairman 
Bryce Zabel, the chairman of the 
National Latino Media Council Es¬ 
teban Torres gave his support for a 
Spanish-language awards show 
but emphasized: “We have and 
will always have a huge problem if 
this award show carries the name 

Latin Emmys.” His preferred 
name: The Emmys in Español. 
Telemundo COO Alan Sokol 

said an awards show, whatever the 
name, would be “an empower¬ 
ment event” for the country’s 35 
million Hispanics. 

Sokol said, “Right now Spanish-

language television is invisible in 
awards recognition in the general 
market.” 

A Latin Emmys would likely get 
strong ratings, and Telemundo and 
Univision could sell it to advertis¬ 
ers at a premium. Univision would 
not comment for this story. ■ 

Attend FORUM 2003 at last year's 
price! Register on or before 
December 31,2002. 

The premiere national educational conference for 
cable public affairs will: 

FORUM 2003 Sponsors 

(asofll/21102) 

ABC Cable Networks 

A&E/The History Channel 

Black Entertainment Television 

Cable World 

Cox Communications, Inc. 

International Channel Networks 

Motorola, Broadband Communications Sector 

NBC Cable Networks 

Reed Business Information 

Scientific-Atlanta 

Time Warner Cable 

fcchTV 

Türner Broadcasting System, Inc. 

• Equip you with media tools for local market 
success 

• Prepare you to communicate cable's broadband 
advantage 

• Provide ideas for building effective community 
relations programs 

• Convey strategies for making public affairs a 
critical component of marketing campaigns 

Call 800/210-3396 or 202/775-1081 
for information or sponsorships. 

Go to www.ctpaa.org to download a 
copy of the registration form. 

CAPITALIZING 
ON CABLE S COMPETITIVE EDGE 

MARCH 30 - APRIL 2 
THE MAYFLOWER - WASHINGTON, DC 
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TELEVISION 

Research Careers Sales Careers Sales Careers 

RESEARCH DIRECTOR 
UPN Atlanta (WUPA-TV), an exciting 
growth-oriented VIACOM O & O in the coun¬ 
try's vibrant #9 market, seeks a creative and 
aggressive individual to head its research 
department and help direct station program¬ 
ming and promotion strategy. Candidate 
must have prior television Research Director 
experience or equivalent, be detail-oriented, 
organized and proficient in TV Scan, Scar¬ 
borough, Qualitap, Adviews, Word, Power¬ 
point. Excel. NSI Wrap/Galaxy, and internet 
utilization. Additional experience in other 
qualitative research tools, research-related 
contract negotiation, and meter samples a 
plus. Responsibilities include maintenance 
of all research tools, creating powerful cus¬ 
tomized client sales presentations, tracks 
and trends, estimates and rationale, one-
sheets, positioning pieces and coordination 
with national rep, promotion and program¬ 
ming departments. Send resume and cover 
letter to: UPN Atlanta, Personnel Office, BC 
- RD, 2700 NE Expressway, Building A-700, 
Atlanta. GA 30345 EOE 

RESEARCH ANALYST 
ABC7, the number one station in Los Ange¬ 
les. is seeking a research analyst. Qualified 
applicant must have excellent math and writ¬ 
ing skills, knowledge of Microsoft Word, Ex¬ 
cel and PowerPoint. Working knowledge of 
Scarborough, MRI, CMR, DDA, qualitative 
data applications and computer generated 
sales presentations is essential. Position re¬ 
quires maintenance of in-house research 
system for sales department. Minimum 2 
years in media research at television station, 
agency or syndication level is a must. 
Please send resume to: ABC7 Los Angeles, 
Attn: Human Resources, Dept. RA/BC, 500 
Circle Seven Drive, Glendale. CA 91201. 
Equal Opportunity Employer. 

Promotion Careers 

SEEKING PROMOTION MANAGER 
We’re looking only for the top-notch candi¬ 
dates! If you’re an experienced, savvy, cre¬ 
ative, enthusiastic, hard working TV Promo¬ 
tion Manager who wants to work for the best 
-- there’s a great position waiting for you. 
Dynamic, hard-charging, #1 station will be 
the place where your creativity blossoms. 
Make your “creative pitch" to Bill@NuFu-
ture.TV and I’ll pass the best on to my 
clients. 

Sales Careers 

SALES MANAGERS - SALES PEOPLE 

GENERATE NEW BUSINESS TODAY! 

S395 TOTAL COST - NO ADDITIONAL FEES 

CANDIDATE DATABASE - 98% 

CURRENTLY EMPLOYED 

www.MediaRecruiter.com 

LOCAL SALES MANAGER 
WJAC-TV, owned by Cox Television and the 
market leader in the Johnstown-Altoona-
State College DMA, is seeking an aggres¬ 
sive, energetic leader who is dedicated to 
winning. This is an additional position work¬ 
ing from the Altoona, PA office that requires 
hands on business development skills and 
the ability to work closely with experienced 
and new sales personnel. Candidates must 
have 5+ years of TV sales experience with 
management experience preferred. Send 
letter and resume (no calls/faxes) to HR Di¬ 
rector, WJAC-TV, 49 Old Hickory Lane, 
Johnstown, PA 15905 EOE 

ACCOUNT EXECUTIVE 
The fastest growing station in Austin is seek¬ 
ing an Account Executive with a minimum of 
3-5 years experience in broadcast sales for 
immediate opening at KEYE-42, a CBS 
O&O in Austin, Texas. Candidate should be 
highly motivated, organized, and goal ori¬ 
ented, with excellent communication skills, 
computer skills, and knowledge of research 
materials such as Nielsen, TV Scan, Ad¬ 
views (CMR), and Scarborough. Will be re¬ 
sponsible for new business development 
along with maintaining current account 
base. Send resume to Jeff Stern/KEYE-42, 
C/O Sales Position, 10700 Metric Blvd., 
Austin, TX 78758 

DIRECTOR OF SALES 
KGW, a Belo station, has an opening for an 
individual to work as a Director of Sales and 
Marketing. Individual will report to the Pres¬ 
ident and General Manager. This position is 
responsible for achieving the station's rev¬ 
enue goals, including new and developmen¬ 
tal business goals as well as integrated me¬ 
dia revenue. Must be able to manage an 
energetic sales staff, develop strategies to 
maximize accounts and build solid relation¬ 
ships with key media contacts. Also respon¬ 
sible for forecasting advertising revenues for 
the station, the market and managing inven¬ 
tory pricing. The ideal candidate must have 
at least 5 years management experience 
with a demonstrated ability to increase mar¬ 
ket share, create non traditional revenue, 
develop a vision and lead a team toward 
that goal. Position requires excellent verbal 
and written communication skills and indi¬ 
vidual must have PC computer experience. 
Other requirements include, negotiation 
skills, inventory management, developing 
and managing budgets, ratings and pro¬ 
gramming. Candidate should have a Col¬ 
lege Education. Experience related to TV 
sales preferred. Interested individuals 
should send their resume and references to: 
Human Resources, KGW, 1501 SW Jeffer¬ 
son St, Portland, OR 97201. EOE. Drug 
Testing. No phone calls please. KGW is an 
equal opportunity employer. Applicant final¬ 
ists will be required to furnish evidence of em¬ 
ployment authorization and identification. 

GENERAL SALES MANAGER 
KALB-TV is seeking a General Sales Man¬ 
ager. Duties include strategic planning, de¬ 
veloping and maintaining a sales budget, 
and developing sales promotions for na¬ 
tional and local revenue. A Bachelors De¬ 
gree in Marketing, Advertising, or Communi¬ 
cations is preferred. A minimum of 3-5 years 
experience in sales management is re¬ 
quired EOE M/F Drug Screen. Send re¬ 
sume to: HR Dept, PO Box 951, Alexandria, 
LA 71309. 

GENERAL SALES MANAGER 
Rare GSM opportunity on the magnificent 
California Central Coast. KSBY-TV, NBC af¬ 
filiate and WB 100 plus partner, the market 
leader in ratings and revenue has an imme¬ 
diate opening for a General Sales Manager. 
We are looking for dynamic sales leader 
with a strong local focus. New Vision Group 
is a fast growing company that offers out¬ 
standing opportunities for results driven pro¬ 
fessionals. Send resume to: General Man¬ 
ager; GSM Opportunity; T.Perry@ksby.com; 
1772 Calle Joaquin, San Luis Obispo, CA 
93405. EOE/M 

LOCAL ACCOUNT EXECUTIVE 
Clear Channel Television - the CBS and 
FOX affiliates in warm and sunny Jack¬ 
sonville, Florida has an immediate opening 
for a Local Account Executive with at least 
two years experience. We are looking for an 
individual with strong negotiation and com¬ 
munication skills to handle both agency and 
direct clients. Computer proficiency and ex¬ 
perience with TVScan beneficial, previous 
network affiliate experience in a metered 
market is a definite plus! Send resume to 
Jerry Campbell, Director of Sales, 11700 
Central Parkway, Jacksonville, Florida 
32224 or jcampbell@ccjax.com. Clear 
Channel is an Equal Opportunity Employer. 

Technical Careers 

DIGITAL MEDIA CENTERS JOB OPENING 
Broadcast Maintenance Engineer needed at 
the Digital Media Centers in Littleton, CO. 
Minimum qualifications include 5+ years of 
component level repair and operations of 
broadcast video and audio equipment, in¬ 
cluding a solid background in Digital TV 
Technology. Candidate will possess an As¬ 
sociates Degree in electronics or its equiva¬ 
lent. SBE certification is desirable. Other 
duties, weekend and shift work as required 
A drug and background check will be re¬ 
quired for successful applicants. Please 
submit resume to: Digital Media Centers -
Denver, ATTN: Broadcast Engineering Man¬ 
ager, 4100 E. Dry Creek Road, Littleton, CO 
80122; 303-486-3800 or E-mail resume to: 
Rodney Beelow: Rodney_beelow 
@cable.Comcast.com EOE Web address: 
http://www.centers.att.com 

Caption Services 

Production Careers 

DIRECTOR 
Talented and versatile production director to 
switch and direct news, public affairs and 
entertainment programs for the 4th market 
ABC O&O station. Requires 3 to 5 years 
directing experience with heavy emphasis 
on news. Send letter, resume and current 
non-returnable VT (no calls/faxes) to Mr. 
Terry Belford, Production Manager, WPVI-
TV, Suite 400, 4100 City Ave., Philadelphia, 
PA 19131 EOE 

News Careers 

NEWS DIRECTOR 
WAGT-TV, the NBC affiliate in Augusta 
Georgia, is seeking an experienced News 
Director. The successful candidate is an eth¬ 
ical, hands-on journalist, who pays attention 
to the details; has the ability to coach, men¬ 
tor and lead a dedicated, hardworking group 
of developing professionals. Experience as 
an established News Director with a track 
record of building teams and ratings is pre¬ 
ferred. If you have been churned and 
burned by the industry and want to build a 
quality news product with an organization 
that thinks long term then forward your re¬ 
sume in confidence to: John Mann, Presi-
dent/General Manager WAGT-TV, 905 
Broad St. Augusta Ga. 30901. 
jmann@wagt.com. WAGT-TV is a Schurz 
Communications Inc. station and an EOE 
drug free workplace. 

PHOTOGRAPHER/EDITOR/ 
MICROWAVE TRUCK OPERATOR 

WISH-TV, Indianapolis, is accepting applica¬ 
tions for the position of full-time photogra-
pher/editor/and microwave truck operator. 
Applicants should have a college degree in 
the field and TV news experience, with 
videotape work samples to prove outstand¬ 
ing talent and ability. The positions may re¬ 
quire working overnights and/or weekends, 
with a good driving record required. Gradu¬ 
ates of the NPPA's News Video or Team Sto-
ryTelling Workshops are encouraged to ap¬ 
ply. Send letter, resume, and tape to Steve 
Sweitzer, News Operations Manager, 
WISH-TV, 1950 N. Meridian St., Indianapo¬ 
lis, In 46202. EOE/M/F 

EMAIL YOUR CLASSIFIED AD TO: 
yatsumi@reedbusiness.com 
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RADIO 

Situation Wanted 

RADIO 
PROGRAMMING 

I'VE GENERATED THE BIGGEST 
MOST RESEARCHED MUSIC FORMAT 

IN BROADCAST HISTORY. 
AVAILABLE TO STATIONS WORLDWIDE. 

LISTEN AT 3DSJ.COM 
ORDER ON A 

MARKET EXCLUSIVE BASIS 
BILL ELLIOTT 813-920-7102 

On Air Openings 

ON AIR INTERNET RADIO 
& REAL RADIO OPENINGS 

Beginners/advanced welcomed. See us at 
www.frankievradioshow.com/ad.html 

and respond accordingly 800-784-4279 

Stations For Sale 

HADDEN & ASSOC. 
• Orlando AM Fulltime, Cash Flow.S1.29M 

• Fla. Coastal 2-AM 1-FM (3) Group.S2.7M 

• N. Carolina 2 AM group. Make Offer...$1.4M 

• Fla. Gulf Coast AM, Top Growth Market.. ,S1.7M 

• Texas FM Class C 100,000 Watts.S850K 

• Vermont AM/FM Cash Flow..S2.5M 

(0)407-699-6069 (FAX) 407-699-1444 

HA DDEN WS@AOL.COM 
WWW.HADDENONLINE.COM 

ALLIED FIELDS 

Collection Agencies 

POINT-CLICK-COLLECT 
With The Media Collection 

Dream Team 
Attorney (former broadcast/cable and sales 
manager Katz, Petry, Lifetime and NBC-TV) 
and staff representing America's Top media 
firms for 15 years announces it's interactive 
credit & collection center: 

www.ccrcollect.com 
* Place claims and receive acknowledge¬ 
ments and status reports on line. 

* View relevant media specific articles on 
a wide variety of business management 
subjects. 

* Examine our Media Credit & Collection 
procedures, services and contingent fees. 

or Call/Write: 
CCR * George Stella 

1025 Old Country Rd., Ste. 403S 
Westbury, NY 11590 

Tel: 516-997-2000 * 212-766-0851 
Fax: 516-997-2071 

E-Mail: ccr@ccrcollect.com 

EPOAECASEIHG I 
CABLE CLASSIFIEES 
MOULE LIKE EC 
WISH YOU A 
WONEEPFUL 

HCLIEAY SEASON 
ANE A HAPPY 
HEW YEAP! 

DID YOU KNOW? 

BROADCASTING & CABLE 

CLASSIFIEDS 

HAS MOVED TO NEW YORK! 

CONTACT: YUKI ATSUMI 

PHONE: 646-746-6949 

FAX: 646-746-6954 

EMAIL: yatsumi@reedbusiness.com 

ADDRESS: 

360 PARK AVE SOUTH 

14TH FLOOR 

NEW YORK, NEW YORK 10010 

Professional Cards & Services 
dll Treil, Consulting 

Lundin & Engineers 
Rackley, Inc. 

Sarasota, Florida 
941.329.6000 W W W.I)LR.COM 

Member AFCCE 

John F.X. Browne 
& Associates 

A Professional Corporation 
Member AFCCE 

BROADCAST/TELECOMMUNICATIONS 
Bloomfield Hills. Ml Washington. DC 
248 642 6226 (TEL) 20T 293 2020 
248.6426027 (FAX) 202 293.2021 

www.jfxb.com 

CARL E. SMITH 
CONSULTING ENGINEERS 
AM FM TV Engineering Consultants 

Complete Tower and Rigging Services 
'Serving the broadcast industry 

for over 60 years' 

Box 807 Bath. Ohio 44210 
(330) 659-4440 

=  CANL T JONES ̂ = 
• CORPORATION ~ 

CONSULTING ENGINEERS 

7901 Yarnwood Court 
Springfield, Virginia 22153 

(703) 569-7704 fax (703) 5696417 

MEMBER AFCCE www.ctjc""« 

Hammett & Edison, inc. 
CONSULTING ENGINEERS 

Box 280068 
San Francisco, California 94128 

■Jg 707/996-5200 
■ kSZ 202/396-5200 

wwwJi-e.com 

Denny & Associates, p.c. 
Consulting Engineers 

301 686 1800 tel. 
301 686 1820 fax 

www.denny.com 

Member AFCCE 

Mullaney Engineering, Inc. 
Consulting Telecommunications Engineers 

9049 Shady Grove Court 
Gaithersburg, MD 20877 

301-921-0115 
Member AFCCE 

HATFIELD & DAWSON 

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

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

MEMBER AFCCE 

Dennis Wallace 

Wallace I 101 West Ohio St. I 20th Floor 
• Indianapolis, IN 
’ 46^04 

(317) 684 6754 
_wallocedtv@aol.com 

SPECIALIZING 

IN DIGITAL TELEVISION 

COHEN. DIPPELL AND EVERIST. P.C. 

CONSULTING COMMUNICATIONS ENGINEERS 

Domestic and International 

Since 1937 
1300 “L" Street. N.W.. Suite 1100 

Washington. DC 20005 

(202) 898-0111 FAX: (202) 898-0895 
E-Mail: cdepc@attglobal.net 

Member AFCCE 

Cavell, Mertz & Davis, Inc. 
Engineering, Technology 
Si Management Solutions 

7839 Ashton Avenue 
Manassas, VA 20109 

(701) 392 9090 
Fai (703) 392 9559 

www.cmdconsulting.com 
www.DTVinfo.com 

Munn-Reese, Inc. 
Broadcast Engineering Consultants 

P.O. Box 220 
Coldwater, Michigan 49036 

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

www.munn-reese.com 
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EDITORIALS __ 
BROADCASTING & CABLE COMMITTED TO THE FIRST AMENDMENT 

OPEN MIKE 

Television’s Programming Paradox 
W hen another of those bleed-for-me/cry-for-me/vom-

it-for-me geek shows that pass for reality TV was 
demonstrating what a sleazy carnival sideshow the 

TV medium can be, we caught a repeat of Door to Door on TNT. 
That simple tale well-told of courage and character (not to men¬ 
tion patience and persistence) had almost enough redemptive 
power to save the medium, like Scrooges ghosts, in a single 
night. Almost. 

Door to Door was among the made-for-TV movies recognized 
two weeks ago with Golden Globe nominations for best actor 
(William H. Macy) and best actress (Helen Mirren). Cable is in¬ 
creasingly doing the creative heavy lifting, and it shows come 
awards time. Door to Door could have appeared on any of the 
broadcast networks, containing nothing to raise the ire of gov¬ 
ernment, affiliates, advertisers or any of the various clean-up-
the-airwaves loudmouths. But other programs nominated for 
Golden Globes could only have been seen on cable. The pay ca¬ 
ble networks, in particular, can let the action and dialog go 
where it needs to go without worrying about being hammered 
by Joe Lieberman the next morning. NBC Chairman Bob 
Wright made that point last year when he suggested that de fac¬ 
to restrictions would not allow NBC to air a show like the criti¬ 
cally acclaimed Sopranos. He could have said the same about 
Sex and the City and Six Feet Under, other Golden Globe nom¬ 
inees from HBO. We’re not certain that even FX’s The Shield 
would have made it past the broadcasters’ self-censorship. 

Broadcasters feel they must steer clear of brilliantly acted and 
written fare if it is too much like what real people say and do, yet 
all of television feels free to pander to the worst in us with end¬ 
less variations on “reality.” Something is wrong with this picture. 

The First 100 Years 
While South Carolinian Strom Thurmond’s 100th birthday has 
been capturing all the headlines, the birthday of another cen¬ 
tenarian from the Carolinas—born a day earlier—has passed 
relatively unnoticed: Elizabeth Campbell’s. Unlike Thurmond, 
Campbell, also a reform candidate, won her 1948 election—to 
the Arlington, Va., school board—the first step on a career path 
that would lead her to found noncommercial WETA-TV Wash¬ 
ington in October 1961. In the beginning, the station’s offices 
were in Campbell’s home and the studio was housed in an oth¬ 
erwise unused classroom at an area high school. The station 
went on to become one of the jewels in the PBS crown, includ¬ 
ing producing PBS’s coverage of the Watergate Hearings, Ken 
Burns’s landmark The Civil War and, inl992, broadcasting the 
first over-the-air digital HDTV program. In addition to found¬ 
ing the station, Campbell helped launch music and arts pro¬ 
grams for African American children and programs for the 
handicapped. Her contributions to television, the community 
and the country are worth honoring. 

AIRTIME 
GUEST COMMENTARY 

Watching TV With the Kids 
I’ve heard many television executives claim that the days of parents and kids sitting down 

together in front of the TV are gone forever. As 
a mom, TV viewer and someone who, while I was 
president of Fox Family Channel and Fox Kids 
Network, commissioned more focus groups with 
parents across the country than I care to count, 1 
disagree. Even TV Guide recently brought back its 
“Family Page” based, in part, on people constant¬ 
ly asking, “What can I watch together with my 
kids?” So, why aren’t more television networks 
meeting this need? 

Many don’t believe that you can find shows that 
appeal to adults and kids and that will also score 
big in prime time ratings (my partners and I in¬ 
tend to show them otherwise) because “family 
entertainment" has gotten the image of being just 
for little kids. In some cases, it is. But the best of 
true family programming entertains parents as 
well as their children. So, rather than backing 
away from a challenge—especially one of per¬ 
ception—we producers should meet it head on 
and create great entertainment that just happens 
to appeal to families. 

To succeed, we need to show that family entertainment 
doesn’t have to be about families, but made for families. Today’s 
families. I doubt that many people would pitch American Idol 
as "family entertainment,” yet it delivered adults, kids and even 
(gasp!) teens, all at the same time (double gasp!). I don’t recall 
any four-letter words and only an occasional exposed belly but¬ 
ton, but it proved it could be a hit anyway. And, on the other 
end of the "family” spectrum, at this time of year I’m always re¬ 
minded that holiday specials are great proof that co-viewing 
still exists. It can be done. It’s all about great product. 

More and more frequently, harried parents, 
looking for easy and affordable ways to share time 
and experiences with their children (and content 
that they, the parents, will actually enjoy) are 
choosing family entertainment on home video 
and DVD. 

First, there is the convenience of being able to sit 
down with the entire family at any time that is suit¬ 
able to their hectic schedule. 

Secondly, parents are in control of the content. 
Third, and probably most important, parents 

can relate to their children through a similar shared 
experience, such as recounting their awe the first 
time they saw ET or the way a magical holiday spe¬ 
cial, like Rudolph, brings out the kid in all of us. 1 
think this is why, if you look at the top selling 
video/DVD titles of all time, you’ll find so many 
family and holiday classics at the top of the list. 

If we need to go this route, then we must 
"pitch” directly to the most important persons in 
the entire business—the consumers—and con¬ 
vince them that our video/DVD provides at least 
$15-$20 dollars’ worth of entertainment. Ironi¬ 

cally, most of those target consumers fall into television’s 
prized 18-49 category. 

So, in a broad sense, the people that 1 make programming 
for and those that TV networks want to deliver are really the 
same. However, the way my partners and I go about it will in¬ 
volve different budgets, a different way of attracting talent and 
more focus on creating new classics to top those best-seller 
lists. And, if we have to call it something other than “family en¬ 
tertainment” to change perceptions, so be it. 

Former Fox Kids exec Maureen Smith is a partner in TLC En¬ 
tertainment, which produces children’s programming. 

The best family 
programming 
entertains kids 
as well as their 
parents. 

Maureen Smith 
Partner, TLC 
Entertainment 

Hmmm ... 
Editor: You offered an interesting juxtaposition in 
your Dec. 16 issue. On page 47, Harry Jessell’s 
column, “The Joy of Broadcasting,” saluted Tom 
Draper as local owner-operator of Salisbury's 
WB0C-TV and spoke of the importance of hav¬ 
ing a local vision and providing genuine public 
service for success in television. 

On page 11, David Smith, CEO of Sinclair, of¬ 
fered that higher quality “local news" can be more 
effectively provided to local TV stations across the 
country by a feed service from Baltimore. 

Draper operates a 40-share TV station; last 
time I checked, Sinclair has a huge group of 
mostly single-digit-share stations. Very interesting. 

Joseph W. Heston 
president and general manager, 

KSBW(TV) Monterey-Salinas, Calif., 
Hearst-Argyle Television 

Can't We All Get Along? 
Editor: The Dec. 16,2002, issue carried a front 
page story titled “Smulyan: Retrans or Bust.” It 
is unfortunate that both the broadcasters and the 
cable operators see this as a “battle” when, in 
fact, it is an opportunity for both sides to win. 
Retrans is not a zero-sum game with one winner 
and one loser. It can be a win/win if we can 
move past the old ways of thinking. 

The broadcasters have invested, under a 
government mandate, a huge treasure in creat¬ 
ing an HDTV-delivery capability. Similarly, the 
cable industry has a huge investment in building 
out a digital-cable plant. 

Both the broadcasters and the cable opera¬ 
tors need a return on their investments. The 
broadcasters need DTV viewers, and the cable 
companies need content to drive subscribers to 
their higher-priced digital tiers. Both parties could 
use promotion of their product to generate new 
sources of revenue. 

A strategy that satisfies these requirements 
is one that uses the broadcast analog signals to 
promote the digital content and its availability on 
cable’s digital tiers. 

Since television is the most powerful promo¬ 
tion engine on the planet, its promotion of 
cable’s digital service during analog simulcasts 
of HDTV programs is worth something. That 
something could be tied to the number of sub¬ 
scribers that use the digital tier. In short, the 
broadcaster gets a second revenue stream tied 
to the number of DTV viewers on the cable and 
cable gets its digital product promoted. Both 
sides win. 

If such a market-driven strategy could be im¬ 
plemented, it would surely accelerate the adoption 
of DTV and HDTV by the consumer and move the 
DTV transition forward at a greater pace than sim¬ 
ply relying on some kind of government directive. 

Nat Ostroff 
vice president-new technology, 

Sinclair Broadcast Group 
Baltimore 

WE LIKE LETTERS 
If you have comments on anything that appears on 
these pages and would like to share them with other 
readers, send them to Harry A. Jessell, editor in 
chief (email: hjessell@reedbusiness com or fax: 
646-746-7028 or mail to: Broadcasting & Cable, 
360 Park Avenue South, New York, N.Y., 10010). 
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To Hell with 2002 
It could have been worse, but for the life of me I can’t imagine how 

Last year at midnight, when 2001 
became 2002, approximately 270 
million of us wished each other 

a Happy New Year. I know I did it, 
probably 50 times. Looking back at it 
now, is it possible many, many mil¬ 
lions of us forgot? 

This was not a happy year, even for 
people who, by all reckoning, should 
have been very happy. Trent Lott, just 
for one example, was about three 
weeks away from having a completely 
happy 2002, and now he’s just a Jay 
leno joke. I don’t feel bad for Trent Lott. 
I ’m just saying it was that close for him. 

It’s kind of loopy the way good years 
turn bad. Britney Spears may not know 
she had a bad year, but when she 
dressed too stupidly for an awards 
show—as if that is even possible—ev¬ 
erything started to change for her. 
Now, from what I read (she and I no 
longer speak), she’s just nothing. 
Adelphia Communications had a 

moment like that in 2002, too. There 
were the Brothers Rigas, and father 
John, going through a thoroughly ordi¬ 
nary conference call when an analyst 
named Oren Cohen started asking 
questions. Now, there is no joy in 
Coudersport. And no golf course either, 
I suspect. 

Television is verily littered with real¬ 
ity shows, in which, clearly, there are 
big losers and big winners, bache¬ 
lorettes who are left as empty-handed 
as they are empty-headed, and singers, 
like that curly haired kid on American 
Idol—Justin or something—who are 
hooted back to oblivion. 

Real life, as it was played in 2002, 
made us ready for that. 

Even now ABC is planning a show 
called The Will, in which a family will 
agree, for the sake of television, to 
compete against each other, game¬ 
show style, so that their inheritance will 
be larger than their kin’s. Fox is plan¬ 
ning a reality show, Joe Millionaire, in 
which a common kind of Joe will pre¬ 
tend to be a high roller to a series of hot 
babes he dates. Presumably, the hooks 
to the show are its undisguised avarice 
and gleeful premeditated deceit. 

Man, that’s life. 
In 2002, Survivor seemed less like a 

programming concept than some scary 
commentary on real life. This year, if 
you were on the Enron team (or one of 
many, many others listed on the New 

York Stock Exchange) you didn’t need 
Jeff Probst to tell you that you lost. You 
got the staff of The Wall Street Journal to 
extinguish your torch and send you, 
and your worthless stock, away. 

I have the idea that, to drum up rat¬ 
ings, truly hopeless radio stations con¬ 
duct a contest in which the grand prize 
would be the job of program director at 

the joint. For everybody involved, it 
would be a grand crapshoot. The win¬ 
ner, knowing nothing particular about 
radio, would be able to fashion the 
sound of the station, which, based on 
past performance, doesn’t have a clue 
either. At worst, the station would ben¬ 
efit at least briefly from curious listen¬ 
ers; at best, maybe the winner would 
have an idea. 

But in real life, we have, instead, AOL 
Time Warner, in which two good com¬ 
panies combined to form one really 
bad one, as 2002 evidenced. If there 
ever was a place that seemed to be its 
own serio-comic reality show, AOL 
Time Warner was it. 

Just before the beginning of 2002, 
which was just before AOL Time Warn¬ 
er began embarrassing itself, Ted Turn¬ 
er gave a stinging speech at the Western 
Show, ruefully noting, “My advice to 

younger people in the room is be real 
careful who you sell your company to.” 

Within months, the man who "fired” 
him, Gerald Levin, announced his exit, 
and shortly after that, Steve Case, the 
AOL executive who once was lauded as 
the future of mass media, was instead 
derided as its newest pariah. The com¬ 
pany was fractured between Time 

Warner people who thought those AOL 
folks were too smart for their own good, 
and AOL people, who apparently 
weren’t quite smart enough to live up to 
their image. For employees up and 
down the line—including the folks at 
CNN who were fighting and losing a 
battle with Fox News—2002 could not 
have been a happy one. 

Things turn around, of course. ABC, 
a network that fell off the map in the 
2001-02 season, now may have the best 
crop of new shows on television. So 
good things do happen, and eventual¬ 
ly they will again for everybody else. 

God, I hope so. Have a happy New 
Year, every one of you.« 

Bednarski may be reached at 
pbednarski@reedbusiness.com 
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nab Plans Funding for Investors Lukewarm on 2003 
Broadcast Tech Center 
Continued from page 1 
electronic manufacturers will 
contribute another $2 million. 
Individual broadcasters would 
ante up $1 million. It is unclear 
how the lab would sustain itself. 

MSTV President David Dono¬ 
van will make the pitch for the 
lab to the NAB joint board on 
Jan. 12, the first day of the 
board’s four-day meeting in 
Palm Springs, Calif. 

Donovan declined to provide 
any details about his proposal 
and even to discuss its prospects. 
"We are looking forward to work¬ 
ing very closely with the NAB on 
this issue," he said. 

Approval of the labs is not cer¬ 
tain, but proponents and NAB 
sources believe the votes are 
there. Many of MSTV’s board 
members also sit on the NAB 
board, including NAB’s Televi¬ 
sion Board Chairman Michael 
Fiorile, president and CEO of the 
Dispatch Broadcast Group. 

TRIUMPH FOR CHAPMAN 
One stumbling block could be 
NAB’s radio board members. 
The lab was conceived as a tele¬ 
vision R&D center. To garner ra¬ 
dio support, it may have to em¬ 
brace some radio projects. 
Establishment of the lab 

would be a personal triumph for 
Gary Chapman, president of LIN 
Television, who has championed 
the lab for at least a decade, first 
as joint board chairman of the 
NAB in the early 1990s and now 
as a member of the MSTV board. 
Chapman could not be reached 
for comment last week. 

Through the lab, proponents 
hope to breathe new life into 
over-the-air television as it 
makes the transition from analog 
to digital. Although lab propo¬ 
nents continue to see the need 
for must-carry rules requiring ca¬ 
ble systems to carry local TV sta¬ 
tions, they believe it is important 
to maintain broadcasting as an 
independent medium that can 
be enjoyed the old-fashioned 
way: directly off the air. 

Five years ago, under a con¬ 
gressional mandate, the FCC 
gave each TV station a second 
channel for digital broadcasting 
with the understanding that 
broadcasters would eventually 
turn off—and turn in—their 
original analog channels. The 
switch to digital creates new op¬ 
portunities. In digital, TV stations 
can broadcast HDTV or several 
channels of standard-definition 
TV. They can also broadcast data 
or offer Internet access. 

But so far the transition has 
not gone smoothly. Many TV sta¬ 
tions have been dragging their 
feet on building DTV stations to 
run in parallel with their analog 
stations because of the lack of 
revenue to offset the costs. Few 
HDTV sets with over-the-air 
tuners have been sold, and oth-

'We are looking forward to 
working very closely with 
the NAB on this issue.' 

David Donovan. MSTV 

er digital services haven’t ad¬ 
vanced much beyond trials. 

The transition has also been 
hobbled by the DTV’s trans¬ 
mission scheme. In early test¬ 
ing, the 8-VSB signal proved 
less rugged and more suscepti¬ 
ble to interference than expect¬ 
ed. But rather than replace the 
system and disrupt the com¬ 
plex channel-allocation plan, 
leading broadcasters have de¬ 
cided to fix it. Indeed, accord¬ 
ing to one source, the lab’s first 
goal will be to develop an im¬ 
proved off-air tuner and anten¬ 
na for DTV sets. 

By focusing on the receiver, 
lab proponents hope to encour¬ 
age funding and participation by 
the receiver manufacturers. The 
FCC has mandated that manu¬ 
facturers phase in DTV tuners in 
all TV sets by July 2007. 

CABLELAB SPENDS BIG 
The CableLabs since it began 
has helped speed the introduc¬ 
tion of technologies that have 
transformed the medium—fiber 
optics, digital video compres¬ 
sion, regional system hubs and 
cable modems, among them. 

Told of the expected NAB vote, 
CableLabs President Richard 
Green said he was delighted. A 
broadcast lab would not only 
benefit broadcasting, he said, but 
also cable. If broadcasting can 
speak with one technical voice 
through its lab, he said, it will be 
easier to work out broadcasting¬ 
cable compatibility issues. 

But Green felt that broadcast¬ 
ers might be short-changing the 
lab. In his first year at CableLabs, 
he said, he had a budget of 
around $9 million. The current 
budget is $37 million, with a staff 
of 150, he said. 

“It’s a start," Green said of the 
broadcasters’ plan. “And the re¬ 
ally important thing is that they 
get it started." ■ 

Continued from page 1 
litical spending and it’s only up 
3% this year.” 

The New Year is also filled with 
uncertainties, which tend to give 
investors pause and suppress 
stock prices. A war with Iraq 
could crush any prospect of a 
strong advertising rebound. And 
TV and radio companies do not 
know how far the FCC will go in 
loosening its ownership limits or 
what inroads personal video 
recorders and video-on-demand 
service will make. 

RULE CHANGES AHEAD? 
Significant loosening of the 
ownership rules could give a 
boost to broadcast and cable 
stocks. Most FCC watchers be¬ 
lieve the agency will relax the 
cap on the size of broadcasters’ 
TV station portfolio and in 

i which markets one company 
can own two stations. The com¬ 
mission is also likely to signifi¬ 
cantly loosen restrictions on 
cross-ownership of TV stations, 
cable systems and newspapers 
in the same market. 
Such moves will most likely 

I prompt newspaper companies 
j to buy additional stations, rather 
than spur broadcasters to enter 
the publishing business. A cou¬ 
ple of cable operators, like Cox 
or Comcast, might test the wa¬ 
ters and buy a station in one or 
two cable markets and combine 

I their local ad sales efforts. 
The most difficult force to 

grapple with is the effect of on-
demand programming, which 
threatens the advertising model. 
Between TiVo clones and cable 
operators’ VOD-ready systems, 

¡ about 12 million TV homes 
I should have what UBS Warburg 
analyst Chris Dixon considers 
true appointment television. 

Continued from page 1 
Paramount hopes Unexplained 
Mysteries will work on the week¬ 
ends because it is relatively in¬ 
expensive to produce. 
Meanwhile, NBC owned-and-

operated stations in 10 markets 
plan to stop airing or downgrade 
Life Moments as of Jan. 6 and re¬ 
place it with NBC-owned The 
Other Half sources confirm. 
Life Moments actually does a 

bit better in the ratings than 
does The Other Half with Life 
Moments averaging a 0.9 rating 
in November sweeps and The 
Other Half averaging a 0.7, ac¬ 
cording to Nielsen Media Re-

The numbers will be too small 
to create to be a real threat. “But 
it’s enough to feed anxiety and 
depress valuation multiples,” 
Dixon said. 
And there are other question 

marks. Will Mel Karmazin stay at 
Viacom to keep in¬ 
vestor anxiety from 
diminishing his own 
holdings? If so, will 
Karmazin clash with 
Sumner Redstone? 
And what will hap¬ 
pen to MTV Net¬ 
works Chairman 
Tom Freston—Kar¬ 
mazin’s heir appar¬ 
ent—or Paramount 
Chairman Jon Dol¬ 
gen, whom Kar¬ 
mazin has denied 
cash for big-ticket 
movies. 

Exexecutives are 
also watching 
whether Disney CEO 
Michael Eisner can 
turn around ABC 
and the theme parks 
and remain a cast 
member. 

News Corp. Chair¬ 
man Rupert Mur¬ 
doch is clearly going 
to commence a yearlong process 
drive to acquire DirecTV proba¬ 
bly with the backing of Liberty 
Media Chairman John Malone. 
The year-end firing of Charter 
Communications’ CFO indicates 
that indictments of former exec¬ 
utives at that commay may be 
looming. 

DOWN 24% IN ’02 
On average, stocks tracked by 
Broadcasting & Cable dropped 
24% during 2002. The B&C 
10—the largest and most im¬ 
portant players in broadcast 

search. But sources say that 
NBC believes it will ultimately 
do better financially by putting 
a show it owns into the time 
slots, even though NBC has 
agreed to make good on its Life 
Moments license fees and some 
commercial time commit¬ 
ments. 
Life Moments will continue to 

air in good time slots on four 
other NBC stations: KNSD(TV) 
San Diego, KNTV(TV) San Fran¬ 
cisco, WJAR(TV) Providence and 
WTVJ(TV) Miami. 

Neither NBC Enterprises nor 
Paramount would comment on 
Life Moments. 

TV, cable and radio—dropped 
16.5%. 
Of course, not everyone’s 

crying. 
Broadcast station owners were 

standouts, accounting for 9 of 
the 10 best-performing media 

stocks last year. (The 
bulk of the winners 
are also newspaper 
publishers.) 
The Washington 

Post Co. came out on 
top, rising 39% for 
the year. Next was ra¬ 
dio syndicator West¬ 
wood One, up 28%, 
followed by Media 
General (23%), Gran¬ 
ite Broadcasting (21%), 
Tribune Co. (21%) and 
Sinclair Broadcasting 
(21%). 

“What always hap¬ 
pens when times are 
not so great, people 
tend to discount 
newspaper and local 
TV," said Tribune 
CEO Dennis FitzSi-
mons. “But we also 
throw off cash in 
good times and bad." 
The losers’ list 

come from a broad 
media mix. The worst per¬ 
former was satellite radio pro¬ 
grammer Sirius, whose financial 
troubles sliced 96% out of its 
stock price, taking it down to 
just 52 cents. 
Next was Charter Communi¬ 

cations, whose own financial 
scandal triggered a 93% plunge. 
Charter was follwed by Gem-
star-TV Guide International (-
88%), DBS distributor Pegasus 
(-88%), personal video recorder 
maker Sonicblue (-88%) and 
cable hardware manufacturer 
Seachange (-85%). ■ 

Life Moments is a one-hour 
weekday program that includes 
three or four segments on uni¬ 
versal events such as weddings, 
births or reunions. It premiered 
last September. 
The Other Half features a 

panel of four men—Danny 
Bonaduce, Dick Clark, Dorian 
Gregory and Mario Lopez— 
talking about issues that inter¬ 
est women from a man’s point 
of view. The show is in its sec¬ 
ond season and has been re¬ 
newed through spring 2003. It is 
co-owned by NBC Enterprises, 
Hearst-Argyle and Gannett 
Broadcasting. ■ 

Moments May Have Only Few Left 

'What always 
happens when 
times are not so 
great, people 
tend to discount 
newspaper and 
local TV.' 

Dennis 
FitzSimons, 
Tribune CEO 
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nly 5 months old... 

and look uu h o 1 s 
talking! 

#1 Noon News - CBS47 News at Noon 
#1 Daytime - M-F 9am-4pm featuring CBS Soaps 
#1 Primetime - CBS47 prime average 
#1 Primetime Movie - Martin and Lewis 
#1 Reality Series - Survivor: Thailand 
#1 Drama - CSI 
#1 Prime News Magazine - 60 Minutes 
#1 Prime Special - Victoria's Secret Fashion Show 
#1 Prime Awards Show - CMA Awards 
#2 11pm News - CBS47 beats WJXT & WJXX 

Thanks CBS! 
UUe're proud to be 
part of the family. 

® CLEARCHAN NEL 

Source: Nielsen Station Index, Jacksonville DMA, HH meter rtg, Nov 2002 




