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MEDIA OWNERSHIP 

Powell, Copps 
Swap Shots 
on Dereg 
By Bill McConnell 

A chorus of lawmakers, 
artists and activists clam¬ 
oring to delay the FCC’s ( 

I June 2 vote on sweeping own¬ 
ership rules is getting a deaf 
ear from agency Chairman 
Michael Powell. 

Powell told reporters Thurs-
I day he “feels good” about 
I chances for securing the com¬ 
mission majority necessary to 

! bring wide-ranging changes 
to broadcast-ownership rules 
to a vote by his June 2 dead¬ 
line. Discussions with three of 
four fellow commissioners are 
ongoing, including with 
Democrat Jonathan Adelstein, 
he said. 

Powell confirmed that the 
35% cap on TV-household 

Continued on page 30 

FCC chief Michael Powell is determined 

to stick with the June 2 date for the vote. 

Deficit Disorder 
Why some good pilots never get produced 

By Paige Albiniak 

CBS liked the idea of Joan of 
Arcadia, an hour domestic 
drama about a woman who 

moves to the ’burbs with her fam¬ 
ily and cop husband. It had the 
right talent: actors Joe 
Mantegna and Mary Steen¬ 
burgen and producer/ 
writer Barbara Hall, whose credits 
include CBS’s Judging Amy. So the 
network approached Twentieth 
Century Fox Television, the studio 
backing the show, with a pilot or¬ 
der earlier this year. 

But Twentieth balked. It 
weighed CBS’s proposed license 
fees against high production 
costs and the limited interna¬ 
tional market for such soft, fe¬ 
male-skewing programs. In the 
end, it told CBS that, even 
though it had brought the series 

to the network, it would 
pass. It wasn’t interested 
in making the pilot be¬ 

cause it wasn’t interested in 
making the series. CBS ultimate¬ 
ly made a deal with Sony Pic¬ 
tures Television to co-produce 
the show with the network. 

Continued on page 27 

upfront 

VIACOM EMPIRE 

Redstone Warms 
To All-Vivendi Deal 
By John M. Higgins 

T
he dismantling of 
Vivendi Universal’s 
U.S. entertainment 
assets could get a lot 
more interesting, as 

1 Vivendi CEO René Fourtou 
I showed new flexibility in seU-
I ing the properties and an im¬ 

portant suitor—Viacom—sud-
I denly indicated that it might 
I be more open about what it 

might be willing to buy. 
Viacom executives have 

'It would be a delusion 
to think that we, a 
French group, can 
become a leader in 
American television.' 

Jean-René Fourtou, 
Vivendi Universal 

previously said that they were 
interested only in Vivendi 
Universal Entertainment’s 
(VUE’s) cable networks, USA 
Network and Sei Fi Channel. 
Chairman and CEO Sumner 
Redstone didn’t want to buy 
the Universal Studio movie-
and TV-production operation 

Continued on page 30 

Vivendi Values 
EST. 

PRICE 
OWNERSHIP (000) 

Universal Studios 86% $2,685 

Universal Tiente Parks 86% $1,154 

USA Network 86% $4,334 

Scl Fl Chaniel 86% $986 

USA TV Studio 86% $664 

USA Films 86% $182 

Games 100% $2,378 

Music 92% $5,437 

TOTAL $17,820 

USA + Scl Fl $5,320 

SOURCE Sanford Bernstein & Co. 
analyst Tom Wolzien 

GOING UP 

+6% 
Local spot sales 
were up in April, 
but the fragile 
economy makes 
the market hard 
to diagnose 
TV BUYER PAGE 14 
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Disney Gets Slammed on the TV Side 
War, sports rights and unpaid bills take a toll on broadcast and cable 

By John M. Higgins 

W
alt Disney Co. TV oper¬ 
ations saw a surprising 
surge in expenses over¬ 
whelm strong sales 
growth during the 

quarter ended March 31, showing 
that the parent company’s problems 
run deeper than recession-battered 
theme parks. 

On the sales side, Disney’s broad¬ 
cast and cable operators exhibited lit¬ 
tle wear from the recession and the 
war on Iraq, each increasing revenues 
by 13% for the second fiscal quarter. 
But the two divisions' earnings were 
trashed by expenses tied to the war, 
sports rights and unpaid bills owed 
by DirecTV’s now-bankrupt Latin 
American DBS operation. 

Companywide, Disney's revenues 
rose 8% to $6.3 billion, fueled by 
strong TV ad sales, cable license fees 
and roaring DVD sales. But operating 
income dropped 8% to $646 million. 

At the broadcast division, revenue 
increased 13% to $1.4 billion, but 
operating losses ballooned from $13 
million to $105 million. 

Revenue from cable (principally 
ESPN and ABC Family) also jumped 
13% to $1.1 billion, but operating in¬ 
come rose just 5% to $337 million. 

A lot of the problems in TV stem 
from sports. Loading up on sports 
sharply boosts revenues. Morgan 
Stanley media analyst Richard Bilot-
ti estimates that all of ABC's sales 
gain stems from its coverage of the 
Super Bowl this year. He also be¬ 
lieves that ad sales from ESPN’s pick¬ 
up of National Basketball Associa¬ 
tion games this year accounted for 
half the cable group’s revenue gain. 

But sports is also hugely expen¬ 
sive. One analyst estimated that ABC 
took a $70 million loss on the Super 
Bowl. Bilotti projects that ESPN will 
lose $137 million on NBA games this 
season (not counting license fees 
from operators). 
Then there’s the war. Between 

news coverage and the loss of adver¬ 
tising in the initial days of the con¬ 
flict, it will cost the network $65 mil-
lion-$70 million. About half those 
costs—$32 million—fell in the 
March quarter. 

In their conference call with secu¬ 
rity analyst, Disney’s top executives 
tried to be upbeat about the TV 
business. 

"Based on the strength of the cur¬ 
rent scatter ad market and market¬ 
place intelligence, we believe that the 
broadcast upfront advertising market 
in aggregate will exceed last season,” 
said President and COO Robert Iger. 

CPMs will increase, he said, “sim¬ 

ply by virtue of the fact that ratings 
are down” for the broadcast net¬ 
works as a whole. (He noted, howev¬ 
er, that ABC’s ratings for 2002-03 are 
up over the prior season.) 

“We also believe that the market¬ 
place is strong enough that there will 
be enough demand for time and net¬ 
work programming. And that will drive 
increased inventory sales as well.” 
As expected, ESPN notified cable 

and DBS operators that it would be 
taking its annual 20% increase in li¬ 
cense fees beginning August. The net¬ 
work, however, is offering to ease that 
yearly hike if operators commit to 
long-term carriage of a variety of oth¬ 
er ESPN TV and broadband products. 

“It's very, very important to focus 
on the strength that ESPN delivers 
both to the cable operator and to the 
consumer," Iger said. 

CFO Tom Staggs said that, without 
the sales gain from the NBA, ESPN’s 
ad sales would have risen about 5%. ■ 

BREAKING... 
NBC, Fox in 18-49 Sweeps Tie 
Los Angeles-Oiw week into the May sweeps, 

NBC and Fox were tied in the 18-49 demographic, 

both at a 4.4 rating/13 share, according to Nielsen. 

That looks at the first full week of the sweeps, 

through last Wednesday night. Numbers including 

Thursday night’s ratings were not available at 

press time because President Bush’s speech inter¬ 

rupted prime time, delaying the Nielsen tabulation. 

CBS is in third place in adults 18-49 with a 3.5/10; 

ABC is fourth with a 3.2/9. The news is probably 

the best for Fox, which is up 22% in adults 18-49 

year-to-date vs. this point last year. NBC is down 

12%, CBS down 15% and ABC down 11%. 

CBS is winning total viewers by a relatively 

wide margin at this point, beating NBC with 12.83 

million viewers to NBC’s 11.27 million. CBS is 

down 4% in viewers, while NBC is down 14%. Of 

all six networks, only Fox is up in viewers, by a 

huge 25% with 9.9 million viewers. Fox also is 

winning adults 18-34, where also it is up 22% over 

last year. The WB is up 11% in adults 18-34, its 

key demographic; UPN is down 13% in the demo. 

Hearst-Argyle Takes a Tumble 
New YoRK-Hearst-Argyle Television's operating 

income for the first quarter fell 19% to $37.5 mil¬ 

lion on a 4% drop in revenue to $149.3 million. 

“We are hopeful that the conclusion of the war 

bodes well for eventual economic recovery," said 

Hearst-Argyle CEO David Barrett. “But we believe 

a sustained improvement in consumer confidence 

levels, increased employment and capital spec d-

inp, and a general improvement in macroeconomic 

indicators will be needed drivers to stimulate 

meaningful growth in overall ad spending.” 

News Corp. Files for DirecTV 
WASHiNGTON-News Corp. Friday submitted its 

application for FCC permission to gain control of 

DirecTV and pledged to expand carriage of local 

broadcast signals in “as many as” 210 markets as 

soon as “economically and technologically feasi¬ 

ble.” The company also reiterated its promise to 

offer its Fox networks to rival distributors on 

nondiscriminatory terms. An earlier story on page 

3 went to press before the filing. 
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Murdoch Takes Direct Approach 
News Corp, chief will pitch merits of DirecTV deal to Judiciary Committee 

By Bill McConnell 

A
fter weeks of soothing Wash¬ 
ington decision-makers in pri¬ 
vate, media baron Rupert Mur¬ 
doch this week pitches them 
publicly to win support for his 

$6.6 billion bid to acquire controlling in¬ 
terest in DirecTV. 

Whether asking the U.S. government to 
waive prohibitions on owning TV stations 

and a newspaper in the same 
town or circumventing re¬ 
strictions on foreign owner¬ 

ship of broadcast licenses, the Australian-
born head of News Corp, has never been 
shy about seeking, and usually winning, 
regulatory favors. 

This time, special treatment doesn’t 
appear necessary, but he isn’t taking any 
chances. For good reason, this acquisi¬ 
tion makes a lot of people in Washington 
nervous. It would be the first marriage of 
a U.S. pay-TV distributor and a major 
broadcast network, a combination that 
many say would give Murdoch unprece¬ 
dented leverage to favor his own pro¬ 
gramming channels and TV stations over 
competitors or boost the price that rival 
distributors pay for his channels. 
Murdoch is scheduled to appear be¬ 

fore the House Judiciary Committee May 
8 to explain the bid and assure lawmak¬ 
ers that he will treat rivals the same as 
his own properties. The deal will also be 
examined during a Senate Commerce 
Committee hearing on the state of the 
multichannel industry Tuesday. The Sen¬ 
ate Antitrust Subcommittee is also ex¬ 
pected to hold a hearing on the deal. 

Congress has no official role in ap¬ 
proving the deal, but Capitol Hill jaw¬ 
boning can be a strong influence on reg¬ 
ulators. Rulings by the FCC and antitrust 

dbs 

regulators expected by year end. 
Recognizing that the deal would cause 

jitters, News Corp, offered a concession 
when it announced last month, and 
Murdoch and Rich Wagoner, chief exec¬ 
utive of DirecTV owner GM, immediate¬ 
ly made rounds in Washington to make 
face-to-face appeals to poli¬ 
cymakers. 
News Corp, has already 

given regulators a two-page 
pledge to follow cable pro¬ 
gram-access rules, and more 
details will follow when a 
formal application is filed 
with the FCC. The company 
also is expected to play up 
consumer benefits of the 
merger, including demon¬ 
strations of interactive ser¬ 
vices introduced on its U.K. 
BSkyB DBS service. 

Regulators have acknowl¬ 
edged that concerns over 
program discrimination will 
be the primary focus of their 
reviews. “We’ll be looking at 
content-related issues,” FCC 
Chairman Michael Powell 
told reporters last week. He 
called Murdoch’s preemptive 
concession a “helpful step." 
Sen. Conrad Burns (R-

Mont.), chairman of the Senate Commu¬ 
nications Subcommittee, said he is "opti¬ 
mistic” about Murdoch’s offer but wants 
to assess the impact of the deal on rural 
communities, particularly DirecTV’s car¬ 
riage of stations in those areas, before 
reaching a decision. 

Murdoch will face plenty of skeptics on 
Capitol Hill. Among them, Rep. John 
Conyers (D-Mich.J, the Judiciary Commit¬ 
tee’s ranking member. Commenting on 
prospects for a Murdoch/DirecTV union 

18 months ago, he wondered aloud 
whether News Corp, could resist the temp¬ 
tation to favor its Fox programming. 

If the DirecTV deal is approved, addi¬ 
tional mergers between networks and 
major cable operators or EchoStar are 
sure to follow. Consequently, they will 

use as a template for future 
deals the program-access 
rules and anti-discrimina¬ 
tion requirements Murdoch 
will be required to follow. 

Before News Corp, formal¬ 
ly announced the deal and 
unveiled its program-access 
promises, Consumers Union 
was vowing to fight the deal. 
“Consumers Union fears that 
a News Corp, purchase of Di¬ 
recTV is likely to lead to high¬ 
er prices for both satellite TV 
and cable TV,” complained 
Gene Kimmelman, the 
group’s Washington policy 
chief. Rather than cutting the 
price of DirecTV to compete 
with EchoStar and cable op¬ 
erators, Kimmelman predict¬ 
ed, News Corp, will increase 
programming costs to both 
cable and DBS provider. 

News Corp, is currently 
lobbying the FCC to increase 

the 35% cap on a TV-station-group own¬ 
er’s household reach so that its Fox Tele¬ 
vision Stations can buy more stations. 
Murdoch has drawn the ire of consumer 
groups for building a vertically integrat¬ 
ed media empire combining both pro¬ 
gramming production and distribution 
platforms. They also oppose his often 
successful attempts to escape rules bar¬ 
ring crossownership of TV stations and 
local newspapers and restricting foreign 
ownership of broadcast licenses. ■ 

Immediately 
after the 
DirecTV deal 
was announced, 
News Corp.'s 
Rupert Murdoch 
made rounds in 
Washington with 
face-to-face 
appeals to 
policymakers. 

Teens Bored With Reality But Not With Idol 
By Paige Albiniak 

Bolt Inc., a teen-targeted online 
community, says 13- to 24-year-
olds are getting “sick” of reality TV 

unless it is American Idol, and prefer sit¬ 
coms to reality. That’s according to an 
opt-in online survey of 512 of its mem¬ 
bers (with a margin of error of ±5%). 

According to Bolt, which released the 
survey in advance of the upfronts for 
clients including Nokia, Dr Pepper, Pep¬ 
si, Gillette and P&G, 68% of those sur¬ 
veyed said they are tiring of reality pro¬ 
grams. But the survey also found that 
91% said they plan to watch the return 
of Fox’s American Idol next year; half 
said they expect to watch even more re¬ 
ality TV next year than they do now. 
MTV’s The Osbournes is the favorite 

reality show of this audience, Bolt says, 
followed by Idol, MTV’s Real World and 

NBC’s Fear Factor. The survey also 
found that 80% of this group is online 
while watching TV, creating a sort of 
21st century version of “water-cooler 
conversation" while the show is going 
on. It also found that respondents pre¬ 
fer sitcoms to all other TV program¬ 
ming, with 72% watching two or more 
sitcoms per week, including shows in 
syndication. 
Bolt CEO Aaron Cohen said that, 

among the principal conclusions of the 
survey are 1 ) you can’t miss with Ameri¬ 
can Idol (teens like shows in which they 
can affect the outcome, he says), and 2) 
look for TV programs, reality and script¬ 
ed, that integrate the Internet into the 
program so that the Web becomes the 
“water cooler” between episodes. 

“Fox is in front right now,” says Co¬ 
hen, “in terms of understanding the 
ability of the Internet to be a grassroots 
force in growing ratings.” ■ Out of 512 respondents to an online survey, 91% 

plan to watch the return ot Fox’s American Idol. 

WEEK OF APRIL 16-MAY 1 

B&C INDICES 
THE B&C 10 

BROADCAST TV GROUPS 

RADIO 

The B&C 10 

CLOSE WEEK YTD 

Dow Jones 8454.25 0.2% 1.4% 

Nasdaq 1472.56 1.1% 10.3% 

CLOSE WEEK YTD 

AOL Time Warner $13.58 -1.6% 3.7% 

Clear Channel $38.75 -0.3% 3.9% 

Comcast Corp. $30.18 -0.3% 33.6% 

Cox Comm. $33.40 -0.3% 17.6% 

Disney $18.72 0.4% 14.8% 

EchoStar $29.99 4.2% 34.7% 

Fox Ent. $25.50 4.3% -1.7% 

Hearst-Argyle $22.98 -1.2% -4.7% 

Tribune $48.39 -1.1% 6.4% 

Viacom $42.89 -0.2% -3.1% 

GOOD WEEK 

Granite $2.47 23.5% 20.5% 

DVo $6.25 15.1% 20.0% 

DSA Interactive $32.68 13.6% 43.0% 

Entravision $7.74 10.3% -22.4% 

TV Azteca $5.83 10.2% 21.7% 

BAD WEEK 
Sony $24.35 -10.6% -41.1% 

SeaChange $7.65 -6.3% 24.4% 

Acme $6.71 -4.8% -15.8% 

Emmis $18.98 -4.1% -8.9% 

Big City Radio $0.58 -3.3% -65.9% 

CABLE COMEBACK 

► 20.2% 4 
Cable operators are the best-performing 
media stocks this year, up 20% when 
other sectors have risen just a few 
percent. That's partly because investors 

have stopped saying “Who’s next?” after 
all the financial forest fires of last year. 
But it's also because cable had fallen so 
hard in 2002. 

Source: CNET Investor (investor cnet com) This information is based on 
sources beiieved 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 inaccuracies For information regarding CNET Investor's 
customized financial research services, please call 415-344-2836 
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FAST TRACK 
The Clearinghouse 
BUENA VISTA TELEVISION 's My Wife and Kids is selling fast, with the show 
cleared in 25 markets, including 15 of the top 20, and more than 45% 
of the country for a fall 2005 launch, said JANICE MARINELLI, president 
of Buena Vista Television. Major station groups TRIBUNE, PARAMOUNT 
and SINCLAIR all have cleared the show. Buena Vista plans several 
more off-net launches, including the TOUCHSTONE-produced Scrubs 
in either fall 2005 or 2006 and the ABC Tuesday night comedy block 
infall 2007.... 

TELCO PRODUCTIONS has cleared its weekly half-hour series Missing 
in more than 75% of the country for a fall 2003 launch, according to 
Telco President Alex Paen. Telco recently added independent WCIU-
TVChicago; NBC affiliate WFLA-TVTampa, Fla.; NBC affiliate WPXI-
TV Pittsburgh; UPN affiliate WRBU-TV St. Louis; and Fox affiliate 
WTNZ Knoxville, Tenn., to Missing’s 
lineup. 

People Mover 
DAN WEISS is joining UNIVERSAL DOMESTIC 
TELEVISION in the newly created posi¬ 
tion of executive vice president of 
worldwide marketing for Universal’s 
domestic and international divisions. 
He comes to Universal from CARSEY-
WERNER-MANDABACH, where he was se¬ 
nior vice president of marketing and 
creative services since 1995.... 
NBC NEWS has nabbed boyish war 

correspondent RICHARD ENGEL, who had 
been freelancing for ABC NEWS during 
the war in Iraq. Engel, 29 and fluent in 
Arabic, among other languages, was 
the only TV reporter for an American 
news outlet who remained in Bagh¬ 
dad throughout the war. For now, En¬ 
gel will be based in NBC’s new Bagh¬ 
dad bureau, working for NBC and 

Too Close 
To Home 
WPRl-TV Providence, 

R. I..won’t show 

CSI: Miami, starring 

David Caruso (above), on 

May 5: The plot involves 

a deadly nightclub fire 

MSNBC. caused by pyrotechnics. 

Topic 4 to Z 
After all the hype, a very small crowd 
tuned in to the debut of TINA BROWN’S 
CNBC show April 30. Her Topic A With 
Tina Brown mustered a 0.1 rating, or 
74,000 viewers, in its debut outing, ac¬ 
cording to Nielsen Media Research. 
That is half the cable net’s April prime 
time average of a 0.2. Hate to say this, 
but, outside of New York, only about 
0.2% of people nationwide are famil¬ 
iar with Brown, the former editor of 
Vanity Fair, The New Yorker and Talk 
magazines.... 
Jack Myers Report, in its latest anal-

On Feb. 20, a fire at the 

Station Nightclub, 

outside Providence, also 

started by pyrotechnics, 

killed 99 people. WPRl-

TV reporter Jeffrey 

Derderian is co-owner of 
the club, and station pho¬ 

tographer Brian Butler 

captured the disturbing 

footage. Instead that 

night, WPRl-TV will show 

excerpts from a benefit 

concert for fire victims. 

ysis of the upcoming 2003-04 upfront marketplace, projects that NBC 
will again amass the biggest dollar total, with $2.8 billion, up 3.7% 
from its year-ago $2.7 billion. CBS will be second, JMR says, with $2.1 
billion, up 10.5%. Cable's upfront, which Myers projects at $5.35 bil¬ 
lion, up 16%, would amount to nearly as much as the Big Three 
broadcast net totals combined ($6.35 billion).... 

The top two weekly hours showed the largest percentage gains in 
syndication for the week ending April 20. PARAMOUNT’S ET Weekend 
was the No. 1 weekly hour for the 70th time in the past 71 weeks and 
scored its highest ratings since the beginning of the war in Iraq, up 
14% to a 3.3 rating. In second place, WARNER BROS.’ off-net ER was up 
19% to a 2.5, though down 4% year-to-year. During the week, the av¬ 
erage for households using television (HUTs) was down 8%. Bad 
weather on the East Coast kept people inside. 

CORRECTION 
BitCentral’s content management system will replace Pathfire’s IP 
system at the NBC News Channel, a service that delivers content to 
NBC affiliated stations. A Cutting Edge item on page 25 of the April 
7 edition incorrectly reported the BitCentral system would work in 
conjunction with Pathfire. 

uno 

CONEY ISLAND 
To help enliven the channel. Travel added Road Trip, which takes viewers to places like the best amusement parks. 

Travel Channel Chief Checks Out 
By Allison Romano 

A
s the Travel Channel continues on its 
road trip, the channel’s top executive 
is getting off the bus. Executive Vice 
President and General Manager 
Steve Cheskin is leaving the Discov¬ 

ery Networks’-owned channel after 18 years 
with the company, three heading the network. 
His contract was set to expire soon. 

Cheskin’s departure should usher in some 
changes for Travel under the tutelage 
of Discovery Networks U.S. Presi¬ 
dent Billy Campbell. 

Going forward, Campbell wants to liven up 
Travel. Clearly, nothing on Travel right now 
matches the recognition of TLC's Trading 
Spaces or Discovery Channel’s Monster Garage. 
“I want to give viewers more opportunity to 
say they have to go [to Travel].” 

He also envisions Discovery ad sales chief Joe 
Abruzzese’s crafting more partnerships for ad¬ 
vertisers in Travel shows, presumably like a re¬ 
cent deal with Holland America cruise line that 
included sponsoring Travel’s Beach Week 2003. 

In its seven years as a Discovery-owned net, 
Travel’s distribution has soared almost 300% 
to 71 million homes. But plenty of seats are 
available. Travel ranks in the bottom half of ca¬ 
ble Nielsens, routinely registering a 0.3 or 0.4 
rating in prime time. 

No doubt, Travel has been hard hit in the 
past year by world events and the sour econ¬ 
omy. When ratings dropped after 9/11 ,"we sat 
back at the beginning and said, ‘It’s going to 
come back,”’ Cheskin recalls. 

When viewers didn’t, Travel started intro¬ 
ducing more entertaining fare, like its Road 
Trip series, which included visits to famous 
movie locales and the best amusement parks. 
But some shows seem a little off-brand, like 
The World Poker Tour, which happens to bring 
in some of Travel’s best Nielsen marks. 

Cheskin says he’s leaving without 
any regrets. “Even in our darkest 
days, ratings were still 50% better 

than when I walked in the door.” He plans to 
take some time off. 

Discovery Networks has weathered a string 
of executive departures in recent years. For¬ 
mer top programmer John Ford left in Febru¬ 
ary. In March 2002, former Discovery Presi¬ 
dent Johnathan Rodgers jumped ship. 

At the network level, several executives have 
left in the last two years: TLC General Manag¬ 
er Jana Bennett; husband-and-wife team 
Michael Quattrone, head of the Discovery 
Channel, and Kathy Quattrone, general man¬ 
ager of Discovery Health; and Charley Hum¬ 
bard, head of digital networks. 

Discovery says a search is already under 
way for a new Travel chief but would not 
name any contenders. ■ 

TiVo Taps a New Topper 
NBC vet expected to look for exclusives 

By John M. Higgins 

In a move clearly aimed at building al¬ liances with other media companies, per¬ 
sonal-video-recorder developer TiVo has 

named NBC vet Martin Yudkovitz president. 
Yudkovitz spent 19 years at NBC, most 

recently as president of NBC Digital. That 
means he gets créait for things like team¬ 
ing with Microsoft to create MSNBC but 
also gets blame for Internet train wrecks 
like the NBCi search portal. 
Yudkovitz replaces Morgan Guenther, 

who exited the troubled TiVo in January. 
Mike Ramsay remains CEO of the company, 
responsible for the financial heavy lifting. 

TiVo’s curse is creating a product that’s to¬ 
tally addictive to people who actually buy it 
but is too confusing or expensive to get more 
than half a million subscribers to sign up. 
Consumers first swear at it, then swear by it. 

Yudkovitz’s task will be building up al¬ 
liances with other TV companies, particu¬ 
larly cable operators keen on deploying 
some sort of PVR technology' but also TV' 
networks and studios needed to develop 
product forTiVo-exclusive services. ■ 
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We're proud to announce that RealNetworks now has one million paid 

subscribers to our Internet media content services. Our market-leading 

RealOne service has partnered with the biggest names in sports, news 

and entertainment to bring consumers the highest quality and most 

compelling audio and video content. We couldn't have achieved this 

milestone as quickly as we did without the commitment of our partners 

and the loyalty of our customers. We can't thank you enough. From all of 

us at RealNetworks, thanks a million. 

realONe 
Log on to RealOne.com to find out what all the excitement is about. 

Real Net works 
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Granite Chips Away 
at Duop Rules 
Granite Broadcasting President Stuart 

Beck (below) is pushing state broad¬ 

cast associations to take a stronger 

stand than the National Association ot 

Broadcasters has on relaxing TV duopoly 

restrictions. 

Last week, he pushed the Illinois Broad¬ 

casters Association, where Granite’s WEEK¬ 

TV Peoria GM Mark DeSantis is chairman¬ 

elect, to pen a letter urging g X duopoly dereg, though nei-

Í ■ ther opposing or proposing 

f<OT any particular scheme. 

Beck is pushing groups 

in California, Minnesota and 
New York, where other Gran¬ 

ite GMs hold board seats, to 

write letters. He says NAB's plan to permit TV 

pairs anywhere as long as one station has less 

than a 10 share won’t help midsize and small 

markets, where there aren’t enough stations 

for any to have a share that low. 

IBA’s letter didn't specify whether the 

NAB approach is inadequate, nor did it en¬ 

dorse Granite’s call to do away with all re¬ 

striction on TV pairs. It did, however, urge 

the FCC to relax sufficiently to help mid-

and small-market stations that are “more 

at risk financially.”— B.M. 

IN THE LOOP 
SPORTS 

Wide 
Bodies, 
Wide 
Pictures 
NBA TV’s experiments 

with HD production of reg¬ 

ular-season and playoff 

games have been enough 

of a hit to have the league 

moving toward going full-

time HD for its subscrip¬ 

tion service. Gregg Winik, 

NBA TV and NBA 

Entertainment executive 

VP of programming, says 

viewer response has been 

fantastic: “NBA TV is 

well-positioned to go full-

time HD.”— K.K. 

DTV 

KFTL’s Higher-Priced 
Digital Switch 
Spanish-language broadcaster Univision is buying KFTL(TV) Stcckton, 

Calif., from Family Communications for $65 million, according to 

documents filed at the FCC. Univision would not comment on the price, but 

there is more to it than meets the eye. 

Because KFTL is on ch. 62, the contract provides that Family would get 

half of any payout Univision receives if it clears off the channel early as 

part ot the digital transition. Ch. 62 is located in spectrum the FCC plans to 

auction for advanced communications services when the digital transition 

is completed and broadcasters' second channel returned. To try to jump¬ 

start those services, the FCC is allowing broadcasters to take payments 

from those companies in exchange for giving up the channels early —J.E. 

PROGRAMMING 

Studio Name Game 

Mutant Enemy, Once Upon a Frog, Persons Unknown, 
Deedle-Dee, Where’s Lunch, Tea Gal, and Java Boy. 
New names for bands? No, some of the production 

companies filling the networks' schedules. The names were 
part of an appendix to an FCC filing by the Big Four networks 
showing just how many independent producers are repre¬ 
sented on their airwaves, although some of these are “in as¬ 
sociation" with bigger names. The issue of whether giant stu¬ 
dios have muscled independents off network schedules is 
part of the debate over whether to reinstate fin-syn rules. 
We saved our favorite name for last: Dorothy Parker 

Drank Here. Who said long legal documents were dry?—J.E. 

REAL ESTATE 

Heeeeere's 
Johnny's 
House 
The owner of former 
Tonight Show host 
Johnny Carson’s boy¬ 
hood home in Norfolk, 
Neb., is auctioning the 
house on e-Bay, start¬ 
ing price $150,000 (at 
press time, there had 

been no nibbles). For 
those without that 
kind of change to 
plunk down on what is 
“sure to become one 
of the most beloved 
landmarks in Ameri¬ 
ca,” according to the 
seller, also up for bid 
are nine lots of plaster 
from a renovated stair¬ 
well “which Johnny 
passed through many 
thousands of times.” 
Starting price on 
those, a mere $9.99. 
Each chunk of plaster 
comes with a certifi¬ 
cate of authenticity 
and a “documented” 
12-digit code to en¬ 
sure that no bogus 
plaster hunks can be 
passed off as Carson’s 
own.—J. E. 

NBC Will Have To Wing It Without Sorkin 
By Paige Albiniak 

West Wing creator, writer and execu¬ 
tive producer Aaron Sorkin is leav¬ 
ing the show, and executive pro¬ 

ducer Thomas Schlamme is going with 
him, the two said last week, taking the net¬ 
work by surprise. 

Executive producer John Wells, whose 
production company has run the show 
from its beginning in 1999, is taking over, 
adding to an already heavy workload that 
includes ER and Third Watch. 

“This has been the experience of any 

writer’s dreams,” Sorkin said in a state¬ 
ment. “I had the best job in show busi¬ 
ness, and 1’11 never forget that.” 

Said Schlamme, “There has not been a 
day in the past four years when I’ve 
pulled up to stage 23 that I didn’t feel 
blessed by my good fortune to have been 
part of this great journey. I have been 
constantly inspired by the enormous tal¬ 
ent pool of men and women with whom 
I have shared this experience, and I am 
looking forward with confidence to their 
next chapter of this extraordinary show.” 

In January, NBC cut a deal with Warn¬ 
er Bros, for two more years of The West 

Wing at a license fee of approximately $7 
million an episode, with an option for a 
third year. But the show, entering its fifth 
season, has been declining in the ratings 
this year, particularly in its key adult 18-
49 demographic, against strong compe¬ 
tition from ABC’s The Bachelor franchise 
and the renewed strength of Fox’s come¬ 
dies gaining on American Idol’s lead-in. 
Apparently, Sorkin’s exit won’t affect the 
pricey deal. 

Sorkin has written virtually every 
episode of The West Wing, and show insid¬ 
ers have been saying for months that the 
effort was exhausting him, particularly be¬ 

cause he is protective over the show and 
takes criticism extremely personally. Al¬ 
though NBC has not said publicly that it is 
unhappy with the show’s performance, the 
network has been reluctant to air repeats 
recently, running repeats of consistent per¬ 
former Law& Order in its place. 

Sources say the show has a writing staff 
in place that Warner Bros, and NBC 
hopes will be able to handle the show’s 
complex writing duties without Sorkin. 
He still has one year on his deal with 
Warner Bros. Television, and the studio 
expects him to continue to develop oth¬ 
er shows, sources said. ■ 
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STATION BREAK 
BY MARK MILLER 

Executive Shake-Up 
Lexington, Ky.-Media General ABC affiliate WTVQ-TV appointed Mike Mc¬ 
Donald interim general manager last week after firing GM Bill Stanley, News 
Director David Foky and Executive Producer Audrey Port. Media General Vice 
President of Broadcast Stations Jim Conschafter wouldn’t comment further. 
McDonald, formerly news director ofWDAF-TV Kansas City, Mo., has 

signed a contract, Conschafter says, to “help us during this interim peri¬ 
od.” Conschafter is interviewing GM candidates and wants to hire one 
soon: "I’d certainly like the new general manager to be involved in hiring a 
news director.” 

New News Faces on 7 and 8 
WASHiNGTON-Allbritton’s WJLA-TV, which is channel 7 in Washington, and 
the company’s NewsChannel 8 cable channel went on a hiring spree last 
week. News Vice President Bill Lord, who oversees both operations, got a 
news director for the ABC affiliate (Jamie Foster, WFAA-TV Dallas execu¬ 

tive producer); a weekend morning anchor for 
NewsChannel 8 who will also work as a reporter for 
the TV station (Leslie Cook, KXAN-TV Austin, 
Texas, 10 p.m. co-anchor); and a weekend weath-
ercaster forWJLA-TV (Joe Witte, CNBC chief mete¬ 
orologist). 

Lord says, "Jamie is a really solid news guy, got 
great experience at some of the best stations in the 
country. He's smart, got a great feel for television. 
He knows graphics and presentation and pacing. 
He was always a very good producer and moved 
through the ranks into an executive-producer po¬ 
sition, and I think he’ll be able to do some great 

things with our newscast here.” Foster will join the station the first week 
of June. 

Cook joined last week and is the first anchor Lord has hired since the two 
news operations were merged in September. “It’s a blended operation now,” 
Lord says, “so reporters report on both stations all the time.” In addition to 
her weekend morning anchoring. Cook will be a weekday reporter for WJLA-
TV’s newscasts. Before her stint at KXAN-TV, she worked at KHBS(TV) Fort 
Smith, Ark., and KAIT-TV Jonesboro, Ark. 

Witte, CNBC’s chief meteorologist for the past four years, has BS and MS 
degrees in meteorology. He has worked at WNBC-TV New York, NBC-TV’s 
News at Sunrise and Sunday Today and anchored the A&E series Disaster 
Chronicles. “Joe Witte,” says Lord, "is a big catch for us. He’s a phenomenal 
weathercaster.” 

Foster will be news 

director. NewsChannel 8. 

Former WCBS-TV Reporter Dies 
New YoRK-Chris Borgen, 76, long-time reporter at WCBS-TV and a former 
New York City Police detective, died from pulmonary fibrosis on April 25 at 
Valley Hospital in Ridgewood, N.J. 

In addition to his reporting for the station’s 6 and 11 p.m. newscasts, he 
hosted public-affairs programs, such as Channel 2 The People and Channel 
2 Eye On. His popular Police Files series resulted in more than 40 felony ar¬ 
rests and the recovery of more than $2.5 million in stolen property. 

Prior to joining WCBS-TV in 1966, 
Borgen was an NYPD detective for eight 
years, earning 19 citations for bravery. 
He also served as the on-air moderator 
for television series Experts Answer, a 
United States Information Agency-
sponsored program televised in Europe, 
Asia, Africa and Latin America. From 
1963 to ’65, he was news writer for 
WINS(AM) New York and, prior to that, 
director of operations at WNCN(AM) 
New York. 

Borgen earned more than 130 awards 
for reporting during his career. He re¬ 

tired in 1995. A native of New York City, he attended City College and 
Columbia University. In 1984, he received an honorary doctor of humani¬ 
ties degree from Felician College in New Jersey. 

He is survived by his wife, Mitsou; son, Christopher; and granddaughter, 
Maggie. 

Dan Trigoboff is recovering from surgery and will return. In his absence, Mark 
Miller is writing Station Break and can be reached by e-mail at mk-
miller@aol.com. Readers and contributors may also send e-mails to Trigob-
off at dtrigoboff@reedbusiness.com 

El’s new programming slate will include reality offerings, like Nearly Famous 2: More Vegas Showgirls. 

E! Plans a Busy Summer 
Ordering 14 new shows, easy on the shock value 

By Allison Romano 

A
nna Nicole Smith might have 
been too much reality for E! En¬ 
tertainment Television viewers. 
The Anna Nicole Show, with its 
bizarre star who is hard to watch 

was working, let’s make 100 more,” she 
recalls. “Now there is a lot of desire for 
new and original shows.” 

Other new offerings include 101 Shock¬ 
ing Moments, an hour-long show that re¬ 
lives show business’s most memorable mo¬ 
ments, and the Reality Magazine Project, 
where E! cameras follow the staff of a ma-

and even harder to turn off, grabbed 
headlines and big ratings last summer. 
But now, E! is going back to its celebrity 
roots with a new batch of series for sum-

cable 
mer and fall. 

Facing a glut of reality shows 
on broadcast—as well as other 

cable networks—this summer, E! will prof¬ 
fer up entertaining documentary-style 

jor entertainment magazine (possibly red-
hot US Weekly) as they hash out the week’s 
news and put out the issue. One of Her¬ 
man’s picks to hit: Celebrities Uncensored, a 
weekly, hour-long look at a star’s real life. 

The new shows, “won’t break through 
in a shocking, over-the-top way like The 
Osbournes or Anna Nicole did, but they 
will resonate,” Herman predicted. 

shows like It’s Good to Be..., 
looking at how wealthy stars 
spend their loot, and Holly¬ 
wood Wives, on the lives of the 
women behind Hollywood's 
leading men. There are a few 
reality entries, notably Nearly 
Famous 2: More Vegas Show¬ 
girls, the second installment of 
El’s peek at what it’s like to be a 
showgirl. 

“We’re trying to broaden 
our storytelling,” said E! CEO 
Mindy Herman. “On broad¬ 
cast, there’s more shock val¬ 
ue and train-wreck value 
than storytelling.” 

Her team of in-house pro¬ 
ducers is prepping 14 new 
series, El’s largest one-time 
programming slate ever. 
Summer has always been 

an important season for the 
network. Last summer, E! av¬ 
eraged a 0.5 rating in prime, 
a bit higher then its recent 
0.4 for April, according to 
Nielsen Media Research. And this sum¬ 
mer, with E! facing even more competi¬ 
tion, Herman said the network needs to 
offer viewers more fresh fare. 

“It used to be if True Hollywood Stories 

MTV and VH 1 are also traf¬ 
ficking heavily in celebrity 
these days. MTV is plotting a 
new reality show with newly¬ 
wed musicians Jessica Simp¬ 
son and Nick Lachey. And at 
the revamped VH1, celebrity-
hooked shows are now a ma¬ 
jor part of the menu. 

Herman shrugged off the 
competition, contending 
other channels routinely 
dabble in El’s space. “Diane 
Sawyer sits down with virtu¬ 
ally every True Hollywood 
Story subject and Madonna 
was just interviewed on 
Dateline," she noted. 

E! will create between six 
and 13 episodes of each new 
series. Because the shows are 
created or co-produced by its 
E! Studios, if a particular se¬ 
ries pops, the net can quickly 
craft more episodes. 

El has also renewed Star 
Dates and The Michael Es-

sany Show for second seasons. No word 
yet if Anna Nicole, now in season two, will 
return for a third trip. But the former 
playmate has dealt with disappointment 
before. ■ 

'We're trying to 
broaden our 
storytelling. On 
broadcast, 
there's more 
shod*: value and 
train-wreck 
value than 
storytelling.' 

Mindy Herman, 
E! Entertainment 
Television 
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Oxygen: It Lives! 
Now Can It Breathe? 
After some stumbles, the women’s network 
is working to refine and redefine its image 

By Allison Romano 
— 

A
s Oxygen continues its 
hunt for female viewers, 
the net is adding scripted 
shows that are both "pow¬ 
erful and playful,” says 

programming chief Debby Beece. 
"We’re out there trying to get our¬ 
selves noticed.” 

Oxygen certainly gained notice, if 
not notoriety, for its celebrated 
launch because of the star power of 
its investors. Noted programmer 
Geraldine Laybourne, mega-celeb 
Oprah Winfrey and show producer 
Carsey-Werner-Mandelbach had 
big plans three years ago, but Oxy¬ 
gen flopped like a fish. 
After several well-documented 

stumbles, though, Oxygen is still 
working to refine and redefine its im¬ 
age. Its executives still want to offer 
women a smart alternative. But, 
these days, Oxygen is also lightening 
up a bit. Lifetime, queen of the wom¬ 
en’s niche, has cornered the market 
with a lot of serious and sentimental 
offerings. At Oxygen, Beece says, 
“we’re trying to reach younger, en¬ 

gaged women with full lives.” Those 
women, she contends, want more 
hin and funnier fare. 
Oxygen seems to have a lot of 

ground to make up, particularly once 
the television world finally found out 
how tiny its viewership is: The chan¬ 
nel, with 50 million subscribers, 

recorded a 0.2 rating in April, the 
first month its Nielsen ratings have 
been published for ad agencies and 
competing networks to see. That 
puts Oxygen’s marks in the Nielsen 
sub-basement with National Geo¬ 
graphic and its women’s competitor 

WE: Women’s Entertainment. 
“To date, not enough viewers 

have been able to fit [Oxygen] into 
their array of options,” said John 
Rash, senior vice president of me¬ 
dia buyer Campbell Mithun. 

To change that, Oxygen is ventur¬ 
ing into scripted fare, with its first 
scripted series and made-for-TV 
movies. In Your Dreams, a sitcom 
about the sexual tension between 
two doctoral candidates working on 
a book about relationships, is slated 
for late this year. The second show, 
Sexual Anthropology, a half-hour 
dramedy about a young (male) an¬ 
thropology teacher looking for love, 
should debut early next year. 

Like other cable channels, Oxy¬ 
gen has to be creative to finance ex¬ 
pensive scripted projects. It has or¬ 
dered 13 episodes of both shows. To 
help defray costs, the series are be¬ 
ing shot abroad with international 
partners. And Oxygen is also trying 
to develop ideas in-house, although 
both In Your Dreams and Sexual 
Anthropology came from outside. 

For two other original shows, 
Oxygen also embraced new part¬ 
nerships. It’s co-producing eight 
new episodes of British hit Abso¬ 
lutely Fabulous with the BBC. Oxy¬ 
gen also airs older Ab Fab episodes. 

And one of its two new animated 
shows, Hey Monie, is co-produced 
and shared with BET; it debuts on 
Oxygen June 1 (it has been airing on 
BET, but Oxygen will have new 
episodes). The other, Life's a Bitch, 
which arrives in early 2004, is a solo 
venture. 

The net’s first original movie, A 
Tale of Two Wines, is slated for this 
fall. After that, Oxygen plans one 
original movie per quarter. 

Movies are a luxury 
that Oxygen finally feels 
it can afford. As a full-
time cable channel, it 
has to make series its 
first priority. “You need 
to fill slots and create 
compelling program¬ 
ming 24/7,” Beece says. 

Oxygen is also renew¬ 
ing six non-scripted 
shows, including The 
Isaac Mizrahi Show, Girls 
Behaving Badly and 
Oprah After the Show. 
Original program¬ 

ming now accounts for about 50% 
of Oxygen’s schedule. The network 
is spending 25% more money on 
programming in 2003, Beece adds. 
That’s up from about $85 million 
last year, according to Kagan World 
Media estimates. ■ 

Fok Keeps Killing, 
Even Alter the War 
By Allison Romano 

Fox News Channel continued its winning 
ways in April, its war coverage attracting 
droves of viewers and helping silence crit¬ 

ics who said the net couldn’t handle hard news. 
Now, with breaking news giving way to post-war 
analysis and punditry—Fox’s bread and but¬ 
ter—the network is still riding high. 

In April, Fox registered a 3.3 prime time rating, 
besting its cable news rivals as well as all other 
cable networks. Throughout the month, though, 
ratings cooled off from a high of 4.4 for the first 
week to a 2.2 the last week. But that’s still a full 
point above its 1.2 prime time rating a year ago. 

“The brilliance of Fox is how they morph,” 
said Lifetime’s research chief and TV historian 
Tim Brooks. 

Fox is holding viewers, while its competitors 
hemorrhage their war spoils. 

CNN also recorded robust numbers for April, 

April's Top Gun 
Fox News was 
No. 1-rated 
cable net in 
prime time 

a 2.1 prime time average, up 133% from last 
year. By the final week in April, though, CNN 
had settled to a 1.0, just a touch higher than its 
average a year ago. Since jettisoning two of its 
softer shows Talk Back Live and Connie Chung 
Tonight during the war, CNN has emerged with 
more straight-news shows. 

MSNBC, after riding high early on, has fallen 
back. The net grabbed a 1.2 prime time average 
for April, compared with a 0.4 a year ago. But the 
gains are deceiving. Initially, war coverage 
sparked the floundering channel, with a 1.6 av¬ 
erage in prime for the first two weeks of April. By 
the final week, though, it had crashed to a 0.5. 
Among entertainment channels, TNT was tops 

with a 2.1 average in prime, up 24% from last 
year. A sign of a shift though: TNT beat out Fox 
News to claim the top spot in the final week of 
April (a 2.4 average for TNT compared with 2.2 for 
Fox). 

Other general-entertainment networks, how¬ 
ever, slipped in April. Lifetime’s woes continued, 
ratings falling 23% to a 1.7 average. USA Net¬ 
work was off 18% to a 1.4, and TBS Superstation 
plunged 24% to a 1.3 prime time average. 

A few cable networks enjoyed robust year-to-
year growth. ESPN’s ratings jumped nearly 40% 
to a 1.1 rating, and Hallmark Channel increased 
viewership 60% to a 0.8 average. VH1 notched a 
0.5 rating, up 67%. ■ 
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SYNDICATION WATCH 
RATINGS I April 14 20 

Nielsen Media Research 

Top 25 Shows 
Adults 18-34 

According to Nielsen Media Research Syndication 
Service Ranking Report April 14-20, 2003 

RANK/PROGRAM AA GAA 

1 Seinfeld 4.5 5.4 

1 Friend« 4.5 5.3 

3 Seinfeld (wknd) 3.9 4.4 

4 Everybody Loves Raymond 3.0 3.4 

5 That 70s Show 2.8 3.5 

5 Wills Grace 2.8 3.1 

7 King of the Hill 2.5 2.8 

8 Home Improvement 2.0 2.4 

8 Entertainment Tonight 2.0 2.1 

10 Friends (wknd) 1.9 2.0 

10 Oprah Wintrey Show 1.9 1.9 

12 Dharma & Greg 1.8 2.0 

12 Maury 1.8 1.7 

12 Drew Carey 1.8 1.6 

15 ER 1.6 1.8 

15 Frasier 1.6 1.6 

17 Everybody Loves Raymond (wknd) 1.5 NA 

17TheX-Files 1.5 1.5 

19 Jeopardy 1.4 NA 

19 Judge Judy 1.4 2.0 

19 Stargate 8G-1 1.4 1.4 

22 Wheel of Fortune 1.3 NA 

22 Dr. Phil 1.3 1.4 

22 Rlcki Lake 1.3 1.4 

22 WW Police Videos 1.3 1.4 

22 Butty the Vampire Slayer 1.3 1.3 

22 Montel Williams Show 1.3 1.3 

Top Court Shows 
Adults 18-34 

RANK/PROGRAM AA GAA 

1 Judge Judy 1.4 2.0 

2 Divorce Court 1.2 1.6 

3 Texas Justice 0.9 1.2 

4 Judge Joe Brown 0.8 1.1 

4 Judge Mathis 0.8 0.8 

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 off-net sitcom | 

70s Lives on in Syndic 
By Paige Albiniak 

Carsey-Werner-Mandabach’s That ’70s Show has proved a strong en¬ 
try in syndication, skewing young and entering the rankings near 
the top of the list. 

It’s the fourth-highest-rated off-net sitcom on the air in adults 18-34 sea-
son-to-date, behind powerhouses Warner Bros.’ Friends, Sony’s Seinfeld 
and King World’s Everybody Loves Raymond. It is fifth in adults 18-49, just 
behind Warner Bros.’ Will & Grace. 

“A lot of our 18-49 viewers 
come from 18-34, so it’s a great 
show for advertisers looking for 
young adults,” says Robert 
Dubelko, co-president and chief 
operating officer of Carsey-
Werner-Mandabach. 

Around three-quarters of That 
'70s Show’s audience comprises 
viewers 12-49, Dubelko says, 
which is the “highest concentra¬ 
tion of that audience of any off-
net show out there. In the 18-49 
demo, this show has been the 
best performer of time-period 
improvements in the past seven 
years of any show launched in 
syndication, even Friends." 

Stations believed in the show 
from the beginning, Dubelko says, 
and all but two stations in the top 
50 markets double-run the show, 
40 of them in access. According to Carsey-Werner, when the show is dou¬ 
ble-run in access, it builds on its lead-in by 133% in adults 18-49. 

The show runs mostly on WB and UPN affiliates, with several Fox sta¬ 
tions in the mix. The show airs on Fox-owned WFLD-TV Chicago, Fox 
owned WNYW-TV New York, and Viacom owned KCOP-TV Los Angeles, 
a UPN affiliate. 

On independent KICU-TV San Francisco, the show has improved its 
access time periods at 7 and 7:30 p.m. in adults 18-49, by 160% and 
125%, respectively. On Viacom’s UPN affiliate WSBK-TV Boston, That 
'70s Show improved the access time periods by 300% and 31%, re¬ 
spectively. 

On KCOP-TV the show has improved its 7 p.m. time period by 170%. 
The station also runs it at 6:30 p.m., where its ratings performance is flat 
vs. last year. ■ 

Insider 

King World Has a Programming Exec 
King World has hired its first development execu¬ 

tive after letting its entire programming department 

go at the end of last year. Mike Stornello, who has 

been with the company since 1990 and was most 

recently senior vice president of sales, will relocate 

to Los Angeles from Chicago to become senior vice 

president of development. Stornello played a large 

role in the development and launch of King World’s 

new morning talk show Living it Up! With Ali & 

Jack, which has been cleared in 87% of the country 

for a fall launch. 

Hey, John Walsh, Look Out lor Maury 
Universal’s Maury did John Walsh proud on Friday, 

April 25 when the daytime talk show helped catch a 

criminal who had been on the lam for two years. On 

April 18, Maury did a show about brutal attacks. 

The program featured Jamieka Cooper of Florence 

County, S.C., who had been shot in the face and 

blinded by her boyfriend, Reggie McNeil, after the 

couple had an argument on May 6,2001. After the 

segment, in which the producers posted a number 

to call at the Florence County Sheriff’s office, view¬ 
ers began calling in. Realizing the police were on to 

him, McNeil turned himself in to police in Brooklyn, 

N.Y. In more good news for Maury, the program 

was the highest-rated daytime talk show in New 

York that Friday, unrelated to the capture, with a 5.7 

rating/15 share, beating Oprah's 5.4/14. 

Pie Town Divvies Up Pieces 
Production company Pie Town Productions is giving a 

broader corporate role to three of its executives, all of 

whom work on Paramount’s syndicated strip Life Mo¬ 

ments,. Eric Black, formerly post-production producer 

on Life Moments, returns to Pie Town in the newly 

created post of creative director. Sean Fitzgibbons, line 

producer on Life Moments, becomes executive in 

charge of production at Pie Town. And Dana Besnoy 

will be director of post-production after working as 

post-production supervisor on the show. The three 

will help Pie Town expand its business to develop pro¬ 

gramming for network prime time, basic cable and 

syndication. Pie Town has 11 series on the air, includ¬ 

ing eight for HGTV, for which it plans to produce 500 

episodes of reality TV over the next two years. 
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NIELSEN April 21-2 7' RATINGS 
THE PRIME TIME RACE 
Top 10 Basic Cable Shows 

April 21-27 

Total Households (in millions) 
PROGRAM DATE NET HHS 

_1 WWE 10p _4/21 TNN 3.5 
2TtnbrwolvesLakers 4/24 TNT 3.4 
3 Lokors/Tmbrwolvw 4/22 TNT 3.3 
4 SpongeBob SqrPants 4/26 NICK 3.0 
4. Tlw O'Reilly Factor 4/21 FOXN 3.0 
4 SpongeBob SqrPants 4/26 NICK 3.0 
7 SpongeBob SqrPants 4/27 NICK 2.9 
7 The O'Reilly Factor 4/24 FOXN 2.9 
7 WWE 1O>_ 4/21 TNN 2.9 

10. Fairly Odd Parent» 4/26 NICK 2.8 

Adults 18-49 (in millions) 
PROGRAM DATE NET AA 

1WWE1H 4/21 TNN 2.9 
1 Tmbrwolves/lakeps 4/24 TNT ¿9 
3 Laker s/Tmbrwolvea 4/22 TNT 2.6 
4 Trading Spaces Bp 4/26 TLC 2.4 
5 WWE Bp 4/21 TNN 2.3 
e.Pifd_ 4/21 MTV 2.1 
7 NFL Dralt 4/26 ESPN 2.0 
7 Helen ot Troy, Pt. 2 4/21 USA ¿0 
7 What Not 2 Wear 4/26 TLC 2.0 

10 RW/RR Battle/Sexes 4.21 MTV 1.9 

SOURCE: Turner Entertainment 
Research, Nielsen Media Research 

Broadcast Networks 
April 21-27 

Total households (in millions) 
WEEK STD 

1 CBS 9.1 8.8 

2 NBC 7.9 8.2 

3 FOX 6.7 6.4 

4 ABC 6.0 6.8 

5 WB 2.9 2.7 

6 UPN 2.2 2.4 

7 PAX 0.8 0.9 

Adults 18-49 (in millions) 
WEEK STD 

1 FOX 5.9 5.4 

2. NBC 5.5 5.8 

3 CBS 4.4 5.0 

4. ABC 4.0 4.9 

5 WB 2.3 2.3 

6 UPN 1.6 1.9 

7 PAX 0.4 0.4 

Top 10 Broadcast Shows 
Total Households (in millions) 

WEEK 

SOURCE: Nielsen Media Research 

1 CSI CBS 17.3 
2 ER NBC 14.7 
2 Friends NBC 14.7 
4 Friends 8:30p NBC 14.2 
5 Sun Mv: A Painted House CBS 13.1 
6. Law & Order NBC 13.0 
7 American Idol Tue FOX 12.9 
8 American Idol Wed FOX 12.5 
8 Will & Grace NBC 12.5 

10 Will & Grace Clip Show NBC 11.9 

Adults 18-49 (in millions) 
WEEK 

1 ER NBC 13.0 
2 Friends NBC 12.7 
3 Friends 8:30p NBC 12.6 
4 American Idol Tue FOX 12.3 
5 American Idol Wed FOX 12.0 
6 Will & Grace NBC 11.9 
7 CSI CBS 11.6 
8 Will & Grace Clip Show NBC 11.3 
9 Survivor: Amazon CBS 8.4 

10 Law & Order NBC 8.2 

PX 
MONDAY 

5.1/8 8.6/13 6.2/10 7.8/12 0.7/1 2.2/3 4.1/6 

2.1/3 2.4/4 

1l:M 

1:11 

1l:M 

8. 0. 

Week 

31 

NBC 

1:00 

1:30 

9:80 

9:30 

18:00 

18:30 

59 John Stossel Special 

5.4/9 

29 King ot Queens 81/13 
78 Fear Factor 4.6/7 27 American Idol 8.3/13 130 It's a Miracle 0.6/1 

110 The Parkers 1.8/3 
63 7th Heaven 5.2/8 

31 Yes, Dear 7.4/11 104 Halt and Halt 2.0/3 

62 The Proctlce 5.3/8 
13 Ev tvs Raymnd 9 4/14 

39 Third Watch 6.9/10 
31 Mr. Personality’ 

7.4/11 

133 Sue Thomas, F.B.Eye 

0.5/1 

97 Girlfriends 2.6/4 
94 Everwuod 3.0/5 

19 Ev tvs Raymnd 8 9/13 101 Halt and Halt 2.4/3 

81 The Practice 4.5/7 21 CSI: Miami 8.8/14 
36 Crosslog Jordan 

7.1/12 

121 Diagnosis Murder 

0.9/2 

TUESDAY 

i 78.8 Simple Rules 4.6/8 
16 JAG 9.3/15 

90 Just Shoot Me 3.4/6 
7 American Idol 12.1/19 133 Weakest Link 0 5/1 

110 Butty the Vampire 

Slayer 1.8/3 
91 Gilmore Girls 3.3/5 

72 According to Jim 4.9/8 
87 Just Shoot Me 3.4/6 

26 The Guardian 8.4/13 
44 Frasier 6.4/10 

34,24 7.2/11 133 Just Cause 0.5/1 116 Platinum 1.2/2 85 Smallville 3.9/6 
0:10 78 Lost at Home 4.6/7 66 Watching Ellie 5.1/8 

63 NYPD Blue 5.2/9 1 Judging Amy 101/17 36 Dateline NBC 7.1/12 
121 Dlagnusis Murder 

0.9/1 

WEDNESDAY 

59 My Wile & Kids 5.4/9 
34 Star Search 7.2/12 

47 Psychic Secrets 

Bevealed 6.1/10 

39 That'70s Show 6.9/12 
125 Candid Camera 0.7/1 103 Enterprise 2.3/4 101 Dawson's Creek 2.4/4 

63 George Lopez 5.2/8 8. American Idol 11.7/18 

24 The Bachelor 8.5/13 39.60 Minutes II 6.9/10 18 The West Wing 9.1/14 
30 Bernie Mac 7.6/12 

125 Doc 0.7/1 108 The Twilight Zone 1.9/3 98 Angel 2.5/4 
47 Wanda at Large 6.1/9 

27 Extreme Makeover 

8.3/14 

59 48 Huurs Investigates 

5.4/9 
6.Law& Order 12.2/20 

118 Dlagoosls Murder 

1.0/2 

THURSDAY 

98 American Girl 2.5/4 
11 Survivor: Amazon 

10.8/17 

2 Friends 13.7/23 

72 Michael Jackson's 

Hums Vldens 4 9/8 

130. It's a Miracle 0.6/1 
92 WWE Smackdnwn! 

3.1/5 

104 Sabrina Witch 2 0/3 
4 Friends 13.3/21 

57. Primetime Special 

Edition 5.5/8 
1 CSI 16.2/24 

8 Will & Grace 117/18 

123 Diagnosis Murder 

0.8/1 

108 Jamie Kennedy 19/3 

1Û Will & Grace 11.1/16 113 Jamie Kennedy 1.7/3 

I 13. Primetime 9.4/15 13 Withoot a Trace 9.4/15 2. ER 13.8/22 

FRIDAY ! 

¡ 5.9/10 6.0/11 6.6/12 3.4/6 0.9/2 1.3/2 2.3/4 

I 53. America's Funniest 

Heme Vidons 5.8/11 
53 Star Search 5.8/11 

75 America's Most 

Talented Kid 4.7/9 
92 Fastlane 3.1/6 

118 Friday Night Flix— 

Killer Fiend 10/2 

115 UPN's Movie Friday— 

Thu 6th Man 1.3/2 

104 What 1 Like About 2.0/4 

110 Greetlngs/Tucson 18/3 

1 49 America's Funniest 

Hume Vldens 6 0/10 
53 Hack 5.8/10 49 Dateline NBC 6.0/10 87 John Doe 3.6/6 

95 Beba 2.9/5 

98 Grounded lor life 2.5/4 

53 20/20 5.8/10 44 CSI 6.4/11 
17 Law & Order: Special 

Victims Unit 9.2/16 

123 Diagnosis Murder 

0.8/1 

SATURDAY 
5.1/9 6.1/11 5.1/9 4.4/8 0.6/1 

R 66 ABC Saturday Night nt 
the Movies—Forren 

Gump 5.1/9 

51 Tnuched by an Angel 

5.9/11 
86 Hunter 

87.Cops 3.6/7 

82 Cops 4.3/8 
125 Diagnosis Murder 0.7/1 

42 The District 6 7/12 74 Law & Order 4.8/9 
69 AMW: America Fights 

Sack 5.0/9 130 Pax Saturday Night 

Movie—MHC: Before 1 

Say Gnodbye 06/1 
18:98 

16:11 
57 The Agency 5.5/10 

42 Law & Order: Special 

Victims Unit 6.7/12 

Tan Tint indicates 
winner of time slot 

SUNDAY 
5.5/9 10.5/17 6.6/11 5.7/10 0.9/1 2.0/3 

KI 
51 Wondertul World ol 

Disney—Eloise at the 

Plaza 5.9/10 

23 60 Minutes 8 7/16 
84 America's Most 

Talented Kid 4.0/8 

75 King of the Hill 4 3/8 

82 King ol the Hill 4.7/9 
125 Candid Camera 0.7/1 114 Gilmore Blrls 14/3 

l:M 

8:38 

SOO 

1:11 

1I:N 

16:38 

19 Touched by an Angel 

8.9/15 

69. American Dreams 

5.0/8 

38 The Simpsons 7.0/12 

33 The Simpsons 7.3/11 
117 Doc 1.1/2 96 Charmed 2.7/4 

66 Allas 5.1/8 5. C8S Sunday Movie— 

A Painted House 

12.3/19 

21 Law & Order: Criminal 

Intent 8.8/13 

44 Malcolm/MIddle 6 4/10 

75 Oliver Beene 4.7/7 

118 Sue Thomas, F.B.Eye 

1CV2 
104 Charmed 2.0/3 

69 Dragnet 5.0/8 
24 law & Order: Crlmioal 

Intent 8.5/14 
125 Just Cause 0.7/1 

Averages 

Week 5.7/9 8.5/14 7.4/13 6.3/10 0.8/1 2.0/3 2.7/4 

STD 6.4/10 8.2/13 7.7/13 6.0/10 0.8/1 2.3/4 2.6/4 

KEY: Each box in grid shows rank, program, total-household rating/share | Blue bar shows total-household rating/share for the day | Top 10 shows of the week are numbered in red | TV 

universe estimated at 106.7 million households; one ratings point is equal to 1.067,000 TV homes | Tan tint is winner of time slot | (NR)=Not Ranked; rating/share estimated | ’Premiere | 

Programs less than 15 minutes in length not shown | S-T-D = Season to date | SOURCES: Nielsen Media Research, CBS Research | Compiled By Kenneth Ray 
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Lifetime Picks 
MARKET Jonesboro FOCUS 

Two for Prime 
By Allison Romano 

AT A GLANCE 

It’s never easy to pick favorites among your progeny, but Lifetime has finally 
selected two of its four drama pilots to 

take to series. Dramas 1 -800-Missing and 
Wild Card will debut in early August, each 
with an initial run of 13 episodes. 

Entertainment chief 
Barbara Fisher says both 
shows have “great emo¬ 
tional tug and, hopefully, 
there is good suspense 
and good mystery.” 

Lifetime will use the 
shows to launch a sec¬ 
ond night of original pro¬ 
gramming, with Satur¬ 
day, Tuesday and Friday 
in consideration. Its suc¬ 
cessful dramas Strong 
Medicine and The Division currentiy air on 
Sunday. 

I -800-Missing, produced by Lions Gate 
Entertainment, stars Gloria Reuben as an 
FBI agent who teams with a teenage psy¬ 
chic to solve missing-persons cases. Wild 
Card, from Fireworks Entertainment, fea¬ 
tures Joely Fisher as a former Las Vegas 
blackjack dealer who, after her sister’s death, 
goes to take care of the children left behind 
and embark on a new investigative career. 

A team of Lifetime executives, includ¬ 
ing Fisher and Lifetime Chairman and 
CEO Carole Black and executives from re¬ 
search, sales and marketing, hashed out 
the selections. Fisher says 1-800-Missing 
and Wild Card meshed well and also test¬ 
ed well with men and women. 

The leftover pilots, Follow the Leeds and 
Nick & Shelley, still could have a future on 
Lifetime. Both shows could be considered 
as midseason replacements, Fisher said. 
Lifetime developed Follow the Leeds in¬ 
house. ■ 

Lifetime's Fisher says 
new shows mesh well. 

The Market 
DMA rank_ 181 

Population_ 212,000 

TV homes_ 82,000 

Income per capita_ $13,467 

TV revenue rank_ 184 

TV revenue_ $8,300,000 

Commercial TV Stations 
RANK* CH. AFFIL. OWNER 

1 kait-tv 8 ABC Liberty 

'February 2003, total households, 6 a.m.-2 a.m„ 
Sun.-Sat. 

Cable/DBS 
Cable subscribers (HR)_ 54,120 

Cable penetration_ 66% 

ADS subscribers (HR)**_ 11,480 
ADS penetraron_ 14.4% 

DBS carriage ol local TV?_ No 
"Alternat.ve Delivery Systems, includes DBS and 
other non-cable services, according to Nielsen Me¬ 
dia Research 

What’s No. 1 
Syndicated Show rating/share*** 
Live With Regis and Kelly (KAIT)_ 8/30 

Network Show 
8 Simple Rules (KAIT)_ 13/21 

Evening Newscast 
KAIT_ 30/5 

Late Newscast 
KAIT_ 24/51 

•"February 2003, total households 

SOURCES: Nielsen Media Research, BIA 
Research 

One Station, Many Rivals 
At first glance, ABC affiliate KAIT-TV might seem to have the Jonesboro, 

Ark., market all locked up: It’s the only TV station in town. But first im¬ 
pressions can be deceiving, says Clyde Anderson, general manager of the 

Liberty Corp.-owned station, and that’s because the market is heavily cabled. 
With cable penetration of 66% in the seven-county DMA, 77% in the 

metro area and 79% in Jonesboro’s home county, KAIT-TV faces competi¬ 
tion on the basic tiers alone from 
CBS and NBC affiliates in Memphis, 
Tenn., and Little Rock, Ark.; the ABC 
station in Little Rock; a Fox affiliate 
in Memphis; PBS stations in Mem¬ 
phis and Little Rock; and an inde¬ 
pendent religious station from Little 
Rock that simulcasts on a channel in 
Jonesboro. 

“The biggest problem,” says An¬ 
derson, “is our DMA size. Although 
we’re the No. 1-most-viewed station 
in probably about 19 or 20 counties, 
we only get to claim seven of them in 
the DMA. We may have the biggest 
sign-on-to-sign-off share, but, when 
you take Memphis, where you’ve got 
four or five stations, and you add 
them up collectively, they knock me 
out of the county. But, when you 
look at the county-by-county break¬ 
downs, we’re the most dominant sta¬ 
tion in about 19 counties.” 

And that imported television com¬ 
petition is not all. “From a sales 
standpoint,” he explains, "our biggest 
competitors are Clear Channel radio 
and Saga Communications. Saga has 
three stations, and Clear Channel has 
six. And we’ve got a real good news¬ 
paper here, the Jonesboro Sun. And 
cable is also a competitor. We’ve got four or five major MSOs—Cox, Cablevi¬ 
sion, Charter, Classic—and several smaller ones.” So far this year, Anderson 
says, “we’re pacing on budget, doing fairly well. The local market is a little bit 
ahead of budget.” 

Being the only station in town doesn’t mean it’s not looking ahead. “We’ve 
been broadcasting an HD signal since January,” he says. "We’re working on 
some building-expansion plans to develop a bigger newsroom and HD stu¬ 
dio two or three years down the road.”—By Mark Miller 

040. °’ household-
£ I /C mortgage holders 
pay $700-5999 per month 

Q 4 Q acres in greater 
O I O Jonesboro are 

crop land, with delta cotton 

land to the east and rice and 

soybean fields to the 

southeast 

SOURCE: Greater Jonesboro Chamber of 
Commerce 

HATCHETT RULES PORTLAND! 

3 years on KPTV at 2:30pm! 

HOUSEHOLD 
RATING! 

-I Ä % OVER 
J /o LEAD-IN! 

JUDGE HATCHETT delivers 
honorable ratings with the time 
period’s BEST performance in + 

. 0/ OVER YEAR 
AG0!

SOURCE: NSI. WRAP Overnights. M-F. (4/21/03-4/25/03), 
year ago=May 02 Sweep. best=May Sweep histories WWW.SOnypictureStelevision.com 

SONY 
PICTURES 
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How's Local TV Biz Looking? 
Dunno, say some big group owners 

By Steve McClellan 

M
ost broadcasters have reported financial results 
for the first three months of 2003(or will do so 
shortly), and it’s becoming clear just how un¬ 
clear the advertising outlook is for the station 
business for the next couple of quarters. 

Broadcasters reported much slower growth and even de¬ 
clines in many of the top ad categories for the first quarter, 
including automobile, fast food, telecommunications, trav¬ 
el, beer and wine, and gas and oil. The movie and retail cat¬ 
egories were mixed, with some groups reporting gains, oth¬ 
ers declines. 

Discussing his company’s first-quarter results last week, 
LIN TV Chairman and CEO Gary Chapman described the 
advertising business during that period as “challenging,” 
adding that the near-term outlook is virtually unpre¬ 
dictable. Pro forma ad revenue at the LIN stations was ba¬ 
sically flat, while “visibility is quite low,” he said. He indi¬ 
cated that the group’s same-station ad sales were down 
about 3% in March, due in part to the Iraq war but also due 
to comparisons with last year, when the group had millions 
more in political revenue. 

April was up “slightly,” and Chapman is hopeful that suc¬ 
ceeding months will show improvement, “but it is difficult 
to say how fast and how far this marketplace will recover.” 

Similarly, Belo Chief Financial Officer Dunia Shive told 
analysts and investors during a first-quarter-earnings tele¬ 
conference April 25 that it is too early to predict second-
quarter TV ad sales (or newspaper ad sales for that matter). 

Bear Stearns broadcasting analyst Victor Miller issued a 
report last week that concludes that the advertising recov¬ 
ery for stations is taking longer than originally expected. As 
a result, he reduced second-quarter operating-cash-flow es¬ 
timates for seven of the eight TV companies he follows. 

Ad sales categories like fast food have shown slow growth. 

if, "advertisers will implement their original advertising plans.” 
LIN TV Executive Vice President Paul Karpowicz said 

much the same thing to analysts and investors last week. It 
hasn’t shown up in the actual results yet, he said, but 
“there’s anecdotal evidence” that advertisers will be spend¬ 
ing more aggressively in the coming months. “We feel cau¬ 
tiously optimistic, given what they’re telling us.” 

Bishop Cheen, broadcast analyst for Wachovia Securities, 
sees the current ad market this way: “It is fragile. Handle 
with care. It’s showing signs of recovery, but, at the same 
time, it’s very spookable.” 

But, he said, with all that the economy has been through 
“There was an expectation that ad rev¬ 

enue would snap back” after the war 
wound down in mid April, Miller said in 
his report. But it hasn’t. He estimates that 
local TV revenue was up a very modest 
1% in April. 

And pacings for May, so far, are "gener¬ 
ally poorer" than expected. Tough com¬ 
parisons with last year are partly to 
blame. But, says Miller, “advertisers are 
sitting on the sidelines longer," unsure of 
when to reenter the market. 

Belo Executive Vice President, Media 
Operations, Jack Sander conveyed a sim¬ 
ilar opinion in discussing first quarter re¬ 
sults with analysts and investors. After 
discussions with advertisers, he said, he 
believes that a number of product intro¬ 
ductions and accompanying ad cam¬ 
paigns are in the works. “People do have 
money in queue to get back to the normal 
ad pace. Now they’re just kind of waiting 
to pull the trigger to see how consumers 
are reacting on a week to week basis.” 

He believes that “the question is when,” not 

First-Half Roller Coaster 

Estimated Spot TV Sales 

•First half 2003 vs. same period 
in 2002 

MONTH CHNG.* 

JANUARY +14% 

FEBRUARY -3% 
MARCH Flat 

APRIL +6% 
MAY +0 to +2% 

JUNE +8 to +10% 

SOURCE: Merrill Lynch 

since the dotcom bubble burst followed in 
short order by 9 /11, TV broadcasters have 
performed “remarkably given the circum¬ 
stances. This is kind of not unexpected, 
and nobody should be crying in angst” be¬ 
cause the underlying fundamentals of the 
business are still sound, he said. 

In his Bear Stearns report last week, 
Miller wrote, “Regional and local adver¬ 
tisers are not stepping into the market as 
much as they have in the past.” 

On the plus side, WB stations seem to be 
faring better than affiliates of the Big Four. 
That was the case for Granite Broadcasting, 
which owns stations in both categories and 
reported first-quarter results last week. 
Granite CEO Don Cornwell told analysts 
that the group’s WB affiliates had “double¬ 
digit top-line [revenue] growth in the first 
quarter” compared with low- to mid-single-
digit growth at its other affiliates. And, while 
LIN reported that its movie business was 
down a little in the quarter, Granite's WB sta¬ 
tions showed huge growth in the category: 
"something like 30%,” said Cornwell. ■ 

EBB & FLOW 

Sound of Silence 
For Radio in April 
Radio’s rough patch continues, 

but some relief may arrive by 

June. Bear Stearns estimates 

that radio ad sales were down 

3% last month vs. April 2002, 

and the firm projects that May 

will be down about the same 

amount. But look for resurgence 

in June, when sales could post a 

3% increase. 

That won’t be enough to save 

the second quarter from a 

decline from the same period a 

year ago. Bear Stearns’ revised 

second-quarter radio sales pro¬ 

jection calls for a 1% drop. Ear¬ 

lier, the firm had predicted a 5% 
gain. 

“March was flat to up a few 

points, but April looks flat and 

down a few points,” says Marc 

Guild, president, Interep. Retail, 

“our top category,” he says, re¬ 

mains flat, although domestic 

auto and telecom are pacing up. 

“It's very easy to get into 

last-minute radio buys,” says 
Kaylan Asher, president of Dal¬ 

las-based Asher Media, “and at 

very easy CPMs.” 
LCI VP, radio, Maureen 

Whyte notes, “Speaking with 

people in the New York radio 

market, it seems many stations 

did not make budget in April." 

Dennis McGuire, VP/regional 
broadcast director, Carat, 

concurs but adds, “With the bulk 

of the Iraq invasion over, I think 

clients are going to be more se¬ 

cure. Vendors are saying May is 

getting very active.” 

Katz Media Group CEO Stu 

Olds sees “a return to more nor¬ 

malized patterns for the remain¬ 

der of second quarter.” 

Whyte still questions the 

market’s return. “I’m working on 

buys for late May/June,” she 

said, “and rates go back down 

after Memorial Day. Memorial 

Day week is getting ugly." 

—Jean Bergantini Grillo 

NEXT WEEK: Networks 



TV Buyer 

SEPARATED AT BIRTH 

With Two Pitches, Buyers See 
Double at TNT/TBS Upfront 
By John M. Higgins 

Turner Broadcasting entertainment ex¬ 
ecutives are emphasizing two messages 
in this year’s upfront season—one 

painstakingly number-crunchy, one simple 
and direct. 

The company’s upfront presenta¬ 
tion in New York last Tuesday dis¬ 
tinguished between drama-oriented TNT 
and comedy-action TBS, which share one 
common element: growth. The major pre¬ 
sentation focused on the ratings success of 
the two networks, which rank first and sec¬ 
ond, respectively, among cable nets in adults 
18-49 and 25-54, or, as the newly christened 
chief operating officer of both nets, Steve 
Koonin, boasted, "every demo that matters.” 
(Advertisers looking specifically for men, 
women or young adults might dis¬ 
agree.) 

For the number-crunchers, the 
Turner folks argue that cable net¬ 
works can be artfully and cheaply 
used to deliver the same "reach" as 
broadcast networks. That pitch in¬ 
volves computer modeling (called 
Turner’s Multidimensional Analytical 
Platform), which is better-suited to small 
meetings with the most techie of media plan¬ 
ners but boils down to one point the Turner 
slide show pushes: "Prime time broadcast¬ 
network television cau be nothing more than 
an EXORBITANTLY PRICED FREQUENCY 
MEDIUM” (emphasisTurner’s). 

For the bigger presentation to buyers, Turn¬ 
er glitzed it up a bit with a closing performance 
by singer Norah Jones and the “cloning” of 
Koonin featuring his lookalike Wayne Knight, 
who played the character Newman in Seinfeld. 

Koonin continued to push the company’s 
campaign to keep ad buyers from consider¬ 
ing the networks interchangeable. Two years 
ago, TBS and TNT were hard to tell apart, par¬ 
ticularly since they pretty much shared win¬ 
dows for every major theatrical release Turn¬ 
er secured. Now TNT is looking to skew 

toward adults 25-54, emphasizing that “We 
Know Drama” and loading its schedule with 
hour off-net series like Law & Order, sports, 
and dramatic theatrical movies. (Current and 
upcoming movies include plenty of come¬ 
dies, such as Rush Hour, Trading Places, The 
Wedding Planner, What Women Want, Forces 

of Nature and a remake of Neil Si¬ 
mon comedy The Goodbye Girl.) 

TNT is tempering its ambitions. 
After being burned in attempts to develop an 
hour dramatic series, it has no new shows 
slated and only eight original movies sched¬ 
uled for next year. 

TBS is still searching for branding but has 
made one big, surprisingly long commitment. 
The network extended its deal for a cable run 
of Seinfeld through 2011 (that year, the come¬ 
dian will be 57 years old, giving an indication 
of the show’s presumed shelf-life) for a meaty 

price. The network will pay $800,000 an 
episode and barter two 30-second commer¬ 
cial spots for Sony Pictures Television to resell. 

That’s only slightly lower than the then-
record $1 million TBS agreed to pay in 1998, 
even though the show is older and runs over 
and over in broadcast and cable syndication. 
But TBS wants a steady anchor for its prime 
time access “Nonstop Comedy Block,” a 
4:30-8 p.m. ET weekday lineup of off-net-
work sitcoms, including Friends, The Drew 
Carey Show and cable syndie disappoint¬ 
ment Home Improvement. 

TBS also revealed plans to start its first 
West Coast feed. Even though broadcast nets 
have offered different feeds for different time 
zones for decades, a handful of cable net¬ 
works have avoided the $1.5 million or so an¬ 
nual expense and simply kept one feed. ■ 

I cable I 

'Prime time broadcast-network television 
can be nothing more than an EXORBITANTLY 
PRICED FREQUENCY MEDIUM.' 

Turner upfront slide show 
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HOT SPOTS 
CAB Narrows CEO Search to Three 
The CABLETELEVISON ADVERTISING BUREAU has trimmed its search for a 
new CEO to the three contenders, all from the ad-agency side (as 
outgoing CEO JOSEPH OSTROW was when named to the post in 1994). 
According to sources close to the situation, the three candidates have 
gone through the first two phases of the search committee’s inter¬ 
view process. 

The CAB hopes to make a selection in the next “two to four weeks,” 
sources said last Friday. 

Sponsorships 
USA NETWORK has signed about a half dozen major sponsors for Eco-
Challenge Fiji, a five-hour competition airing in one-hour install¬ 
ments May 5-7 and a two-hour finale May 8. CHEVY TRUCKS will be the 
presenting sponsor; KODAK MAX, SMIRNOFF ICE TRIPLE BLACK, YAHOO!, VER¬ 
IZON WIRELESS, SCHICK X-TREME 3 and MAD RIVER have all signed on as 
participating sponsors. The advertisers also get plugs via product 
placements and team names in the endurance competition. The ac¬ 
tual competition—created by MARK BURNETT of Survivor fame—took 
place in October, starting with 81 four-person teams representing 23 
nations; that number soon dwindled to 23 teams.... 

VH1 has sold the latest variation on its annual Divas special, Divas 
Duets, to nine brands, including three from the PROCTOR & GAMBLE 
stable: CREST REJUVENATING EFFECTS, COVER GIRL and HYDRIENCE BY 
CLAIROL. The other major sponsors: HEINEKEN. MERCEDES-BENZ. INFUSIUM 
23, AQUAFINA, CHRYSLER GROUP and MCDONALD’S. 

Divas Duets, hosted by QUEEN LATIFAH, will bow May 22 at 9 p.m. ET; 
this will be the second year that VH1 will originate the show from Las 
Vegas. 

Scarborough Offers Expanded Database 
SCARBOROUGH RESEARCH has effectively doubled the size of its database 
by combining data from two continuous 12-month studies into a sin¬ 
gle 24-month database. STUDY MAKER, an addition to Scarborough’s 
PRIME NEXT data-analysis software, allows TV-station clients to “drill 
deeper” into consumer, shopping, media, lifestyle and demo cate¬ 
gories in pitching their stations to advertisers, says the company. 

“Local advertisers and media outlets that have traditionally small¬ 
er audience sizes will now have a larger respondent base to work 
with when profiling their consumers,” says Scarborough’s STEVE SERAI-
TA, executive VP and director of sales. 

Scarborough is a joint venture of ARBITRON and VNU. 

Myers Sees Broadcast, Cable Upfront Gains 
Jack Myers Reports last week released its projections for the 2003-04 
upfront market—upwardly revised to $8.75 billion for the broadcast 
networks and $5.35 billion for cable. 

The broadcast prime time estimate represents a 6.7% increase 
from the year-ago $8.2 billion, up from the daily newsletter’s previ¬ 
ously projected 5%. 

For the basic cable nets, JMR editor JACK MYERS estimates a hefty 
16% jump from the year-ago $4.6 billion, vs. the earlier forecast of 
10%. 

Myers, who predicts “significant” upfront cost-per-thousand in¬ 
creases, says key contributors to the upsurge will be the automotive 
and entertainment categories, as well as consumer electronics, me¬ 
dia, pharmaceuticals, financial services and package goods. 

For the broadcasters, JMR sees the evening newscasts as the only 
non-prime time daypart with slowing sales; he puts the dip at 11%. 

Myers also predicts upfront growth for syndication, which he es¬ 
timates should climb 10% to $2.2 billion from $2 billion last year. 

Next J&J 'Spotlight' Movie Set tor Fall 
JOHNSON & JOHNSON’S next “Spotlight Presentation” movie on TNT will 
be Wilder Days, due in October with PETER FALK as the star. As re¬ 
ported two weeks ago, the movie will be about a grandfather’s re¬ 
calling for his grandson his days on a circus boat. Interpublic Group 
of Cos.' MAGNA GLOBAL ENTERTAINMENT will co-produce with VIACOM PRO¬ 
DUCTIONS. 

Another J&J movie, baseball-themed The Winning Season, which 
was announced months ago, will air in 2004, TNT said at its upfront 
presentation Wednesday evening. The fantasy plot deals with a 12-
year-old who travels back in time to meet Hall of Famer HONUS WAG¬ 
NER using the legend’s prized baseball card as the portal. 

That title makes four J&J/TNT movies done or in development. 

15 
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Clear Channel Victory 
Challenge to Ohio acquisition dismissed; Georgia buy likely 

By Bill McConnell 

C
lear Channel appears to be beating back 
the host of single-station and small-
group owners who have asked the FCC 
to stop what they say are strong-arm 
and illegal tactics by the radio giant, 

which has muscled its way to domination in 
many markets across the country. 
On May 1, the FCC dismissed a petition to 

block its acquisition of an Ohio radio station on 

CLEAR CHANNEL 

WMLF(AM) 

WVRK(FM) 

WGSY(FM) 

WPNX(AM) 

WAGH(FM) 
WBFA(FM) 

SOLAR 

WDAK(AM) 

WSTH-FM 

DAVIS 

WEAM(AM) 

WOKS(AM) 

WFXE(FM) 

WKZJ(FM) 

SOURCE: Broadcasting & Cable research 

grounds that Clear Channel concealed it already 
was de facto owner of WFCB(FM) Chillicothe. 
Also, the FCC found that incomplete listings of 
Clear Channel properties in the Chillicothe area 
were not proof that the company intentionally 
misled the commission. Clear Channel, howev¬ 
er, was admonished for sloppy paperwork. 

COLUMBUS, GA. PURCHASE 
An attempt to block another Clear Channel pur¬ 
chase also appears doomed after the federal ap¬ 
peals court in Washington cancelled May 6 oral 
arguments in Davis Broadcasting’s attempt to 
undo Clear Channel’s 2002 acquisition of six Cu¬ 
mulus outlets in the Columbus, Ga., area. Instead, 
judges will reach a decision without questioning 
the parties, which sources say indicates they will 
dismiss the case due to lack of standing by Davis. 

Critics of media consolidation hoped the 
Georgia case would be a major test of the FCC’s 
oversight of local marketing agreements (LMAs) 
and other partnerships that allow licensees to 
turn over aspects of a station’s operation to a 
third party. Some advocacy groups complain 

that the partnerships allow conglomerates to il¬ 
legally, and sometimes clandestinely, become 
de facto owners of more stations in a market 
than would otherwise be permitted. 

OTHER CHALLENGES 
If the judges toss out Davis’s suit for lack of 
standing, Media Access Project President An¬ 
drew Schwartzman predicts there will be other 
challenges to the FCC’s oversight of radio LMAs 
and unauthorized transfers of control. 

Davis, which owns four stations in the market, 
unsuccessfully petitioned the FCC to block the 
Clear Channel purchase on grounds that Cu¬ 
mulus and then Clear Channel failed to disclose 
de facto ownership of two area stations owned 
by Solar Communications but operated under 
an LMA with the larger companies. The arrange¬ 
ments, says Davis, amount to an unauthorized 
transfer of control from Solar to the larger oper¬ 
ators, a serious offense that could result in a li¬ 
cense revocation. Attributing the Solar stations 
to the Cumulus/Clear Channel tally in Colum¬ 
bus would put both over the FCC’s local-owner-
ship limit, which in Columbus is six stations. 

If the judges agree with Davis, the ruling 
could be a landmark case that could curtail the 
use of LMAs and force more investors to reveal 
the extent of their involvement in partnered sta¬ 
tions. But lawyers on both sides of the case ac¬ 
knowledge that there’s a strong chance the 
three-judge panel could throw out the case out 
on grounds that Davis has no standing to sue. 

‘VERY, VERY SIGNIFICANT’ 
“If they reach the merits of the case, it could be 
a very, very significant development,” said 
Schwartzman. “They could address a range of 
practices the FCC’s Media Bureau has winked 
at for a long time.” 
The FCC, besides arguing that Davis has no 

grounds to sue since the acquisition did not di¬ 
minish competition in the market, insists that 
similar allegations about LMAs and unautho¬ 
rized transfers of control were not persuasive. 
The FCC also rejected Davis’s allegations that 

Solar’s owner, Alan Woodall, intentionally failed 
to disclose an interest in a then-pending appli¬ 
cation for a construction permit in nearby Cus¬ 
seta, Ga., or that Cumulus misrepresented an op¬ 
tion to buy those interests. 

Davis asserted that the FCC failed to rule on 
"substantial and material questions” on the quali¬ 
fication of Cumulus, which Davis attorneys dub 
the “800-pound gorilla of Columbus radio,” to hold 
the Columbus licenses and therefore to sell them 
to Clear Channel. 

The undisclosed construction-permit inter¬ 
ests allowed Cumulus to use another’s applica¬ 
tion as a “stalking horse” and undercuts the 
company’s qualifications to hold licenses “any¬ 
where,” Davis’s attorneys insisted. ■ 

CAPITAL WATCH 

More Noncoms Than Expected Miss DTV Deadline 
More than half the county’s 357 public TV stations missed last week’s May 

1 deadline for launching digital service, a substantially higher percentage 

than the one-quarter to one-third predicted six months ago. Nevertheless, a 

greater share of public stations are hitting the target than commercial broad¬ 

casters, two-thirds of which missed their roll-out deadline one year ago. 

The reasons for public broadcasters’ tardiness mirror the problems encoun¬ 

tered by for-profits, such as technical snags and zoning fights. Unique to public 

stations, 20% of the laggards blamed delays in construction funds expected 

from the Corporation for Public Broadcasting. CPB officials acknowledged that 

money allocated by Congress has not been passed on entirely to public stations 

yet as efforts to craft disbursement criteria slowed outlays. They also noted that 

stations are not entitled to CPB money until they raise sufficient matching 

funds. Recognizing the need for expedited cash, the Commerce Department 

Wednesday announced $25 million in DTV grants to 56 public stations. The 

grants are funded from the Public Telecommunications Facilities program, 

which typically announces awards in September. 

Public stations did get a bit of break on DTV obligations when the FCC allowed 

another six months before quotas for digital simulcasting of analog program¬ 

ming kick in. Previously, stations were to match 50% of their analog schedule in 

digital beginning May 1. The simulcasting mandate now starts Nov. 1. The FCC 

granted the delay because many stations found that meeting the simulcasting 

quota at the same time they were launching DTV too heavy a burden. 

MPAA Will Fight Grokstep Decision 
Motion Picture Association of America President Jack Valenti says the associ¬ 

ation will appeal a California district court decision that two Internet companies 

were not liable for producing the software that allows copying and streaming of 

music and movies over the Net. Valenti took as a victory, however, the judge’s 

ruling that users would be liable for making and distributing illegal copies. “The 

court made it clear that the activity of users of file-copying networks to distrib¬ 

ute copyrighted music, motion pictures and television programs is illegal. It’s 

not ‘sharing,’ it’s stealing,” said Valenti. The file-sharing services, Grokster Ltd. 

and Streamcast Networks Inc., distribute software enabling files to be shared 

over “peer-to-peer” networks. 

LEGISLATION 

President Signs AMBER Bill 
With NAB President Eddie 

Fritts looking on, President 

George W. Bush, last Wednesday 

signed legislation establishing a 

national AMBER Alert system. 

“AMBER Alerts are becoming an 

increasingly important tool in res¬ 

cuing kidnapped children,” Bush 

said. “Every person who would 

think of abducting a child will 

know that a wide net will be cast.” 

The alert provides for police 

and media coordination to cut 

the time between an abduction 

and a bulletin alerting the public 

to the crime. The Alert was 

started by local broadcasters in 

the president's home state of 

Texas following the kidnapping 

and murder of 6-year-old Amber 

Hagerman. 

Clarification 
The story titled “NAB Wants DTV Leeway” (4/28, p.20) mischaracterized the 

Advanced Television Systems Committee’s position on cellular-phone-style 

distributed DTV. ATSC believes that no commission approval is needed to 

implement its candidate standard for synchronizing transmitters in a distrib¬ 

uted network, but the group said other aspects, such as power levels and in¬ 

terference, may require FCC action. A call to grant distributed transmitters 

the same interference protection as primary towers should have been attrib¬ 

uted to the Merrill Weiss Group, not ATSC. 
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On May 19 ,h the George Foster Peabody 
Awards will be presented for the most 
outstanding programs of 2002. 
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and Mass Communication honors the 
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CHANGING HANDS 

Combos 
KABI-AM and KSAJ-FM Abilene, 

KBLS-FM North Fort Riley, KSAL-AM, 

KYEZ-FM and KZBZ-FM Salina, Kan. 

PRICE: $9.2 million 
buyer: MCC Radio LLC 
(Michael D. Osterhout, presi¬ 
dent); owns 27 other stations, 
none in this market 
seller: EBC Inc. (John Vanier, 
president) 
FACILITIES: KABI-AM: 1560 
kHz, 250 W day; KSAJ-FM: 98.5 
MHz, 100 kW, ant. 440 ft.; KBLS-
FM: 102.5 MHz, 100 kW, ant. 
492 ft.; KSAL-AM: 1150 kHz, 5 
kW; KYEZ-FM: 93.7 MHz, 100 
kW, ant. 509 ft.; KZBZ-FM: 104.9 
MHz, 14 kW, ant. 440 ft. 
FORMAT: KABI-AM: Nostalgia; 
KSAJ-FM: Oldies; KBLS-FM: AC; 
KSAL-AM: News/Talk/Sports; 
KYEZ-FM: Country'; KZBZ-FM: 
Hot AC 

KHJR-FM Gooding (Boise) and 

KMHI-AM and KTPZ-FM Mountain 

Home (Boise), Idaho 

MHz, 2 kW, ant. 1,296 ft.; 
KWRO-AM: 630 kHz, 5 kW 
day/46W night; KSHR-FM: 97.3 
MHz, 6 kW, ant. 856 ft.; KJMX-
FM: 99.5 MHz, 11 kW, ant. 400 ft. 
FORMAT: KBDN-FM: Classic 
Rock; KWRO-AM: News/Talk; 
KSHR-FM: Country; KJMX-FM: 
AC 

KSZL-AM, KDUC-FM and KXXZ-FM 

Barstow and KDUQ-FM Ludlow 

(Victor Valley), Calif. 

PRICE: $1.08 million 
BUYER: Dos Costas Communi¬ 
cations Corp (Roland A. Ullola, 
president); no other broadcast 
interests 
seller: Tele-Media Broadcast¬ 
ing Co. (Ira Rosenblatt, VP/COO, 
Radio) 
FACILITIES: KSZL-AM: 1230 
kHz, 1 kW; KDUC-FM: 94.3 
MHz, 5 kW, ant. 784 ft.; KXXZ-
FM; 95.9 MHz, 9 kW, ant. 486 
ft.; KDUQ-FM; 102.5 MHz, 6 
kW, ant. -164 ft. 
FORMAT: KSZL-AM: Nostalgia; 

Station Deals Year-to-Date* 

NUMBER 
VALUE 

(MILLION) NUMBER 
VALUE 

(MILLION) 

TELEVISION 10 S454.306 39 $1,401.607 
RADIO 294 $935,637 817 $5,400 236 

SOURCE: BIA Financial Networks •Through April 30 

PRICE: $3.8 million 
buyer: American General Me¬ 
dia (L. Roger Brandon, vice 
president); owns 33 other 
stations, none in this market 
SELLER: Horizon Broadcasting 
Group LLC (William Ackerley, 
CEO) 
FAC LITIES: KHJR-FM: 100.7 
MHz, 80 kW, ant. 2,192 ft.; 
KMHI-AM; 1240 kHz, 1 kW; 
KTPZ-FM: 99.1 MHz, 80 kW, 
ant. 2,192 ft. 
FORMAT: KHJR-FM:’70s Oldies; 
KMHI-AM: Classic Hits/Coun-
try; KTPZ-FM: ’80s Hits 

KBDN-FM Bandon, KWRO-AM and 

KSHB-FM Coquille and KJMX-FM 

Reedsport, Ore. 

PRICE: $1.5 million 
BUYER: Bi-Coastal Media LLC 
(Mike Wilson, president); owns 
15 other stations, none in this 
market 
seller: Coquille River Broad¬ 
casting (Connie Williamson, 
general manager) 
FACILITIES: KBDN-FM: 96.5 

KDUC-FM: ’70s Oldies; KXXZ-
FM: Oldies; KDUQ-FM: ’70s 
Oldies 

KBBR-AM, KACW-FM and KOOS-FM 

North Bend, Ore. 

PRICE: $1 million 
buyer: Bi-Coastal Media LLC 
(Mike Wilson, president); owns 
16 other stations, none in this 
market 
SELLER: New Northwest Broad¬ 
casters (Pete Benedetti, presi-
dent/CEO) 
FACILITIES: KBBR-AM: 1340 
kHz, 1 kW; KACW-FM: 107.3 
MHz, 51 kW, ant. 692 ft.; KOOS-
FM: 94.9 MHz. 89 kW, ant. 627 ft. 
FORMAT: KBBR-AM: Talk/News/ 
Sports; KACW-FM: Hot AC; 
KOOS-FM: Country 

FMs 
WXPK-FM (previously WYNY-FM) 

Briarcliff Manor (Westchester), N.Y. 

price: $20.3 million 
buyer: Pamal Broadcasting Ltd. 
(James Morrell, chairman/CEO); 
owns 29 other stations, includ¬ 

ing WHUD-FM Westchester 
seller: Nassau Broadcasting 
Partners LP (Louis Mercatanti 
Jr., president/chairman) 
FACILITIES: 107.1 MHz, 2 kW, 
ant. 591 ft. 
FORMAT: CHR 
broker: Glenn Serafin of Ser¬ 
afin Brothers Inc. 

WZMJ-FM Batesburg and WHXT-FM 

Orangeburg (Columbia), S.C. 
PRICE: $11.1 million 
buyer: Inner City Broadcasting 

Corp. (Pierre Sutton, CEO); 
owns 17 other stations, includ¬ 
ing WOIC-AM, WARQ-FM, 
WMFX-FM andWWDM-FM 
Columbia 
SELLER: Rainbow Radio LLC 
(John Broomfield, managing 
member) 
FACILITIES: WZMJ-FM: 93.1 
MHz, 2 kW, ant. 561 ft.; WHXT-
FM: 103.9 MHz, 9 kW, ant. 532 
ft. 
FORMAT: WZMJ-FM: Beach/ 
R&B; WHXT-FM: Urban 

AMs 
KMUZ(AM) Gresham (Portland), Ore. 

price: $1.13 million 
BUYER: Bustos Media Holdings 
LLC (Amador S. Bustos, presi¬ 
dent); owns one other station 
seller: Pacific Northwest 
Broadcasting Corp. (Cshea 
Walker, general manager) 
FACILITIES: 1230 kHz, 920 W 
format: Spanish 

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

Yankee Looks at HD 
A new study on HDTV released by the Yankee 

Group predicts that 46.8 million homes will 

have HDTV monitors by the end of 2007. The 

study, released as part of “The Connected 

Consumer Summit: Setting Strategy, Identify¬ 

ing Allies and Eliminating Threats in the Race 

for Digital Entertainment Dollars,” also says 

that 41.6 million homes will receive HD pro¬ 

gramming by 2007. Cable MSOs will serve 

50% of the viewers, DBS 41%, and over-the-

air broadcast 9%. Today, the company says, 

an estimated 5% of homes viewing HD pro¬ 

gramming receive signals via cable, 37% via 

DBS and 58% over the air. 

Snell Granted Liberty 
Station group Liberty has purchased a range 

of Snell & Wilcox IQ Modular intelligent 

infrastructure products and HD5200 upcon-

verters for its 15 TV stations. The equipment, 

currently operating at 11 of the 15, will be 

used for the group's DTV broadcast rollout. 

The IQ Modular systems are housed in 3RU 

enclosure rack frames and are installed in 

single-rack DTV systems for each station. 

Signals are sent into the modular system and 

then to Snell & Wilcox’s HD5200 for upcon-

version before passing to HD master control. 

GoldPocket a StoryTeller 
GoldPocket Interactive acquired WatchPoint 

Media, creator of StoryTeller ¡TV authoring 

software, last week. The acquisition is 

expected to help GoldPocket enter the Euro¬ 

pean ¡TV market. The company will offer a 

powerful new system combining StoryTeller’s 
¡TV content-production software with real¬ 

time, two-way interactivity via GoldPocket's 

EventMatrix interactive network. 

MGM Taps CinemaNow 
“After an initial trial with CinemaNow, we were 

able to gain positive and useful insight that 

helped prepare us for future distribution of our 

films via the Internet,” said David Bishop, 

president and COO, MGM Home Entertainment 

Group. An initial trial was successful, he said, 

leading to the broader agreement. CinemaNow 

will offer MGM’s new-release films the same 

day they become available in their traditional 

pay-per-view window along with previously 

released movies from MGM’s vast film library. 

Rockwell Gets Ikegami 
Rockwell Scientific’s ProCamHD 3530 HDTV 

CMOS-based image sensor is being featured 

in Ikegami's recently introduced HDL-40 full¬ 

digital box-type HD camera. The two compa¬ 

nies have been collaborating for several 

months to test and certify the advantages and 

benefits of ProCamHD’s precedent-setting de¬ 

sign. The CMOS version is a one-piece, full¬ 

digital box-type HDTV camera with 1080i and 

1080/720p progressive scanning. It uses a %-

inch 2.1 million-pixel Rockwell ProCamHD 

CMOS-based sensor. 

NBA TV's Secaucus, N.J., control room will eventually make the jump Io HD gear. The channel currently broadcasts its HO feed out of one of its four trucks. 

NBA Commits to Games in High-Definition 
This season’s playoff coverage lays the grounöwork for NBA HDW channel 

By Ken Kerschbaumer 
letterbox the games on the standard-definition channel rather 
than protect for 4:3 or shoot a separate 4:3 production. 

"We think letterbox is a better viewing experience,” says w ball league. But today the NBA itself is ith ABC Sports set to broadcast the NBA Finals in 
HDTV in June, there’s little doubt that broadcast¬ 
ers are serious about HD coverage of the basket-

Hellmuth. “People watch 77ie Sopranos and a number of oth¬ 
er programs in letterbox, and we think it works just fine. The 
reaction has been entirely positive.” 

„„Il i__Is The single production, he says, allowed the advan-
showing how serious it is about HD: Its 24- I sports tages of HDTV to be more readily visible to the viewer. 

hour TV network, NBA TV will offer HD programming 
seven days a week via DirecTV and EchoStar. 
Programming will include NBA games recorded in HDTV 

this past season as well as games going back as far as 1993, 
when Japanese broadcaster NHK began recording games in 

“You don’t really do extreme close-ups. You do wider 
shots that allow the viewer’s eye to rove across the screen and 
look at what they want to look at.” In shooting for NTSC tele¬ 
casts, he points out, so little information can be included that 
it's necessary for the director to bring the viewers focus into a 

HDTV. The goal is to offer five hours a day of 
HD programming to satellite subscribers. 

“We're actually seeing 1-inch HD tape,” 
says Steve Hellmuth, NBA TV senior vice 
president of operations and technology, of 
the archive footage coming in from NHK. 
The seven-day-a-week commitment 

builds on the league’s HD playoff coverage. 
During the past three weeks, the NBA has 
produced six first-round playoff games in 
HD. That required four HDTV production 
vehicles: one from Core Digital in Phoenix, 
another from NMT (National Mobile Televi¬ 
sion) and two from All-Mobile Video. 

“That’s the reason we decided to do the 
games in HD,” he says. “We wanted to show 
something new and show it done correctly.” 

More important, it can potentially in¬ 
crease viewership. Hellmuth says that blaz¬ 
ing a trail in HD will naturally attract more 
viewers because sports content benefits 
greatly from HDTV’s aspect ratio and resolu¬ 
tion. The games were broadcast on an HD 
channel and, in a downconverted feed, on 

single spot constantly. 
"Widescreen coverage is not so much 

about panning,” he adds, "but just having 
the cameras in the right place.” 

NBA TV used eight cameras to shoot each 
game: two "up” cameras for typical game ac¬ 
tion, two handhelds, two low “slash” cameras 
located along the baseline and two robo-
cams. The cameras were a mix of Sony and 
Thomson Grass Valley cameras. 

“We haven’t seen any big differences from 
one camera to the next,” he says. “The pic¬ 
tures have been fine.” 

Surround sound was also part of the expe¬ 
rience, with a 5.1 mix putting the announc¬ 
ers’ voices slightly to the front left and right 
and crowd sound heard from the surrounds. 
The squeak of sneakers on the court would 
track from right to left and left to right with 
the action. “It’s great to hear the crowd swell 
behind you,” says Hellmuth. 
Although doing the production in HD was 

more expensive, Hellmuth says, it wasn’t sig¬ 
nificantly more expensive. “The real expense 

NBA TV’s television network as part of a free preview to view¬ 
ers on DirecTV, EchoStar and selected cable systems. All told, 
25 million cable households were able to view the NBA chan¬ 
nel, which helped the league fulfill its mission of making every 
game available to viewers. 

One unique aspect of the productions was the decision to 

will come when we want to re-engineer the master-control fa¬ 
cility at NAB TV’s facility in Secaucus, N.J., for HDTV. Right 
now, we’re releasing the commercials off of the truck so there 
are no HD-infrastructure issues. But we are planning on a full-
time NBA HD channel that will require HD master control and 
a conversion of studio operations to HD." ■ 
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Scripps Takes on Broadway 
Traffic and billing system from CAM 
Systems will be installed this year 

By Ken Kerschbaumer 

TRAFFIC & SALES 

erties in a media plan, 
not just having two sepa¬ 
rate plans that create a 
competition as it were,” 
says Robert Shapiro, 
Scripps Networks Ad 
Sales vice president, pric¬ 
ing and planning. "The 
goal is to bring them to¬ 
gether to have a total me¬ 
dia plan and throw in on¬ 
line sales as well and 
cover all the properties.” 
The Broadway system 

is expected to be de¬ 
ployed in the third quar¬ 
ter of 2003. Shapiro says 
the company was select¬ 
ed primarily because it is 
an integrated system 

Scripps hopes the integrated Broadway 
system will help eliminate errors. 

from the front-end planning and sales side to the traffic side. 
Traffic and billing systems continue to evolve in an effort 

to make the systems more dynamic. Electronic invoicing is 
gaining traction, and there are even discussions about how 
traffic and billing systems can use EDI to become involved 
in the negotiation process. Typically, the most important 
thing a traffic and billing system can provide is the ability 
to help sales and traffic personnel stay on top of changes. 

“The initial negotiations are all set in stone,” says Shapiro. 
“It’s when you start doing brand application or moving 
flights around that things can get out of whack. And that’s 
when you want the cleanest operation you can have.” 

When it came to evaluating the system, he says, Scripps 
began with the traffic side. Traffic personnel evaluated the 
available systems and liked the CAM System best. The kick¬ 
er, however, was that it was fully integrated with the front¬ 
end sales piece. 

With four separate cable-network properties (HGTV the 
Food Network, Fine Living and Do It Yourself), Scripps 
Networks often finds itself battling with itself when it 

comes to selling advertising. Later this year, the company will 
deploy the Broadway traffic and sales system from CAM Sys¬ 
tems, a step Scripps hopes will make it easier for seller and 
buyer to eliminate errors and create compelling campaigns. 

Efforts like that won't be unique to Scripps Network. In¬ 
creasingly the cable universe is dotted with media compa¬ 
nies offering multiple cable networks. And in all of them 
there’s the opportunity to cannibalize each other’s business 
in a way that doesn’t maximize revenues. 

At Scripps, for example, there are two sales teams: one for 
HGTV and DIY, another for Food Network and Fine Living. 

“What we see as the future is the selling of all of our prop-

“When you’re dealing in a non-multivendor environ¬ 
ment, things tend to work better,” Shapiro observes. 

With the four networks, there will be upwards of 80-100 
people using the system. That introduces a lot of opportu¬ 
nities for changes, an opportunity that Shapiro expects 
Broadway to live up to. 

“It’s truly, literally live inventory,” he explains. “Through¬ 
out my career, the definition of live inventory has been 
loose, but this will offer reality—not this morning’s load. 
And that’s one of the biggest benefits for sales when going 
out to try and sell stuff.” 

CAM Systems President Martino Mingione says that, with 
media consolidation on the rise, the expertise that his com¬ 
pany brings, thanks to its work with cable operators like Time 
Warner, Cox, Comcast and Charter, will be an advantage. ■ 

More Languages, More Viewers 
By Ken Kerschbaumer 

TV stations that want to reach audiences that don’t 
understand English have a 

new alternative to the often cost¬ 
ly efforts needed to offer transla¬ 
tions via secondary audio chan¬ 
nel (SAP): a PC-based system 
from TranslateTV. 

The system allows stations to 
translate audio into real-time 
caption information in eight lan¬ 
guages at a fraction of the cost of 
hiring a translator. The captions 
are accessed via the second or 
third closed-captioning channel 
and are derived from the English 
caption information. 

"Foreign speakers aren’t hear¬ 
ing-impaired,” says TranslateTV 
President and CEO Joel Rudich. 
"They just don’t understand En-

J’0PPLER1O, Fri 8.00 AM 
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TranslateTV helps WNBS-TV Columbus, 
Ohio, reach nonÆnglish speakers. 

glish too well. So, putting subtities 
on (enables them to] see program¬ 
ming that thej otherwise might 
not have wanted to [watch].” 

And advertising as well. Rudich 
believes that the ability to draw in 
viewers, particularly Hispanics, 
whose presence in smaller mar¬ 
kets is growing, can lead to new 
revenues. A revenue-generating 
option includes sponsorship of 
the subtitles, which could easily 

be incorporated into the captions 
without distracting viewers. 

"For a local TV station, the 
cost is about $125-$200 a day,” 
says Rudich. Total system cost 
for a year’s use is about $40,000. 

Currently, broadcasters reach 
non-English-speaking viewers 
with the use of live translations 
for the SAP channel. That can cost 
upwards of $100 an hour, a costly 
proposition for even large-market 
stations. For small- to mid-market 
stations, it’s prohibitive. 

TranslateTV went live at WNBS-
TV Columbus, Ohio, a CBS affili¬ 
ate, last fall. MSNBC has used the 
system since December. 

Once a station signs on for the 
system, the first step is to create a 
customized dictionary. That pro¬ 
cess takes about a week and is the 
result of analyzing scripts as well 
as tapes of local content. ■ 

OSI-Traffic Software 
Setting The New Standard. 

Managing inventory for simplicity, ease and profit nasn't always been a simple solution. Limited choices 

meant compromises, cost issues and, sometimes, confusion. 

Now broadcasters have a choice - a system solution proven to increase your ROI, your capabilities and your 

control - managing multiple stations from a single server and giving you the power and the flexibility of 

real-time data. 

Crafted by broadcast executives, the OSI-Traffic system, simply put, has superior functionality than every 

other system on the market. Our 32-Bit Windows™-liased application delivers centralized management, 

multi-station consolidation and real-time reporting. All backed by complete, 24/7 expert service and support. 

And all designed (and proven) to reduce hardware costs, administrative time and hassles. 

See how OSI-Traffic software is your single, best source for real-time broadcast traffic management...the same 

resource already trusted by great names like BELO, 3AX-TV, Telemundo and the Quincy Broadcast Group. 

© 2003. OSI, Inc. 

to reduce redundancy I . 
•Multi-Station/Multi-Channel ■ 

Optimal Solutions Inc. 

•Real-Time Avails 

•Shadow Training 

•Customized Reporting 

•Client/Server Design 

MINUTES, NOT HOURS. 
CENTS, NOT DOLLARS. 

»SOLUTIONS, 
NOT EMPTY PROMISES. 

Call 636-405-1065 
or visit www.osi-traffic.com 



Kid From Queens Counts on NYC Energy 
Hecht says he can use it in relaunch of TNN as Spike TV 

Albie Hecht credits the streets of Queens 
for the creative juices that have fueled 
his career as studio musician, music¬ 

video pioneer, kids-TV producer and cable¬ 
network executive. 

"It was just so great to grow up in an envi¬ 
ronment like that,” he says, recalling inventing 

"I probably wouldn’t have gone to work for 
anybody else but Herb because he had the vi¬ 
sion I respected and the smarts and the lead¬ 
ership,” Hecht says. “I felt like I could work in 
a corporation for him.” 
At Nick, Hecht turned the Chauncey-

spawned Kids Choice Awards into a big draw 
games for his bored friends by 
fusing others, like stickball and 
basketball. “So energetic. To 
feel the whole energy of New 
York City and the inclusivity of 
that population was amazing.” 

Now, as president of Via¬ 
com’s TNN, Hecht will be 
calling up as much of that 
creative energy as he can 
when he relaunches the net¬ 
work as a men’s portal, Spike 
TV, on June 16. "You know 
how you feel in your stomach 
when you’re not sure whether 
it is incredible excitement or 
incredible anxiety? That’s 
what we are sitting with.” 
After Queens and New 

York’s Columbia University, 
Hecht got his start in the mid 
1970s as a reviewer of kids TV 
for the Hearst papers. But he 
was soon exploiting his musi¬ 
cal talent as an A&R man for 
CBS’s custom label, Lifesong 
Records. By the close of the 
disco decade, he had moved 
on to writing for and direct¬ 
ing music videos. 

In 1987, Hecht was able to 
pour 13 years of experience 
in journalism, film and music 
into TV-production company 
Chauncey Street Productions. 
“I got to do two things: create 
shows for CBS, ESPN and 
HBO and Iproduce] great 
commercials for MTV and 
VH1. And I learned how to do 
IDs and promos. That’s where 
I established relationships 
with animators.” 

Those relationships paid 
off. In 1991, Hecht’s two part¬ 
ners, Fred Schibert and Alan 
Goodman, moved on. But he 
kept things churning at 
Chauncey Street, entering into 
a production deal with ani¬ 
mation-laden Nickelodeon 

Albie Hecht 

President, TNN 

B. Feb. 22,1953, Queens, NY 

EDUCATION 
BA, English, Columbia 

University, 1974 

EMPLOYMENT 
Television writer, Hearst Pa¬ 

pers, 1973-75; head, artist de¬ 

velopment. Litesong Records. 

1975-78; principal, Worldwide 

Biggies, 1978-86; executive 

producer/principal, Chauncey 

Street Productions, 1987-93; 

executive producer/VP, Nick¬ 

elodeon, 1993-97; president, 

film and television entertain¬ 

ment, Nickelodeon and Nick 

Movies, 1997-2000; head, de¬ 

velopment, TV Land and TNN, 

2000-03; current position 

since 2003, continuing as 

president, Nick Movies and 

Nick Records 

PERSONAL 
M. Susan, April 16,1983; 

children: Alex (15) and 

Kay(27) 

and called on those animation 
contacts to develop hit shows 
like SpongeBob Squarepants 
and Dora the Explorer. 

In 1997, with Nick Movies 
under his guidance, Hecht 
oversaw the $350 million ex¬ 
pansion of Nickelodeon Ani¬ 
mation Studios, the first studio 
built in Los Angeles in 35 years. 
It was a veritable playground 
for the guys who “were always 
given the back room, the back 
office and the used equip¬ 
ment.” In return, they gave 
him Die Wild Diomberrys, Die 
Rugrats Movie and Jimmy Neu¬ 
tron: Boy Genius. 
Hecht hopes to calm the 

butterflies generated by the 
Spike TV launch with a fresh 
slate of programming, in¬ 
cluding an adult animation 
block featuring Stripperella 
(voiced by Pamela Anderson), 
Gary the Rat (Kelsey Gram¬ 
mer), and both old and new 
episodes of Ren & Stimpy. 

There will also be reality 
and unscripted shows to 
tempt young men, including 
A Guy and His Stuff, based on 
the Stuff magazine column 
on the latest gadgets and toys 
for men; Ride With Funkmas¬ 
ter Flex, a peek into car cul¬ 
ture with DJ Funkmaster 
Flex; and 10 Things Every Guy 
Should Experience, where 
Spike TV takes a few lucky 
men to ultimate sporting 
events, such as The Super 
Bowl and Kentucky Derby. 
"The greatest challenge 

will be to own the emotional 
space in their minds, [to con¬ 
vince them] that we’re their 
home base,” Hecht says of his 
18-49 male target audience. 

“I want to make a differ¬ 
ence,” he adds. “To show 

and forging a friendship with Nick’s then head 
of programming, Herb Scannell. TWo years lat¬ 
er, Scannell, now president of Nick, encour¬ 
aged a reluctant Hecht to come aboard. 

[men] a bit of the promised land of what a re¬ 
ally good guy and a good dad and a good per¬ 
son in society could be. And also, just to have 
a good damn time.”—R Llanor Alleyne 

RICHARD LAHTI, director, engineering 

and operations, Telemundo, Los Ange¬ 

les, named director, engineering, Tele¬ 

mundo and KNBC(TV) Los Angeles. 

FRANK WILLSON, director, market¬ 

ing and design, WBNS-TV Columbus, 

Ohio, expands his duties to director, 

operations. 

At KWBT(TV) Tulsa, Okla.: 

DARNELL WASHINGTON, local sales 

manager, KOCB(TV) Oklahoma City, 

joins as VP, sales; DEREK CRISS, local 

sales manager, promoted VP, sales; 
CAROL DAWSON, VP, marketing and 

network promotions, account execu-

tive/archive producer, Yahoo! Broad¬ 

cast, Dallas, joins as marketing man¬ 

ager. 

Cable TV 
BILL SHAW. VP, field operations, AT&T 

Broadband, Miramar, Fla., joins Bright 

House Networks’ Birmingham, Ala., 

division, as president. 

Programming 
STEVE SMITH. COO, Intertainer Asia, 

Singapore, named COO and executive 

VP, Encore International, Denver/Hong 

Kong. 

BRUCE R. THOMAS VP, integrated 

marketing and business development, 

A&E Television Networks, New York, 

joins Yankees Entertainment & Sports 

Network, New York, as executive VP, 

media services. 

JIM MCCLINTOCK. VP, network 

media, ABC Television Network, Los 
Angeles, appointed senior VP. 

KIM HATAMIYA, senior VP/GM, 

television and film, Mindrocket 

Media/JP Kids, Los Angeles, named 
senior VP, sales and marketing, Sony 

Pictures Television International, Cul¬ 
ver City, Calif. 

At ESPN, New York: RICK ALESSAN¬ 

DRI, VP/assistant to president, 

promoted to senior VP/GM. ESPN En¬ 

terprises; KERRY CHANDLHt VP, human 

resources, promoted to senior VP. 

CAROL ENG, VP, original program¬ 

ming, MTV, New York, promoted to 

senior VP. 

DUSTY SCHMIDT VP, creative ser¬ 

vices, Home & Garden Television, 

Knoxville, Tenn., promoted to senior 

VP. 

JERRY LEO, manager, program 

planning, VH1, New York, promoted 

to VP. 

At Court TV, New York: MARK 

FICHANDLER. senior director, develop¬ 

ment, promoted to VP, documentary 

development and international co¬ 

production: ROBIN SESTERO, executive 

producer/VP, LMNO Cable Group, Los 

Angeles, joins as executive producer, 

documentaries and specials; LORI 

STEVE SMITH 

Encore International 

KIM HAfAMIYA 

Sony Pictures Television 

CAROL ENG 

MTV 

BEV SMITH 

WWRL(AM) New York 

SIEGEL, senior producer, series 

production, promoted to executive 

producer, documentaries and series; 

DIANE PETZKE, freelance producer, 

ABC newsmagazines unit, New York, 

joins as senior producer, Hollywood 

At Large. 

PETE CROWLEY, director, property 

development and facilities, Scripps 

Networks, Knoxville, Tenn., promoted 

to VP. 

MICHAEL DESSART. director, mar-
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keting strategy and analysis, HBO. 

New York, joins CSTV: College Sports 

Television, New York, as VP/partner, 

marketing. 

DIANA HANFORD. VP. marketing 

ano network promotions. Pax TV, 

West Palm Beach, Fla., joins Fox 

Sports Net Florida, Sunrise, Fla., as 

communications manager. 

PHIL HAN. design director, on-air 

design and promotions, G4, Los An¬ 

geles, named art director, on-air de¬ 

sign, E! Networks, Los Angeles. 

Journalism 
JOE ALLBAUGH, director. Federal 

Emergency Managment Agency, 

Washington, joins Fox News Channel, 

Washington, as contributor. 

STAN STOVALL, anchor, WMAR-TV 

Baltimore, named weekend morning 

co-anchor, WBAL-TV Baltimore. 

TOM CLYDE, sports director, 

KDRV(TV) Medford, Ore., joins 

WZZM-TV Grand Rapids, Mich., as 

sportscaster. 

JENNIE FINCH, professional soft-

ball player, joins Major League Base¬ 

ball, New York, as correspondent, 

This Week in Baseball. 

Radio 
BEV SMITH, radio talk-show host, 

Black Entertainment Television, Wash¬ 

ington, joins WWRL(AM) New York, 

as host, The Bev Smith Show. 

Technology 
JIM KUHNS, director, field support, 

Terayon Communications Systems, 

Clinton Township, Mich., joins Optinel 

Systems, Elkridge, Md., as director, 

network engineering. 

Advertising/Marketing/PR 
SAM MILLSTONE, senior VP, lodging 

finance and business development, 

Marriott International. New York, joins 

Arbitran, New York, as VP. finance. 

KEVIN COX, VP/director, strategy 

and integrated marketing, Doremus & 

Co., San Francisco, named VP/group 

account director, Hill, Holliday, San 

Francisco. 

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. NY 10010). 

OBITUARY ————— 
COL. BARNEY OLDFIELD (USAF, 

retired), journalist, publicist, 

philanthropist, writer and 

founder of the Radio-Television 

News Directors Foundation, 

died April 26 in Los Angeles. 

He was 93. 

As chairman of the RTNDA 

finance and fundraising commit¬ 

tee in 1967. he launched an ef¬ 

fort to endow a scholarship in 

broadcast journalism. That effort 

became RTNDF, which awarded 

its first scholarship in 1970 and 

now awards 22 scholarships, in¬ 

cluding one in Barney and wife 

Vada's name for national-secu¬ 
rity reporting. In 1994, RTNDF 

also established the Barney Old¬ 

field Distinguished Service 

Award for contributions to the 

success of RTNDF. 

Oldfield, born in Tecumseh, 

Neb., Dec. 18.1909, began his 

adult working life driving stakes 

for Barnum & Bailey and spikes 

for the Baltimore & Ohio railroad 

to help put himself through the 

University of Nebraska. Later, he 

worked as a newspaperman and 

theater usher. He would 

combine the latter two as movie 

reviewer for the Lincoln Journal 

(including contributions to Vari¬ 

ety) from 1930 to 1940. During 

that time, he also had his own 

radio show, Hollywood 

Highlights, on KFOR(FM) 

Lincoln. Neb. 

During World War II. Oldfield 

was a public relations officer, 

serving as a press aide to 

numerous generals, including 

Dwight Eisenhower and Omar 

Bradley, and to British Field Mar¬ 

shal Bernard Montgomery. 

Oldfield was also a pioneer 

in "embedding” journalists in 

wartime. As an ROTC graduate 

and paratrooper, he helped line 

up journalists willing to accom¬ 

pany paratroopers during the 

Normandy invasion and 

organized mobile press units to 

cover the army’s march though 

Europe. His book Never a Shot 

in AngerKM of the military’s ef¬ 

fort to accommodate journalists. 

After the war, he joined 

Warner Bros, as a publicist be¬ 

fore being called back to active 

duty. 
_I 

WICT FOUNDATION 

PAR INITIATIVE 

WHEN YOUR STANDARDS ARE HIGH, PEOPLE TAKE NOTICE. 
Introducing THE PAR INITIATIVE. The advocacy program designed by The WICT Foundation. 
Companies with gender diversity are proven to be more successful. The PAR Initiative helps companies 
prosper by determining best practices for creating organizations where women can succeed - starting 
with a survey on issues that affect women in the workplace: Pay equity, Advancement opportunities 
and Resources for work/life support (PAR). Spread the word. Encourage your company to join in this 
industry-wide effort by completing The PAR Initiative survey, conducted in partnership with Working 
Mother Media. Each participating company will receive a confidential scorecard. And we'll celebrate 
exemplary businesses as "The Best Companies for Women in Cable and Telecommunications" later this 
year. Find out more today. Visit www.wict.org/foundation. 
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Local cable channels 
continue to think up 

creative ways to 
supplement their 

bottom line. On May 
19th, Broadcasting & Cable 

presents a special report 
on Local Cable Advertising. 

We’ll profile the top cable 
network and MSO ad 

promotions over the 
past year,, and examine 
the emerging trends 
on the horizon. Boost 
your bottom line by 

advertising with 
Broadcasting & Cable 

today. 
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broadcast networks unveil their 2003-2004 schedules, Broadcasting & Cablle will be ±ere to 

provide in-depth coverage on every network from PAX to NBC. We II provide a breakdown of 

every network and give insight into who may be on top next season and w! 
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Sales Careers Technical Careers News Careers 

FRESH START - NEW CHALLENGE! 

50 MAJOR MEDIA COMPANIES 

OVER 100 POSITIONS AVAILABLE 

www.MediaRecruiter.com 

LOCAL SALES MANAGER: 
WSMV in Nashville, TN seeks a highly mo¬ 

tivated individual to fill position of Local 

Sales Manager. Applicant should have 

proven track record of creating and imple¬ 

menting revenue producing programs. Es¬ 

tablish and monitor progress on target ac¬ 

counts. Conduct sales meetings and 

performance reviews. Establish and main¬ 

tain working relationships with advertisers. 
Four years experience in television sales 

required. Must be knowledgeable in Wide 

Orbit traffic system, TV Scan, Scarborough 

and CMR. WSMV and Meredith Corpora¬ 

tion are Equal Opportunity Employers. 

Piease send resume to: WSMV, Attn: Per¬ 

sonnel Administrator, 5700 Knob Road, 

Nashville, TN 37209. Fax (615)353-2321, 

E-mail: employment@wsmv.com 

REGIONAL NATIONAL SALES MANAGER 
WLBT TV in Jackson, MS, and KPLC TV in 

Lake Charles, LA, are seeking a highly mo¬ 

tivated candidate who can sell and service 

national accounts through stations' national 

representatives. This candidate must have 

a Bachelor's degree (B.A.) from a four year 

college or university: or one to two years re¬ 

lated experience. Fantastic income and ben¬ 

efits package available for the right candi¬ 

date. You may e-mail resume to 

frankie@wlbt.net orjreardon@kplc.com; fax 

to General Sales Manager @ 601-960-

4412; or mail to General Sales Manager, 

WLBT-TV, P. O. Box 1712, Jackson, MS. 

39215-1712 or General Sales Manager, 

KPLC-TV, P. O. Box 1490, Lake Charles, 

LA. 70602. 

ACCOUNT EXECUTIVE 
ABC7, the number one television station in 

Los Angeles, is seeking an experienced Ac¬ 

count Executive with at least three to five 

years' experience in major market television 

sales. Must have excellent communication, 

presentation and organizational skills. Mar-

keting/Developmental experience a must. 

PC skills using Windows software is pre¬ 

ferred. Please send resume to: ABC7 Los 

Angeles, Attn: Human Resources, Dept. 

AE/BC, 500 Circle Seven Dr., Glendale, CA 

91201. Equal Opportunity Employer. 

LOCAL SALES MANAGER 
ABC7, the number one station in Los Ange¬ 

les, is seeking a highly qualified individual to 

be a Local Sales Manager. Qualified candi¬ 

dates should have a combination of at least 

5 years of sales or sales management ex¬ 

perience in the top 10 television markets. 

Strong leadership abilities, knowledge of in¬ 

ventory control and traffic systems, and ex¬ 

perience working with promotions is re¬ 

quired. If you have a positive attitude and 

are ready to go to work in a challenging and 

exciting environment, please send your re¬ 

sume to: ABC7 Los Angeles, Attn: Human 

Resources, Dept. LSM/BC, 500 Circle 

Seven Drive, Glendale, CA 91201. Equal 

Opoortunity Employer. 

DALLAS/FORT WORTH 
GENERAL SALES MANAGER 

Seeking top-notch General Sales Manager 

for KUVN-TV/KSTR-TV duopoly sales oper¬ 
ation. Check out www.univision.com and 

type DALLAS in uniclave/keyword for details 

of job opportunity. 

LOCAL SALES MANAGER 
Media General Broadcast Group 

www.mgbg.com Newschannel 10 is looking 

for a talented Local Sales Manager for our 

Roanoke office. You must be new business 

minded and a great motivator. You will be a 

part of the community through your civic and 

business connections. Your abilities to de¬ 

velop relationships and grow client's busi¬ 

ness are essential. Experience with inven¬ 

tory management and staff development is 

necessary. If you are the person for this po¬ 

sition, please send your resume ATTN: 

LSM, Roanoke Office HR Department, 

Newschannel 10, P. O. Box 10, Roanoke, 

VA 24022 EOE M/F Drug Screen. 

Director Careers 

PROGRAM DIRECTOR 
UPN 57, WPSG-TV I CBS 3, KYW-TV is look¬ 

ing for a PD. Min 5 years independent TV exp 

preferred. For more details visit kyw.com/jobs 

or upn57.com^obs EEO ADA M/F 

Situations Wanted 

MAINTENANCE ENGINEER/MANAGER 
With 15+ years of experience. Small mar¬ 

ket-top 10 market experience. Looking for 

opportunities on the east coast. Will relo¬ 

cate. Please respond to: 

maintenance_engineer@hotmail.com 

Read the breaking industry news at 

www.broadcastingcable.com 

WUFT-TV NEWS DIRECTOR 
The University of Florida is recruiting for a 

TV News Director (LP#837710) for Public 

Television Station WUFT-TV (Channel 5). 

This position directs the WUFT-TV News 

Department in all programming and opera¬ 

tions matters, including the production of 

daily news broadcasts, webcasts, and ca¬ 

blecasts. The WUFT-TV News Director 

teaches students in the WUFT-TV News De¬ 

partment and College of Journalism and 

Communications courses as assigned. Min¬ 

imum Qualifications: Master's degree and 

management experience in a television 

newsroom. Experience with on-line news 

delivery is preferred. Knowledge of equip¬ 

ment used in television newsgathering. 

Knowledge of computer and information 

technology as it relates to word processing, 

news production, and newsroom operations. 

Enthusiasm for and ability to apply new 

technologies and the integration of Interac¬ 
tive Media and traditional television news 

technology. Ability to communicate effec¬ 

tively in oral and written communications. 

The ability to work well in a training environ¬ 

ment is preferred Starting Salary Range is 

$43,000-$50,000. Please send cover letter, 

resume, and three reference letters to Mr. 

Tom Krynski, WUFT-TV/FM, P.O. Box 

118405, Gainesville, FL 32611-8405. Dead¬ 

line date is May 30, 2003. AA/EA/EEO. 

TELEVISION NEWS VIDEOGRAPHER 
WANE-TV, the CBS affiliate in Fort Wayne. 

IN has an immediate opening for a Televi¬ 

sion News Videographer. Ideal candidate 

will have a creative eye and a nose for 

news. Live truck experience preferred but 

not required. This position is an excellent 

opportunity for someone working in a 

smaller market or a recent college graduate. 

Must be willing to work various shifts de¬ 

pending on the needs of the television sta¬ 

tion. Send Resumes only, please no phone 

calls to: WANE-TV, Attn: Rick Moll/News 

Director, 2915 West State Blvd., Fort 

Wayne, IN 46808. Please send all corre¬ 

spondence by Friday, May 16th. WANE-TV 

is an Equal Opportunity Employer-M/F. 

GENERAL MANAGER 
Seeking General Manager for PTPN, a TV 

news production service and content 

provider in Washington, DC. Qualified can¬ 

didates have 5t years hands-on manage¬ 

ment of all aspects of video facility and field 

production ope-ation including new busi¬ 

ness development, up-selling, drafting 

competitive proposals, closing deals, a will¬ 

ingness to serve in any function of a client's 

production needs, broad experience in pro¬ 

duction management including both digital 

and analog (video and audio). Resume 

and references must demonstrate ability to 

integrate all elements of video production 

to assure prompt, consistent and profes¬ 

sional delivery of client's objectives. No 

phone calls please. Send resumes to 

hroutsourcer@yahoo.com 

BROADCAST TECHNICIANS 
ENG Personnel for a major broadcast facil¬ 
ity in NYC. *ENG field operations with cam¬ 

era (and microwave truck) experience. 

‘Videotape Editors *ENG Maintenance 

Broadcast studio personnel. ‘Studio 

Technical Directors ‘Audio Operators *CG 

(Pinnacle Deko) Operators ‘Broadcast 

Equipment Maintenance Technicians. Can¬ 

didates must have experience operating in a 

live news and/or entertainment show envi¬ 

ronment. Employment would commence 

Spring/Summer 2003. Out-of-town appli¬ 

cants accepted for these positions will be re¬ 

imbursed for airfare, hotel, and per diem ex¬ 

penses. Send resume to: BMC, Box 322, 

998C Old Country Road, Plainview, NY 
11803. Fax: 212-308-6996 Phone: 212-

751-2393. This employment would occur in 

the event of a work stoppage and would be 

of a temporary nature to replace striking per¬ 

sonnel. This is not an ad for permanent em¬ 
ployment. An equal opportunity employer. 

RADIO 

Services 

RADIO PROGRAMMING 

I’VE GENERATED THE BIGGEST 

MOST RESEARCHED MUSIC FORMAT 

IN BROACAST HISTORY. 

AVAILABLE TO STATIONS WORLDWIDE. 

LISTEN AT 3DSJ.COM 

100% AUTOMATED. 

RUNS ON ANY MODERN SYSTEM. 

RELIABLE, INEXPENSIVE AUTOMATION 

EQUIPMENT IS ALSO AVAILABLE. 

ORDER ON A 

MARKET EXCLUSIVE BASIS 

BILL ELLIOTT 813-920-7102 

CABLE 

Financial Careers 

CHIEF FINANCIAL OFFICER 
AND TREASURER 

National cable network located in the Wash¬ 

ington DC area seeks CFO/Treasurer. The 

qualified candidate will have at least 10 years 

financial and accounting experience, with a 

significant amount of such experience in the 

cable industry, be a CPA or MBA, and have 

strong managerial and communication skills. 

Responsibilities include reporting to the Board 

of Directors, preparation of the financial state¬ 

ments and the annual budget, cash flow man¬ 

agement, analysis of the company's perfor¬ 

mance, management of a small accounting 

staff, and management of subscriber informa¬ 

tion. Salary commensurate with experience 

Email resume to: hroutsourcer@yahoo.com 

refer to search CFOGTV03. 
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Marketing Careers 

Outdoor Life Network 
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FIELD MARKETING 
MANAGER 
STAMFORD, CT 

Outdoor Life Network is looking for an 
experienced, highly motivated person with 
strong attention to detail to manage system 
marketing activity within the Eastern 
Division. Various duties of affiliate market¬ 
ing include system trainings, network 
representation at promotional events and 
trade shows, and marketing campaign 
distribution. Position requires 2-3 years of 
cable industry and sales and marketing 
experience as well as a 4-year college 
degree in Telecommunications and/or 
Marketing. Proficiency required in 
Microsoft Word, Excel, PowerPoint, Lotus 
Notes, and database management. 
Please send cover letter and resume to: 

Outdoor Life Network, Two Stamford Plaza, 
281 Tresser Boulevard, 9th Floor, 
Stamford, CT 06901, ATTN: Scott Pinkerton. 
No phone calls please. 
EOE M/F/D/V 

www.broadcastingcable.com 

www.broadcastingcable.com 

www.broadcastingcable.com 

www.broadcastingcable.com 

Production Careers 

PRODUCTION MANAGER 
Scripps Productions, a division of Scripps Networks, is seeking a Production Manager. 
This position offers an excellent opportunity for an individual who has demonstrated suc¬ 
cessful project management of various forms of cable television programming. 
Candidate must have a minimum of 5 years production experience and thorough knowl¬ 
edge of the pre-production and post-production processes as well as full understanding 
of development and management of show budgets. He/she must have superior com¬ 
munication and follow-up skills and is capable of working on multiple projects in various 
stages of production in an extremely faced paced environment. This candidate must be 
a team player and motivated to do excellent work. Must be PC proficient. This position 
reports to the Director of Scheduling and Production Management and is based in 
Knoxville, Tennessee, headquarters for Scripps Networks. Scripps Networks, which is 
comprised of HGTV - Home & Garden Television, The TV Food Network, DIY - The Do 
It Yourself Network, and Fine Living, offers a competitive compensation (commensurate 
with experience) and benefits package. If you are interested in joining one of the hottest 
entities in the cable television industry, send your resume (and salary requirements) to: 

Scripps Networks 
Attn: Human Resources Dept. (Production 
Scripps Networks Human Resources 
PO Box 50970 
Knoxville, TN 37950 
(no calls, please) 
jobs @ scrippsnetworks.com 

Scripps Networks, part of the E.W. Scripps Co., is an Equal Opportunity Employer 
providing a drug-free workplace through pre-employment screening. 

SCRIPPS 
É1S NETWORKS 

Upcoming Special Features and Reports 

May 12 
May 19 

May 26 
June 2 

Top 25 Media Groups 
Local Cable Advertising 
Peabody Awards* 
Broadcast's Fall Season 
Promax/Brand Builders* 
Innovator of the Year 
*Advertising Supplement 

Program Careers 

PROGRAM MANAGER 
_BURLINGTON, MA . 

■ i o:« 
SPORTS NET 
New England 

Our leading all sports network is seeking a 

professional to coordinate and maintain the day-to-

day output of the air product. A minimum of 4 

years experience with at least 2 years experience 

in a management position within the cable or TV 

industry. Strong interpersonal skills, knowledge of 

television production and transmission 

operations/procedures required. Computerized 

operations experience a must. The candidate must 

possess excellent organizational skills and be 

detailed oriented. College degree in television or 

related area or equivalent work experience. 

For consideration, send resume which MUST 

include REF # 0502BC9564WDI in cover letter, to: 

Bill Ireland, 200 Jericho Quadrangle, Jericho NY 

11753 OR e-mail resume with Job Code in subject 

line to: bireland@cablevision.com 

EOE M/F/D/V & A Drug Free Workplace 

To advertise contact: 
Yuki Atsumi by 

Phone: 646-746-6949 
Fax: 646-746-6954 

or Email: 
yatsumi@reedbusinesö.com 

^Professional Cards & Services 

duTreil, Lundin & Rackley, Inc. 
CONSULTING ENGINEERS 

201 Fletcher Avenue 
i Sarasota, Florida 34237 
J (941) 329-6000 

www.DLR.com 
Member AFCCE 

=  CARL T. JONES = 
z== CORPORATION = 

CONSULTING ENGINEERS 

7901 Yarnwood Court 
Springfield, Virginia 22153 

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

MEMBER AFCCE www.rtjc.cnm 

Mullaney Engineering, Inc. 
Consulting Telecommunications Engineers 

9049 Shady Grove Court 

Gaithersburg, MD 20877 

301-921-0115 
Member AFCCE 

COHEN, DIPPELL AND EVERIST, PC. 

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 

John F.X. Browne 
& Associates 

A Professional Corporation 
Member AFCCE 

BROADCAST/TELECOMMUNICATIONS 
Bloomfield Hills, Ml Washington, DC 
248.642.6226 (TEL) 202.293.2020 
248.642.6027 (FAX) 202.293.2021 

www.jfxb.com 

Hammett & Edison, inc. 
CONSULTING ENGINEERS 

Box 280068 
San Francisco, California 94128 

707/996-5200 
iHb 202/396-5200 

www.h-e.com 

HATFIELD & DAWSON 

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

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

MEMBER AFCCE 

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

7839 Ashton Avenue 
Manassas, VA 20109 

(703) 392 9090 

Fax (703) 392-9559 

www.cmdconsulting.com 
www.DTVinfo.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 

Denny & Associates, P.c. 
Consulting Engineers 

301 686 1800 tel. 
301 686 1820 fax 

www.denny.com 

Member AFCCE 

Wallace 
(V ASSO^^RS 

Dennis Wallace 

101 West Ohio St. 
20th Floor 

Indianapolis, IN 
46204 

(317) 684 6754 
wallacedtv@aol.com 

SPECIALIZING 
IN DIGITAL TELEVISION 

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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For Studios, No Such Thing as a Sure Bet 
Continued from page 1 
Arcadia illustrates a growing 

trend in Hollywood: Major stu¬ 
dios’ rejecting pilot orders, even 
series orders from networks when 
push comes to shove and they 
conclude that the financials don’t 
add up or there’s no chance the 
series will later sell in syndication. 

“If you have a high-cost pro¬ 
ject that lacks international ap¬ 
peal but doesn’t have a network 
license fee that reflects those 
challenges, studios have to be 
willing to acknowledge that fi¬ 
nancing those projects may not 
be good business decisions," 
says one studio chief. 

SUPPORT THE ‘VISION’? 
Networks are finishing up their 
pilot screenings this week and 
putting together fall schedules to 
present to advertisers next week. 
But as they do, they may not be 
working with all the pilots they 
wanted or may be working with 
pilots backed by studios other 
than the ones that had helped 
develop them. 

'Giving up these projects 
is really scary. Sometimes 
you have to follow your 
gut and your passion 
rather than looking at the 
economics.' 

Studio chief 

There was a time, not so long 
ago, when studios would produce 
almost anything the networks or¬ 
dered, and some studio chiefs still 
see the business that way. 

“Studios do not buy the prod¬ 
uct; the networks buy the prod¬ 
uct,” says Peter Roth, president of 
Warner Bros. Television, which, 
with 33 pilots in production, is 
the leader of the studio pack this 
year. "If you produce a script that 
is compelling enough to the net¬ 
work, then an order is placed. It's 
our job to support the vision as 
long as it can be produced in an 
economically responsible and 
creatively effective way.” 

But many studio chiefs say 
sometimes that can't be done. 

Four years ago, for example, 
Disney’s Touchstone Television 
developed CSI: Crime Scene In¬ 
vestigation for CBS. But Touch¬ 
stone is not CSI’s producer. Al¬ 
liance Atlantis and CBS Prod¬ 
uctions are. When Touchstone 
looked at CSI's economics, it 
walked away from the deal. Of 
course, that proved an unwise 
decision. The show became a hit 
and spawned a successful 
spinoff, CSI: Miami. 

Sources say, when Touchstone 
was considering the order for 
CSI, the show was expected to 
cost $2.4 million an episode, 
with CBS offering just $1.1 mil¬ 
lion in license fees. Touchstone 
didn’t think the international 
and domestic broadcast and ca¬ 
ble syndication revenue would 
close the resulting $1.3 million-
per-episode deficit. 

Today, that decision looks like 
a huge mistake, but several stu¬ 
dio executives say they would 
have done exactly the same 
thing. “Nobody’s ever going to go 
out of business for not doing 
CSI, but you could very well go 
out of business for doing one of 
the softer, serial dramas that 
have no international market,” 
explains one executive. 

“Giving up these projects is re¬ 
ally scary,” Newman says. "Some¬ 
times you have to follow your 
gut and passion rather than 
looking at the economics.” 

That’s because studios can af¬ 
ford only so many hunches. If a 
studio has, say, eight one-hour 
shows in production and each 
operates at a deficit of $500,000 
per episode over a season of 22 
episodes, that would put the 
studio $88 million in the hole. 
The studio bets that one or two 
of those shows will become hits 
and go into syndication, throw¬ 
ing off enough profit to pay for 
all the losers. 

Until about five years ago, stu¬ 
dios cut a good number of “out¬ 
put deals” with international 
television distributors. Such 
deals required those distributors 
to take a certain quantity of 
shows from the studio, and the 
revenue from those deals helped 
close deficits and finance shows. 
But, with money tight every¬ 
where, many countries produc¬ 
ing better local programming 
than they did just a few years 
ago, and some countries limiting 
by law the amount of American 
programming that can run in 
prime time, studios can no 
longer count on the internation¬ 
al money. 

ing to keep their deficits under 
$200,000 an episode. Hour pro¬ 
grams cost approximately $1.6 
million to $2.3 million to pro¬ 
duce, while multi-camera sit¬ 
coms, such as 8 Simple Rules or 
Less Than Perfect, cost anywhere 
from $850,000 to $1.2 million. 
(Single-camera sitcoms, such as 

Scrubs or Malcolm in the Middle, 
cost slightly more.) But network 
license feesaverage $1 million to 
$1.6 million for dramas, $600,000 
to $900,000 for sitcoms. That 
means that prime time program¬ 
ming often runs with deficits of 
$500,000 or $600,000 per hour, 
the studios expecting to get at 

KEEP DEFICITS DOWN 
In off-net domestic syndication, 
broadcasters are interested only 
in long-running hit sitcoms; 
most stations don’t have time 
slots to fit hour-long off-net dra¬ 
mas, so they are shopped to ca¬ 
ble networks. 

In addition, in the past two 
years, networks have been hit by 
an advertising slump, making 
them reluctant to increase license 
fees and shrink the deficits. 
All this means that studios 

have grown more careful about 
taking on a project and are look¬ 

least $300,000 an episode back 
from the international market. 
When that math doesn’t work 
out, the studios are beginning to 
walk away. 

This year, it’s not just Joan of 
Arcadia that had to find a new 
studio. Twentieth also decided 
not to do Vegas Dicks for UPN, 
so Viacom’s Eye Productions is 
financing it. Universal left film 
star Danny Glover’s pilot, The 
Good Guy, on the table, and 
Spelling Television picked it up. 
UPN's Platinum ended up being 
financed by CBS Productions 
when Fox Television Studios de¬ 
cided not to back it even though 
the studio had already made the 
pilot. Warner Bros, picked up 
UPN’s pilot with hip-hop star 
Eve after Paramount and Touch¬ 
stone both passed on it, but 
Warner Bros, this year passed on 
other pilots for UPN and ABC. 

LEFT ON THE TABLE 
Fox Television Studios has left a 
good number of pilots on the 
table, including CBS mid-season 
replacement Queens Supreme, 
which also went to Spelling Tele¬ 
vision in association with CBS En¬ 
tertainment Productions. (It was 
canceled after three episodes.) 
Fox Television Studios passed on 
UPN’s One on One, which went to 
Paramount Network Television 
and is still on the air. 

Last year, Twentieth chose not 
to do sitcom Danny for CBS, and 
Paramount’s Big Ticket Televi¬ 
sion decided to try it. The show 
failed after two episodes. 

But, as Warner Bros.’ Roth 
points out, with a total of 113 pi¬ 
lots in production this year for 
six networks, studios still are tak¬ 
ing on their fair share of shows. 
“If we all agree that none of us 
know where our next hit is com¬ 
ing from, of course you want as 
many chances at bat as you can 
have." 

That illustrates another truth: 
One studio’s pass is another’s 
pick-up, and no one knows until 
the show launches whether 
which made the right decision. 

“We have our own parameters 
to meet and we had to be confi¬ 
dent that we could meet them or 
we couldn’t proceed,” says one 
studio chief who has picked up 
shows after other studios have 
let them go. 

“Just because someone at an¬ 
other studio thinks a show isn’t 
viable, that doesn’t mean you 
think it isn’t,” says another. “I'm 
only interested in my own judg¬ 
ment. You can’t make every call 
correctly, but what separates the 
men from the boys is making the 
calls and being right more times 
than you are wrong." ■ 
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EDITORIALS_ 
BROADCASTING & CABLE COMMITTED TO THE FIRST AMENDMENT 

À OPEN MIKE 

June 2 Is None Too Soon 
There is a tide in the affairs of the FCC that, taken at the 

flood, leads on to victory, or at least gets one of many 
important proceedings out the door. 

It is time for the FCC to proceed with revising its broad¬ 
cast-ownership rules. OK, past time, actually. The "flood” is 
the thousands of comments already submitted, which Me¬ 
dia Bureau Chief Ken Ferree characterizes as “astoundingly 
broad and diverse.” 

Why not postpone a vote and allow for yet more debate as 
Commissioner Michael Copps and advocacy groups have 
called for? For one thing, continuing the road tour of re¬ 
hashed arguments is unlikely to add anything substantive to 
the debate. Copps’ suggestion that a vote now would be 
based on “paltry” information does not square with the 
reams of comment. For another, broadcasters need to know 
how to proceed with their businesses: either to buy or not to 
buy (yes, that is the question). 

Regulators need to move on to other things as well, like the 
NASA petition, broadcast flag, digital must-carry, multicast¬ 
ing, cable regs. Besides, in only nine months, it will be 2004, 
time for the beginning of yet another of these reviews (this 
one was supposed to have been done in 2002). The FCC can 
tweak the rules then if the sky has started to fall, or not, if the 
Cassandras prove Chicken Littles. With a biennial review al¬ 
ways just around the corner, nothing is set in anything more 
permanent than soapstone anyway. 

If Copps still wants to talk about rules, there are the cable regs 

to hash out, which are also supposed to have been reviewed by 
now. By the time that review is done, it will probably be 2004 
anyway, when he can schedule a whole new round of public 
debates on broadcast regs. Frankly, the next debate should re¬ 
ally be in Congress. The subject: Changing it to at least a qua¬ 
drennial chore lest it becomes commission’s full-time job. 

Green Light for AMBER 
The oft-bashed broadcasting industry and the NAB came up 
smelling like a rose garden last week. That’s where President 
George W. Bush signed into law a bill making the AMBER 
Alert a national program. The Alert coordinates and expedites 
widespread bulletins on missing children, thus improving the 
odds of recovering them alive. Local AMBER alerts have al¬ 
ready led to the safe return of 50 children. The program was 
created by local broadcasters in Texas following the abduc¬ 
tion and murder of Amber Hagerman. The bill’s passage 
would be reason enough for celebration, but last week also 
marked the 750th capture for America’s Most Wanted, whose 
host, John Walsh, was also a vocal advocate for the AMBER 
bill. AMW is the most visible “long arm” of broadcasting when 
it comes to aiding law enforcement, but it is far from the only 
one. It was local radio listeners who helped catch the D.C. 
snipers, and, just last week, an episode of Maury led to the 
capture of a wanted criminal. Kudos all around. 

AIRTIME 
GUEST COMMENTARY 

Make DTV Albatross Into an Asset 
For broadcasters, DTVremains a technology 

in search of a business plan. Meanwhile, 
ESPN and other cable networks are hijacking 

HDTV. Broadcasters have rightfully pushed for 
DTV tuner mandates and digital must-carry—un¬ 
fortunately, to the exclusion of a strategic, coordi¬ 
nated marketing effort. The time is now to do three 
things that will make viewers say, "I want my DTV!” 

Simplify and saturate the HDTV message. High 
definition, hi-definition and HDTV: three descrip¬ 
tions on three networks. It’s critical that broad¬ 
casters offer a simple, unified message. Which 
consumer-electronic product has achieved the 
fastest adoption in history? DVD. Why? DVD pro¬ 
vides unsurpassed audio and video quality—un¬ 
til HDTV. Therefore, I’d suggest a slogan: “HDTV— 
pictures and sound even better than DVD.” 
The slogan should be included in an HDTV 

equivalent of the old NBC “color peacock” to de¬ 
pict picture clarity, wide screen and surround 
sound and should be used by all broadcasters. 
Five seconds should be made available at the top 
of each HDTV program to air the “peacock,” lo¬ 
calized with station and sponsor logos. 

Complement HDTV with multicasting. Multi¬ 
casting is the ideal complement. The right content 
will jump-start DTV penetration while cross-pro¬ 
moting HDTV. Compression algorithms permit 
simulcasting of at least one SD program with most HD content. 

Multicasting offers broadcasters the opportunity to target 
lucrative niche audiences with relatively inexpensive pro¬ 
gramming. It’s a natural extension of their core business and 
enhances service to the community. As demonstrated by siz¬ 
able investments in regional channels, MSOs place huge im¬ 

portance on local content. It reduces churn, coun¬ 
ters DBS and, most important, can drive digital¬ 
tier uptake. By embracing cable’s digital tier for 
secondary multicast programming, broadcasters 
will be providing MSOs with a formidable new 
digital offering: local channels they won’t have to 
program and can help promote. 

Focus on affluent and young viewers. Instead 
of lamenting the viewers DTV doesn't have, focus 
on the very special viewers it does have. Affluent 
and ahead of the curve, they’re tough to reach 
with conventional advertising and hungry for 
unique DTV content. 

Why not partner with advertisers targeting this 
segment—luxury-auto dealers, jewelry, gourmet¬ 
food and fine-wine stores, travel agents—to cre¬ 
ate localized multicast programming? 

Another valuable multicast target is a $100 bil¬ 
lion market that’s growing twice as fast as the 
overall population: teenagers. And the ideal plat¬ 
form is also the best-kept secret in the DTV busi¬ 
ness: the personal computer. For just over $300, 
with antenna, PC DTV tuner cards receive both 
HDTV and DTV multicasts without clogging up 
Internet connections. And PC DTV provides true 
“point-of-purchase” advertising for the Web. 

Most broadcasters have already built the in¬ 
frastructure for the only digital video service 

that’s local, wireless and free. Once the industry capitalizes 
on such advantages, seemingly intractable DTV issues will 
suddenly find solutions. ■ 

Spieckerman is president ofS pieckerman Media, which provides 
DTVbusiness strategies and consultation to media companies. 

MOSt 
broadcasters 
have already 
built the 
infrastructure 
for the only 
digital video 
service that's 
local, wireless 
and free. 

Lee Spieckerman 
Spieckerman 
Media LLC 

Fin-Syn, Redux 
Editor: Anyone who has worked with Bob 

Corn-Revere over the years knows of his tena¬ 

cious defense of the First Amendment. How¬ 

ever, in his Counterpoint commentary (B&C, 

4/28, p.12), Bob has missed the important, 

pro-First Amendment benefits of the 25% In¬ 

dependent Producer Rule proposed by the 

Coalition for Program Diversity. 

First of all, the 25% Independent Producer 

Rule is content-neutral. It does not propose any 

programming format but merely proposes that 

five hours a week of the four major networks’ 

prime time schedules be set aside for program¬ 

ming produced by true independent producers, 

not network employees or network “partners.” 

If adopted by the FCC on June 2, the 25% 

Independent Producer Rule would simply 

mean that approximately 20 hours would have 

a different creative source than the four 

networks’ television programming chiefs, who 

today control 100% of everything aired on net¬ 

work prime time television. 

When only four people program every 

minute of the networks’ 80-plus-hour weekly 

prime time schedule, “blandness,” “sameness,” 

risk-free programming is the inevitable result. 

Things only get worse as networks fixate on 

programming that can be simultaneously 

“rerun” (or repurposed) on the networks’ co¬ 

owned multiple broadcast and cable platforms. 

That’s why Barry Diller, once a leading oppo¬ 

nent of the Fin-Syn Rule, has publicly called for a 

re-imposition of a content-neutral rule that 

would promote prime time program diversity by 

allowing true independent producers to compete 

to have their creative programming concepts 

aired on the networks’ free spectrum. Grant Tin¬ 

ker, CEO of NBC during its most profitable and 

critically successful years, has also decried the 

loss of independent voices over the last decade 

and publicly supported the 25% set-aside rule. 

Since 1992, the dramatic and documented 

shrinkage of sources of diverse programming 

provides the FCC the legal basis under the 

Schurz Court to adopt the sustainable, First 

Amendment-friendly 25% Independent 

Producer Rule. Despite all the network hype, the 

record is clear: Since 1992, independent¬ 

producer programming dropped from 66.4% to 

23.9% of the prime time schedule; in 1992,22 

independent producers developed and owned 

46.5 hours of the networks’ prime time sched¬ 

ule yet, last year, only six independent produc¬ 

ers owned 17 hours of programming. 

The debate about the 25% Independent Pro¬ 

ducer Rule is not about dollars or content; it is 

about the FCC’s willingness to promote diversity 

of programming sources based on the 

irrefutable record of anticompetitive network 

dominance of the narrow but vitally important 
prime time television-programming marketplace. 

For 43 million U.S. consumers who don’t have 

access to diverse programming on pay services, 

the commission’s vote on June 2 really matters. 
Mickey Gardner and Ken Ziffren 

Counsel for Coalition for Program Diversity 

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, (e-mail: hjessell@reedbusiness.com or fax: 
646-746-7028 or mail to: Broapcasting & Cable, 
360 Park Avenue South, New York, NY 10010). 
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Let’s Be Real Funny 
May Charles Douglass and his laugh track rest in peace 

Charles Douglass, the man who 
invented the laugh track, died 
last month. I never met him, 

but a long time ago 1 interviewed Car¬ 
roll Pratt, the man who helped him 
when Hollywood needed more fake 
laughs than Douglass’s company 
could crank out. The highlight of that 
interview, though it doesn’t have 
much to do with the story, came 
when Pratt hauled a portable laugh¬ 
track machine to his driveway and let 
me "drive” it. You got laughs from a 
kind of gas pedal, applause from a 
switch, and, as I recall, another pedal 
took the laugh from a chuckle to the 
greatest joke ever told. I don’t think 
I’ve ever had a more surreal time in 
anyone’s driveway. 
You didn’t get a chance to meet 

many laugh-track guys in Hollywood, 
Pratt theorized, because no one liked 
them too much. Once, he said, a 
woman wrote a letter to M*A*S*H 
producer Gene Reynolds begging him 
to kill the laugh track (which hap¬ 
pened, but only in a few episodes). 
Here’s the kicker: The woman who 
wrote the letter was dating Pratt at 
the time and later married him. 

Now that Douglass is gone, I think 
we should reconsider Mrs. Pratt’s sug¬ 
gestion: Kill the damn thing. 

I can watch sitcoms for hours with¬ 
out laughing. I’m not necessarily saying 
they’re not funny, but there’s funny you 
laugh at and funny that entertains you. 
There is no laugh track in Sex and the 
City, none in Malcolm in the Middle or 
The Simpsons. But there are in most sit¬ 
coms, even ones that don’t need it. 
Would Seinfeld be less classic without 
it? I doubt it. Would That 70s Show sud¬ 
denly be less funny? No. I think it would 
be improved. When Aaron Sorkin’s 
Sports Night aired on ABC without a 
laugh track, it seemed brilliant, witty, 
urbane. In syndication on Comedy 
Central, a laugh track was added, and it 
felt like a yukfest without the yuks. 

In this the week before the networks 
announce their fall schedules, it would 
be great for network executives to test 
the premise of the laugh track itself by 
obliterating that audio track as they 
watch the pilots they’re pondering 
putting on the air. They would be bet¬ 
ter off listening for their own laughter, 
rather than depending on a laugh track 
provided by a studio and producer that 

need them to think they are enjoying 
the show. 

I’d venture that networks and stu¬ 
dios lose millions every year listening 
to the laughs of people who really 
aren’t there. 

protection. His interview even had 
to read funny.) 

Lots of comedies are funny but ru¬ 
ined by the laugh track. Writers learned 
to lean on it and then to write “to” it. 
There has to be that buzz of canned 

This would be a great time for the 
network executives to test the premise 
of the laugh track itself by obliterating 
that audio track as they watch the pilots 
they're pondering putting on the air. 

Remember, for example, Jason 
Alexander’s horrible 2001 sitcom, 
Bob Patterson, a comedy about a 
“famed motivational expert” who 
was, as it turned out, famously and 
consistently unfunny? A laugh track 
did that to ABC and, briefly, to us. 
(The funniest thing Bob Patterson 
ever did was participate in a fake in¬ 
terview with this magazine. The 
character—that interview—was fun¬ 
ny because Alexander had no phony 

laughter about every 10 
or 15 seconds, and so 
the writers write it that 
way. That’s why televi¬ 
sion comedies are often 
so, well, awful. They are 
written to repeat a pat¬ 
tern of noise we now as¬ 
sociate with a sitcom. 
Most sitcoms are, at 
best, “funny—for televi¬ 
sion.” And they earn that 
dim distinction all by 
themselves. 

But the successful 
ones make it because 
they’re good and proba¬ 
bly would be better with¬ 
out a laugh track My 
laugh-track pal, Carroll 
Pratt, in his day, came to 
become the preferred 
laugh-track guy among 
producers of good come¬ 
dies because he would 
not lay on the laughs too 
heavily. He’d do little 
more than "sweeten" the 
laughter from the real 
show that he was work¬ 
ing on. Charlie, on the 
other hand, didn’t like to 
upset comedy writers so 
he’d lather up a show 
with guffaws wherever 
they wanted. 

Today, we’re a frac¬ 
tionalized television au¬ 
dience, and that should 
tell broadcast networks 
we’re a nation of televi¬ 
sion viewers looking for 

alternatives. Any network that offers 
a mass audience laughing all at once 
is bound to lose the viewers who are 
looking for something to laugh at all 
by themselves. The world has changed 
since Charles Douglass. May he rest 
in peace, and leave the last laughs for 
us, for real. ■ 

Bednarski may be reached at 
pbednarski@reedbusiness.com 
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Vivendi: No Longer All or Nothing 
Continued from page 1 
or the troubled Universal Music. 

That’s changing. First, Fourtou 
said early last week that he would 
sell Universal Music separately 
from the TV and movie assets. And 
Redstone said in an interview last 
Thursday that he would consider 
buying both Univer¬ 
sal’s TV and movie as¬ 
sets. 

Redstone still covets 
Sei Fi Channel primar¬ 
ily, keeping with his 
longtime preference 
for niche networks. But 
he said he would hap¬ 
pily take USA Network 
if it were part of the 
package, cautioning 
that “Were extremely 
price-sensitive.” 

And, he said, “I won’t rule out" 
buying the studio if Vivendi in¬ 
sisted on bundling movies and TV 
as a package. 
Viacom already has a movie 

and TV studio in Paramount, so 
buying Universal would leave a 
lot of redundancies and likely 
trigger a tense antitrust review in 
Washington. 

But those wouldn’t be issues in 

helm of QVC and was backed by 
Liberty Media and Comcast. 

A spokesman for Diller would¬ 
n’t comment on Redstone’s re¬ 
marks. 

Diller has said that he’s no 
longer chasing VUE, dismissing 
the contention he has "desperate 

yearnings” to control 
a studio and TV port¬ 
folio. Few media exec¬ 
utives believe him. 
A year ago, Diller 

sold USA Network 
and Sei Fi back to 
Vivendi, whose prede¬ 
cessor company had 
swapped the chan¬ 
nels in exchange for a 
43% stake in USAI. 
The sale gave USAI 

5.4% of VUE’s equity and—for a 
time—left Diller chairman of 
VUE. 

Diller has sued Vivendi, saying 
the company is reneging on a 
pact to cover any of USAI’s tax 
bills stemming from the sale of 
USA Network and Sei Fi to Viven¬ 
di. That bill could ultimately 
triple, depending on how a sale of 
VUE is structured. The lawsuit is 
widely seen as aiming to make it 

Redstone won't rule out 
buying another studio. 

Tuesday, Fourtou finally acknowl¬ 
edged that, oui, there is an “en 
vente” sign on VUE, something 
that everyone but Fourtou would 
say. 

But he also said that he would 
not separate the cable networks 
from the movie and TV studios. 
“Obviously, we’re after cash, and 
we’re after value,” Fourtou said. 
"We’re very keen on disposing of 
it under circumstances that will 
be optimal for us and for the team 
that is there.” 

He told shareholders he would 
take ailing Universal Music out of 
the package and sell it separately or 
even hang on to it for a couple of 
years. Universal Music “can stand to 
be kept for quite some time,” he 
said. “It could stand some changes.” 

For all the frenzy about Apple 
Computer’s tentative approach 
about buying the record compa¬ 
ny, Fourtou said, “we have, for the 
time being, received no proposal.” 

Fourtou continued his biting 
criticism of his predecessor, Jean-
Marie Messier, who used the fi¬ 
nancial strength ofVivendi’s wa¬ 
ter and telecom utilities to stitch 
together a giant media empire, 
buying Seagram Co. for its TV and 

what Redstone characterized as 
his “ideal solution”: teaming up 
with Barry Diller. "Diller could 
take the studio; we would take the 
networks.” 

Diller, the chairman and CEO 
of USA Interactive (USAI), has 
long coveted a movie studio, 
harking back to his days running 
Fox’s TV and movie operations. 
He has been circling VUE for 
months and is deeply entwined 
with Vivendi. It’s not at all clear, 
though, that he would be inter¬ 
ested in owning only the studio. 

Redstone didn’t say whether he 
has had any conversations with 
Diller, although he did say that he 
and Diller have a good relation¬ 
ship despite their fierce takeover 
battle for Paramount a decade 
ago. At that time, Diller was at the 

trickier for other players to buy 
VUE, although Diller says that he 
is no longer particularly interest¬ 
ed in buying the company for 
himself. 

Viacom’s shift could be impor¬ 
tant for Fourtou, who has met with 
Redstone twice to feel out what 
kind of a deal they might make. 
While the cable networks are cov¬ 
eted by many companies, the stu¬ 
dio is not. Hence, he doesn't want 
to split them up and be stuck with 
the studio. So far, only oil billion¬ 
aire Marvin Davis has made an of¬ 
fer to buy both sides. 

Industry executives said that 
NBC has also expressed interest 
but so far only in the cable net¬ 
works. 
At Vivendi’s heated annual 

shareholder meeting in Paris last 

movie assets. The resulting debt 
threatened to topple Vivendi last 
year, and Messier was axed, end¬ 
ing his ability to use Vivendi to fi¬ 
nance a lavish lifestyle. 

Fourtou said it is ridiculous to 
assume that Vivendi could be 
such a big player in U.S. media. “It 
would be a delusion to think that 
we, a French group, can become a 
leader in American television,” he 
told shareholders. 

Messier is suing Vivendi to col¬ 
lect payouts he says he’s owed un¬ 
der his French and American em¬ 
ployment contracts. 

“We have decided to pay him 
nothing,” Fourtou said, noting 
that Messier owes three months 
back rent on a company apart¬ 
ment he occupied until March. 
The tab: $31,000 per month. ■ 

Powell Firm on June 2 Date 
To Complete Dereg Review 
Continued from page 1 
reach, the most divisive issue among broadcasters, will 
be modified, not eliminated. He wouldn’t address talk 
that the new limit will be 45%. 

Although federal judges found current broadcast lim¬ 
its to be poorly reasoned, the new limits will be suffi¬ 
ciently justified to survive court scrutiny, he predicted. 

Powell took a swipe at his most vocal critic on the 
commission, Democrat Michael Copps, who wants the 
vote delayed. Copps has repeatedly complained that the 
commissioners are in the dark about what changes will 
be recommended. Powell countered that Copps has not 
participated in briefings offered to all commissioners: 
“The clues are available for the taking.” 

He said he would grant Copps a delay only if there are 
substantive reasons, not “delay for its own sake.” 

Countered Copps: “This is serious business, not a 
game of Clue. With only 32 days left before the most 
important vote the FCC will take this year, there is no 
excuse for not having a proposal to review.” He said he 
has accepted an offer for a briefing next week by Me¬ 
dia Bureau Chief Ken Ferree. “To my knowledge, I have 

'This is serious business, 
not a game of Clue. There 
is no excuse for not having 
a proposal to review.' 

Michael Copps. FCC 

never turned down a briefing on media-concentration 
rules.” 

Powell insisted that it’s important to keep the pro¬ 
ceeding on track because the market is entitled to some 
measure of stability before the next congressionally 
mandated biennial review begins in 2004. That means 
the inevitable court challenges to the new rules must get 
under way as soon as possible, he noted. 

He called the seemingly never-ending biennial review 
process a "nightmare for the markets” because no regu¬ 
latory framework will ever stabilize. Although a five-year 
review process might make more sense, he said, he has¬ 
n’t decided to formally request that Congress change the 
timetable for the future. 
As for the cacophony of voices urging delay—many 

critics of deregulation say the FCC is moving too fast to 
relax ownership limits—Powell said just as many are urg¬ 
ing him to stay on track. 

“There are an equal number, if not more, expressing 
the opposite view” from his critics, he said. 

After the broadcast proceeding is completed, he will 
be eager to move on other media priorities, such as de¬ 
signing new cable-ownership limits, resolving affiliates’ 
complaints about broadcast-network practices, setting 
rules for cable carriage of digital broadcast channels, 
and establishing a broadcast DTV copy-protection 
regime. 

Last week, 285 academics asked Powell to reveal the 
so-called “diversity index,” an economic model that will 
be used to establish new ownership rules. “We have 
grave doubts that any single measure can effectively an¬ 
alyze the complexities of the media marketplace in terms 
of its impact on journalism, citizen access to informa¬ 
tion, and competition," they wrote in a letter to Powell. 

Powell countered that the index will be only one tool 
for setting new limits. 
He defended plans to keep the index and other 

specifics of the rulemaking out of the public eye until the 
commissioners vote. Releasing the details early would be 
nearly as difficult to coordinate among the panel as the 
final vote itself, he said. ■ 



PRESENTING 

The Recipients of the First Annual PROMAX &BDA, 
Broadcasting & Cable and Multichannel News 

AND TOE WINNIES /TOE 
NBC, John Miller, Co-Presidenl/The Agency. . - -—*—: -* _ ... 

NBC, Vince Manze, Co-President/The Agency 

WB, Bob Bibb, Co-President oí Marketing 

WB, Lou Goldstein, Co-President of Marketing 

CBS, George Schweitzer, Executive Vice President 
Marketing & Communications 

CBS, Ron Scalera, Senior Vice President Advertising 
& Promotions 

ABC, Mike Benson, Senior Vice President Marketing 

ABC, Geoff Calnan, Vice President, On-Air Promotion 

FOX, Roberta Mell, Executive Vice President Marketing 

Sinclair Broadcasting Group, Bill Butler, Vice President 
Programming & Promotion 

WBIR-TV Knoxville (NBC), Steve Dean, 
Promotion Director 

CBS O&O's, Tom Remiszewski, Vice President 
Creative Services & Marketing 

KCBS-LA, Marshall Hites, Director of Creative Services, 
Advertising & Marketing 

NBC News, Frank Radice, Senior Vice President 
Advertising & Promotions 

KPLR-St. Louis (WB), Suzi Schrappen, 
Creative Services Director 

WPVI-Philadelphia (ABC), Caroline Welch, 
Director Creative Services 

PBS, Lesli Rotenberg, SVP Brand Management 
& Strategic Positioning 

E! Entertainment, Jill Taffet, Vice President 
Senior Executive, Creative Director 

Food Network, Michael Smith, Vice President 
Creative Services 

Telemundo Puerto Rico, Nelson Montes Bono, 
Promotion Supervisor 

VH1, Christina Norman, General Manager 

A&E, Artie Scheff, Senior Vice President Marketing 

ESPN, Lee Ann Daly, Senior Vice President 
Advertising, Promotion and Marketing 

TV Land, Larry Jones, Executive Vice President -
General Manager 

G4, Dale Hopkins, Senior Vice President 
Affiliate and Ad Sales 

Hallmark Channel, Chris Moseley, EVP, 
Worldwide Marketing & Brand Strategy 

Disney, Eleo Hensleigh, Executive 
Vice President Worldwide Brand Marketing 

Martha Stewart, Heidi Diamond, Executive Vice 
President, President 

SCI Fl Channel, Dave Howe, Senior 
Vice President Marketing & Creative Services 

HBO, Eric Kessler, President 
Sales & Marketing 

Court TV, Art Bell, Executive Vice President 
Programming & Marketing 

Through ballot nominations and personal references, the following people 
at television stations and broadcast and cable networks have been chosen 
to receive the first annual BRAND BUILDER AWARD. 

These executives will formally receive their awards at the upcoming 
PROMAX & BDA conference in Los Angeles on June 4-6. 

Each honoree along with their individual accomplishments will be 
profiled in a special commemorative issue publishing in the June 2nd 

issues of both Multichannel News and Broadcasting & Cable. These 
issues will receive distribution at the conference itself as well as the 
award ceremony. 

Plan now to send your own congratulatory message to these honorees 
responsible for building many of today's leading television brands. 
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valley AFFORDABILITY THROUGH INNOVATION 
World-class switching 

If you’re thinking about production switchers, 
ours should be the first that come to mind. 

We have the broadest product line, the deepest engineering investment, and 
the highest levels of customer support and systems expertise available. And 
we’re the only company that does. effects, 4 keyers per M/E, and 90 inputs with sophisticated router and 

machine control capabilities, all in a 7 RU frame. And the Kalypso™ Video 

Every day, our award-winning products set new standards for production 
flexibility, creativity, and efficiency. The Grass Valley ” Zodiak"" switcher, for 

Production Center offers unparalleled production power, from its DoubleTake™ 
split M/E technology to its FlexiKey “ programmable clean-feed system. 

example, offers high performance, a compact design, and up to 12 channels 
of internal digital effects. The XtenDD™ switcher, an extensionof our popular 
DD-35 line, combines new features like 4 channels of internal digital 

Best of all, our ongoing research and development means you can invest in a 
switcher platform built for today and tomorrow. So you’ll never have to take 
no for an answer. To learn more, visit 
www.thomsongrassvalley.com/switchers. 

AC THOMSON BRAND 




