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People have been 
skipping ads since the 
1950s, yet advertisers keep 
spending more money on TV.' 
—JON MANDEL, MEDIACOM, ON TIVO 

Reality Gets Trumped 
Americans may have overdosed on reality TV. 
Ratings are up for scripted fare, like CSLNY (below) 
and ER, and down for Apprentice 2. Page 14 

12 NBC’s 
Silver Lining: 
‘Friends’ Leaves, 
Ratings Drop, 
Profits Go Up 

40 Prime Time 
Pain and Angst 
22 Madison 
Avenue Fights 
Over 1 Vo 
ON THE 'RUNWAY' 

“Donald Trump says, 
‘You’re fired!’ But 
I’m German. I say, 
‘ Auf wiedersehen' ” 

Heidi Klum 

Design 
Central 
Model Heidi 
Klum isn’t just 
a pretty face. 
She is the host 
of Bravo's new 
reality show 
and hot on the 
trail of the next 
big designer. 
Page 17 

Nov. 22, 1963: 

Dan Rather 

reports the 

JFK assassination 

as CBS Dallas 

bureau chief. 

“Nobody can do it perfectly. 

God Knows. I Haven’t 
Done It Perfectly, 
but I’ve worked as hard as I know how.” 

Nov. 24, 2004: Dan Rather announces he is leaving CBS Evening News after 24 years. 
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For Fall ZOOS To ne Viacom, 
Belo, Cannon, Scripps Howard, Emmis, Cox, 

Hearst-Argyle, landmark, Meredith, Bispatch, 
UH, Clear Channel, Freedom, Media General, 
New Yorh Times, Post-Newsweeh, Young 

and Liberty Station Groups! 
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B&CWEEK 

Where to be and what to watch... 
Rather Irreplaceable 

By J. Max Robins 

Lesday, Nov. 30 

Monday, Nov. 29 
The nominees for Most Dissed 
Members of the Entertainment 
Industry at Awards Time are: film 
technicians and TV technicians. 
At the Academy Awards, you can 
practically see Oscar roll his eyes 
when the subject of those 
glam-deprived tech nerds come 

up. And at the Emmys— 
vX I i hey, wait, this year, for 

the first time, the people 
who are instrumental in 

y the way television looks 
are themselves going 
to be on TV. It’s not 

exactly prime 
time on ABC, 
but the 2004 
Emmy Awards 

for Technology and 
Engineering and Advanced Me¬ 
dia Technology will be covered 
tonight by Pulse, a news show on 
the cable channel G4techTV. Not 
sure what the red-carpet situation 
will be at the Marriott Marquis 
Hotel in New York City, but the 
technical side of the production 
ought to be exquisite. 

Are you like us— were you wor¬ 
ried that, in a year already stuffed 
to the gills with 
Jessica Simpson 
publicity, there 
just wouldn’t be 
anything left of 
her to exploit for 
Christmas? Relax! 
Tonight, Ms. Simp¬ 
son, along with Mr. 
Simpson— er, Nick 
Lachey, her New¬
lyweds co-star on MTV—Hil¬ 
ary Duff. Clay Aiken and other 
performers turn out for Christmas 
in Rockefeller Center (8 p.m. ET), 
NBC’s hour-long live coverage of 
the lighting of a certain oversized 
piece of vegetation. 

Wednesday, Dec. 1 

Are you like us— were you wor¬ 
ried that, during a week already 
showcasing a festive Jessica 

Simpson on NBC. 
here wouldn’t be 
anything left of 
her for a rival 
network to exploit 
for Christmas? Re¬ 
lax! ABC brings 

us Nick & 
Jessica ’s Family 

ate last August dur¬ 
ing the opening night 
of the Republican 
National Convention, 
B&C Business Editor 
John Higgins and I had 
trundled in the upper 

reaches of the Madison Square Garden 
where the major news operations were 
trying to squeeze some NEWS out of a 
brilliantly choreographed infomercial. 
And there was Dan Rather, suit jacket 
off, red-white-and-blue suspenders on, 
chomping on an unlit cigar, clicking 
away on his laptop. He 
appeared as immersed 
as if he were covering 
his first RNC almost 40 
years ago. 

After we left the Gar-

Now when you hear the names of 
those who may take Rather’s place, 
whether it’s inside favorites John Rob¬ 
erts and Scott Pelley or anyone else 
mentioned, they seem to pale beside 
Rather’s one of a kind. The legends are 
fading away, and those replacing them 
have little chance of reaching that kind 
of iconic height. 

Does anyone believe Elizabeth Var¬ 
gas who took Barbara Walters’ job 
on 20/20 will have a career like the 
legendary newswoman’s? Likewise, 
there’s no one in the wings waiting 

to take the mantle from 
Ted Koppel at Nightline, 
who works part-time and 
whose contract is up next 
year. 

A group of us here at 

THE ROBINS 
REPORT 

den that night, we had a drink with 
a senior CBS exec who had known 
Rather for years. “This year will 
probably be Dan’s last year on Eve¬ 
ning News’’ he told us. “He wanted 
to make it until 2006 and his 25th an¬ 
niversary. Hell, 
he’d stay until 
his 35th if he 
could get away 
with it. But by 
this time next 
year, they’ll 
have somebody 
new.” 
The thinking 

internally was 
the lime was 
right. Rather 
was almost 73 
at the time, and 
his newscast 
was an also-ran in the nightly news 
race. Better to make a change soon 
after Brian Williams took over for 
Tom Brokaw at the perennial No. 1 
program, NBC Nightly News, and got 
too settled in. 

Still, I traveled home that night with 

Rather was the 
embodiment of the 
American anchorman. 

a certain sense of melancholy. More 
than Brokaw or Peter Jennings, Rather 
was the embodiment of the American 
anchorman. His roller-coaster ride in 
the anchor chair—which included dust-
ups with presidents, exclusives with 
world leaders, a catbird seat covering 
virtually every story of import of the 
last 40 years, the catalog of Ratherisms 
and just plain weird incidents— made 
him irreplaceable. 

B&C watched the Nov. 23 newscast 
when Rather announced that he will 
be departing March 9. Most of the 
people in the room were in their 20s 
and 30s. It was the first time in a long 
time any of them had watched a nightly 

newscast. The 
products ad¬ 
vertised— for 
Metamucil and 
such—couldn’t 
have interested 
them less. They 
are not watch¬ 
ing Brokaw 
or Jennings or 
Rather now, 
nor are they 
likely to watch 
John Roberts, 
a relative neo¬ 
phyte, or Brian 

Williams, who never attracted a big 
crowd on cable. 

Forget that nobody is home at 6:30 
p.m. Even if viewers have TiVo, none 
of those evening anchor guys is getting 
a season pass. For younger viewers, 
Jon Stewart and Conan O’Brien are a 
different story. 

Still, it seems a missed opportunity, 
or lack of imagination that nobody has 
figured out a truly new, truly vital mass 
TV news experience. It’s sad that Rath¬ 
er’s departure from the CBS Evening 
News comes when that void exists. 

It’s sadder still that the announce¬ 
ment happens in the wake of the dis¬ 
credited 60 Minutes report on President 
Bush’s National Guard service. 
Given a larger-than-life career, 

Rather deserved that victory-lap 25th 
year, confident that, as one era comes 
to a close, another vibrant era at the 
CBS News anchor desk was about to 
launch. 

That won’t happen. No one can re¬ 
place Dan Rather. ■ 

Dan Rather 

Christmas (9:01— yes, 9:01— p.m. 
ET). Ashlee Simpson is slated to 
join her sis for a duet of “Little 

Drummer Boy.” 
Sample Ashlee 
lyric: “He started 
playing the wrong 
damned song, pa 

rum pum pum gulp! 
1 swear, that little 
drummer brat pa 
rum pum pum swal¬ 

low...” But the big-deal event of 
the night is Tom Brokaw s final 
broadcast of NBC Nightly News. 
This is the beginning of the end 
of network news-anchoring as we 
knew it, baby, so don’t skip. 

E-mail info for B&C Week to 
b&cweek@ reedbusiness, com 

prefer to focus 
on the Future of 
Public Televi¬ 

sion conference today 
and tomorrow at the University of 
Chicago Cultural Policy Center. 
Participants will include various 
PBS, CPB and NPR bigwigs, 
plus New Yorker media maven 
Ken Auletta. Memo to organiz¬ 
ers: Stick a Tickle Me Elmo in 
the audience as a silent rebuke to 
podium-hogging blowhards. 

Thursday, Dec. 2 

Day 1 of NBC Nightly News With 
Brian Williams. That unseemly 
cackling you hear is ABC News 
execs glad to see the back of 
NBC’s Mr. Ratings and waiting 

for the restoration of 
Peter Jennings. Those 
of you who are above 
such grubby mercan¬ 
tile concerns might 

Friday, Dec. 3 

Paging Suge Knight: We’ve got an 
East Coast-West Coast fight on our 
hands! OK, it’s not exactly Death 

Row Records vs. Bad 
Boy Entertainment. 
But we do have the 
Southern California 
chapter of Women in 
Cable & Telecommu¬ 

nications hosting 
their “Orange 
County Mentoring 

Breakfast” at the Balboa Bay Club 
& Resort on the same day the 
Museum of Television & Radio in 
New York City opens six-week 
exhibition "Spacey Presents 
Darin: Television Appearances of 
Bobby Darin Selected by Kevin 
Spacey." Spacey— what are the 
odds?— is the director and star of 
the new life-of-Darin movie Be¬ 
yond the Sea. Check your knife at 
the door, Mack.—Mark Lasswell 
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ON DEMAND 
HIGH DEFINITION 

MORE MOVIES. MORE CHANNELS. MORE CHOICES. 

Over $2 Billion in Box Office*- more than any other premium channel in 2005. 
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HIGH DEFINITION 

START YOUR SUNDAY. NOW. 

The #1 Premium On Demand service in subscriber usage. 
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HIGH DEFINITION BETTER BY DEFINITION. 

99% of Primetime Theatricals,“ LIVE HBO World Championship Boxing® and many 
of HBO:s critically acclaimed Original Programming in True High Definition. 

WHAT THEY WANT, WHEN THEY WANT IT, HOW THEY WANT IT 
©2004 Home Box Office. Inc. All rights reserved HBO*. Sex And The City*. The Sopranos*. Deadwood" and HBO World Championship Boxing* are service marks of Home Box Office. Inc. 
•Source: The Hollywood Reporter as of October 25. 2004. "For the period April 2004 through September 2004. 



FAST TRACK 

Court Orders 
FCC Decision 
The Washington, D.C., Circuit Court has 

given the FCC 30 days to explain why 

it has not issued a decision on digital 

cable must-carry requirements for cable 

operators. 

The court was responding to a request 

by Paxson Communications Corp., whose 
stations could become more valuable 

as either ongoing operations or saleable 

assets if cable operators are forced to 

carry digital versions of broadcasters' sig¬ 

nals. The FCC doesn’t have to produce a 

decision before the end of December, but 

it must explain to the court’s satisfaction 

why deliberations have taken six years. 

Bettag Returns 
To ‘Nightline’ 

ABC vet Tom Bettag 

This Week With George Stephanopoulos 

executive producer Tom Bettag will 
return to Nightline as executive pro-

ducer-at least for now. The move follows 

the announced exit of executive producer 
Leroy Sievers, who was unable to come 
to terms with ABC on a new contract 
after taking issue with format and direc¬ 

tion changes planned for the show. 

Richard Harris, a senior producer 
at This Week, is expected to be first in 

line to take the reins from Bettag in the 

interim, although ABC has made no formal 

announcement Harris is a former Nightline 

senior producer. Bettag ran Nightline before 

moving over to helm the Sunday-morning 

This Week program. Sievers was the brains 

behind Nightline's moving honor roll of 

American soldiers killed in Iraq. 

DirecTV Dropping Trio 
In one swoop, pop-culture digital network 

Trio is losing its place on DirecTV and 
half its available audience. As expected, 

the satellite company plans to pull the 

NBC Universal-owned channel Dec. 31. 
Starting Dec. 1, DirecTV will run a crawl 

on the channel informing viewers of Trio’s 

fate. Trio says it is “committed to pro¬ 

gramming the network for its loyal viewers 

and cable distribution partners.” A Trio 

rep adds NBC U "continues to evaluate 

the future of the network in relation to its 
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overall strategy.” Translation: The future is 

grim. DirecTV accounted for more than 

half of Trio’s 20 million subscribers. 

CNN Taps Klein 
For the second time in 14 months, Cable 
News Network has reached outside for 
a new president, tapping former CBS 
News executive Jonathan Klein to oversee 
programming. As president of CNN's U.S. 

operations, Klein replaces Princell Hair, a 
former TV-station news executive who was 

named general manager about a year ago. 

He remains at the network as a program-

and talent-development executive. 

Klein was most recently founder and 

CEO of The FeedRoom Inc., a broadband 
news and streaming site. He will report to 

CNN News Group President Jim Walton 
but will be based in New York. 

Tm not kidding when I say the place 

is having a record year financially? Walton 

says. “This place isn’t broken.” But he 

acknowledges that Klein was tapped to 

focus on prime time. 

Klein’s strongest background is in news¬ 

magazines. Toward the end of his 16 years 

at CBS, he was executive VP for prime time 

programming at the news division, oversee¬ 

ing 60 Minutes and 48 Hours. 

Fox Scores 
Big Bowls 
After years as a lesser player in col¬ 

lege football. Fox Broadcasting Co. 
secured rights to key games of the Bowl 

Championship Series, including the new 

bowl for a national title. Fox snagged 

rights for all TV, Internet and sponsorship 

rights for the Fiesta, Orange and Sugar 

Bowls from 2007 through 2010. ABC 
recently renewed a deal for the fourth 

game in the series, the Rose Bowl. 

Syndication Shows 
Soar in Sweeps 
National syndicated ratings for the week 

ended Nov. 14, which includes the first full 

week of the November sweeps, produced 

the highest numbers yet for The Insider. 

which hit its third series high in the past 

five weeks. Insider scored a 2.8, up 4% 

from previous week. On its heels were 
Access Hollywood with 2.7, Extra and 
Celebrity Justice, unchanged at 2.4 and 

1.1, respectively. The top magazine, ET, 

averaged a new season high of 5.5, up 

4%. The other newcomer to register a new 

series high was Tony Danza, up 8% to 1.4. 

Corrections 
The new weathercaster at KTLA Los 

Angeles will be chosen by a panel of 

three KTLA judges. "Lights, Camera, 

‘Audition’” (11/22, page 12) 

Lisa Gregorisch-Dempsey is a senior 

executive producer at Extra and Celebrity 

Justice. “Inside the Fluff Factory" 

(11/22, page 1) 
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November Sweepings Big Shot 

A New Dan: The Odds 

John Roberts leads the CBS pack. 

o ©ggnajoa 

NBC ^UNIVERSAL 

TELEVISION DISTRIBUTION 

FLASH! 

RATINGS CUEVEHANDywUW/F^WQMEN 

OCTOBER 2004 
Source: NSl WRAP Sweeps, Oct. Sweeps as dated. 3-4pm, PA Oct. 04, TP Oct 00 - 03. 1/4 Hour Lead-in. #1 Oct. 04. Percent changes based on ratings. 

Logan character 
he played from 
1990 to ’95 on 
the original Law 
& Order. Since 

dity probably takes the 
(cheese) cake. Given 
that she was taking part 
in one of photographer 
Spencer Tùnick’s por-

JUDGE BROWN/ 
DIVORCE COURT 

OCT. 2000 

JUDGE BROWN / 
DIVORCE COURT 

OCT. 2001 

JUDGE BROWN I 
DIVORCE COURT 

OCT. 2003 

Will Chris Noth 
be Detective Mr. Big 
on Law & Order: 
Criminal Intent? 

ing fistfights and was an overall 
nightmare to work with. He was 
hospitalized briefly after the first 
fainting spell, then returned to 
the hospital when he keeled over 
a week later at home. An NBC 
spokeswoman confirms Noth’s 
planned guest spot but says she 
knows of no discussions of any 
casting changes on the show. But 
we give the idea a big thumbs-up. 

WOIO Cleveland wasn’t the only sta¬ 
tion airing an eyebrow-raising news sto¬ 
ry during November sweeps— though 
anchor Sharon Reed’s on-camera nu-

W0I0 anchor Sharon Reed appeared in the 
buff for a story called “Body of Art.” 

Will Chris Noth’s guest shot on 
Law & Order: Criminal Intent 
become a permanent engagement? 

Noth was already set for a Janu¬ 
ary episode reprising the Det. Mike 

that’s her real name— produced a 
Nov. 19 story on the way weather affects 
food cravings. (See that cloud? Doesn’t 
it look just like a pork tenderloin?) On a 
segment called “Trace Your Ancestors,” 
KPIX San Francisco anchors Dana 
King and Ken Bastida underwent DNA 

two highly touted internal candidates, chief White House 
correspondent John Roberts and 60 Minutes Wednesday 
correspondent Scott Pelley. Neither is anything close to a 
household name. Some TV news executives and agents be¬ 
lieve that Moonves is likely to go on a star search. Here are 
some possibilities and their odds: 
John Roberts: 2-1. The in-house favorite. 
Scott Pelley: 3-1. Roberts’ predecessor on the White 

House beat with solid reporting chops. 
Diane Sawyer: 5- 1. Pure star power. With a year-to-year 

contract as co-anchor of Good Morning America and Prime¬ 
time Thursday, she could be pried loose. 

Stone Phillips: 15-1. Longtime co-anchor of NBC’s Date¬ 
line, he’s well-known but has little live-news experience. 

Lesley Stahl: 20-1. The anchor of 48 Hours Mystery is one 
of the network’s only household names younger than 70. 

Lester Holt: 20-1. The lone minority candidate who 
comes up is the MSNBC and weekend Today anchor. 

Charles Gibson: 20-1. Sawyer’s respected GM A co-host 
has the chops, but he’s 61 years old. Still, he might be tired 
of the early wake-up call. 

testing to find out where their ancestors 
lived 10,000-20,000 years ago. (King’s 
distant kin may have been Middle East¬ 
ern, while Bastida’s might have been 
Native American. Both were surprised.) 

Also in mid November, both KCBS 
Los Angeles and WCBS New York 
launched hidden-camera investigations 
that must have had Mike Wallace firing 
off congratulatory notes. The journalists 
bought underwear, opened the pack¬ 
ages, returned the underwear to stores 
and later surreptitiously filmed clerks 
re-stocking the same, potentially using 
underwear that had been returned. That’s 
a violation of store policy—and common 
human decency. It’s enough to make you 
“go commando,” quit your Bible diet... 
except the barometric pressure’s drop¬ 
ping and, hey, a little snack would hit 
the spot. 

leaving the show, he has gained 
star power as Sex and the City’s 
swoon-inducing Mr. Big. 

Erratic behavior by CI star 
Vincent D’Onofrio has NBC 
Universal executives considering 
Noth as an emergency backup in 

■ 

the lead¬ 
detective 
role, accord¬ 
ing to indus¬ 
try sources. 
The New 
York Post's 
Page Six 
column has 
chronicled 
D’Onofrio’s 
instabil¬ 
ity, report¬ 
ing that he 
passed out 
on the set, 
was start¬ 

traits of group nakedness, Reed at least 
could claim she was doing it in the 
name of art. Other stations didn’t have 
such ready-made alibis for their ratings 
quests. A few of our favorites: 

On Nov. 18, KTVT Dallas morning 
anchor Shannon Hori reported on a 
“Bible diet” book and video series pro¬ 
moted by a church in Grapevine, Texas 
(what is the carb situation with manna 
from heaven?). WCAU Philadelphia 
meteorologist Amy Freeze—yes, 

There are two things 
to keep in mind as 
eyes turn to Rather’s 
replacement. First, the 
choice must be blessed 
by CBS Chairman 
Leslie Moonves. The 
Viacom co-president 
is known for involving 
himself in casting deci¬ 
sions, from sitcoms to 
reality shows. Second. 
Moonves likes stars. 

It’s far from certain 
that Rather’s successor 
at the CBS Evening 
News will be either of 

B JUDGE BROWN/ 
I DIVORCE COURT 

OCT. 2002 
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Viacom Settles All 
Indecency Fines But 
the ‘Super’ One 
As part of an indecency settlement with the FCC, 

Viacom has agreed to pay $3.5 million and delay 

live programming on its radio and TV stations. 

Viacom is settling all outstanding indecency 

complaints, fines and proposed fines for its broad-

An Opie & Anthony stunt in 2002 earned 

WNEW(FM) New York a $357,000 fine. 

cast properties with the exception of one big one: 

the $550,000 Janet Jackson Super Bowl fine. 

All the fines involved Infinity Radio outlets, and 

Viacom has admitted as part of the settlement 

that some of the broadcasts, specifically on 

WKRK(FM) Detroit, were indecent. The FCC pro¬ 

posed a fine against Infinity station WKRK back 

in December 2003 for a Deminski & Doyle Show 

broadcast of a series of references to various 
sexual practices. 

Also included was the $357,000 fine for the 

infamous sex in St Patrick’s Cathedral stunt on 
WNEW(FM) New York, as well as fines for another 

Opie & Anthony broadcast (the jocks were axed 

after the St. Pat's event) and Howard Stern. 

Viacom has also agreed to suspend, and 
potentially fire, any on-air employee whose 

broadcast results in a notice of apparent liability 

from the FCC and to institute indecency-educa¬ 

tion programs at all its properties. 

In other actions, the FCC denied indecency 

complaints against Fox’s Keen Eddie, two epi¬ 

sodes of The WB’s Off Centre and four episodes 
of NBC's Coupling. 

DTV Deadline Push 
Crashes With 
Anti-Terrorism Bill 
Plans to seize TV spectrum for emergency ser¬ 

vices suffered a setback when Congress failed to 

pass an anti-terrorism bill before Thanksgiving. 

Lawmakers were expected to include a non¬ 

binding “sense of the Congress,” recommending 

a specific deadline for completing TV stations’ 

switch to all-digital channels and returning old 

analog channels to the government. The measure 

also would have recommended an even earlier 

date for reclaiming TV channels 62 and higher. 

Those channels are slated to be turned over to 

local fire and police departments, which are suf¬ 

fering a shortage of communications frequencies. 

Their spectrum shortage was dramatically 

highlighted during the 9/11 terrorist attacks 

when emergency workers in New York City had 

trouble finding open frequencies. Disputes 

between top House Republicans and the White 

House-none of which had to do with the TV 

spectrum-prevented Congress from passing the 

measure. Congress was expected to adjourn 

for the year, but congressional leaders say they 

may call lawmakers back for two days in early 

December if a compromise on the anti-terrorism 

bill is reached. A breakthrough is unlikely, and 

the terrorism bill will likely wait until the next 

Congress, say congressional sources. 

Broadcasters Go 
After Red Lion 
Broadcasters last week asked the Supreme 

Court for more time to prepare their appeals of 

the Third Circuit court’s recent stay and remand 

of FCC ownership rules. In the requests, they 

telegraphed their plans to challenge the high 

court’s own 1969 Red Lion decision supporting 

spectrum scarcity as a rationale for regulating 

broadcasters. 

The FCC's ownership rules, which would have 

loosened a number of radio- and TV-ownership 

restrictions (and tightened some for radio), were 

adopted in June 2003 but were immediately 

challenged and eventually sent back to the FCC 

for repair. The broadcasters are now challenging 
the court's stay of the rules. 

So-called writs of certiorari are due Dec. 2, 

but petitioners are asking for an extra month. 

They include NBC Universal, Fox, Viacom, Sinclair, 

Media General and the Justice Department, 

although the government has yet to decide 

whether it will file an appeal. Such requests are 

routinely granted, so expect the would-be Lion¬ 

tamers to file by Jan. 3. 

Kids Promos 
To Count as Ads 
Starting in January 2006, promos for other 

shows aired during kids shows will count as 

advertisements unless the shows promoted are 

educational/informational, the FCC said last 
week. 

Until now, those promos didn’t count as ads. 

The FCC says the new rules apply to cable as 

well as broadcasting, analog as well as digital. 

The promo change was one of a number of 

new rules the FCC approved last week regard¬ 

ing children's TV on analog and digital stations. 

The FCC said a station’s primary digital feed 

must carry three hours of core educational or 

informational kids shows per week. In addi¬ 

tion, the FCC will also now require an E/l icon 

(educational/informational) to air throughout 

FCC-friendly kids shows., noncommercial 

stations will be required to carry the icons as 

well. 

Broadcasters Thrilled 
With Satellite-TV Bill 
After a year-long lobbying contest against satel-

lite-TV providers, broadcasters got many of their 

wishes in legislation renewing direct-broadcast¬ 

satellite operators’ right to carry local stations for 

another five years. 

Prompted by complaints from the National 

Association of Broadcasters, the measure orders 

satellite-TV provider EchoStar to end within 18 

months a practice that requires many of its sub¬ 

scribers to install two dish antennas if they want 

to receive every station in their market. 

Under Echostar’s current practice, some 

network affiliates are typically available on the 

same dish as popular pay-TV channels, but other 

stations are relegated to the second antenna, 

which many subscribers don't bother to install. 

Broadcasters say the practice unfairly hurts 

lower-rated stations. 

EchoStar officials, however, complained that 

the legislation "inappropriately singled out” their 

company because it will have to spend more 

than $100 million to move local channels to its 
main satellite. 

Broadcasters Fight 
DTV Decision 
Opponents of FCC’s so-called Ferree plan for 

speeding the digital transition have gotten orga¬ 

nized and are taking their case to the Hill. 

The National Association of Broadcasters, 

ABC and CBS affiliate groups, minority and rural 

representatives, and some broadcast unions 

have formed the Coalition for a Smart Digital TV 

Transition. Their goal: to keep the FCC from "rush¬ 

ing” a decision on the digital-TV transition 

“The Coalition is united in asking the FCC not 

to act in December 2004, before the American 

public can weigh in on its plan,” the group told a 

gathering of Hill staffers. 

Broadcasters have pitched an alternative plan 

that would require cable to ensure that its sub¬ 

scribers can get a digital picture if broadcasters 

are delivering a digital signal and have also been 

pushing for guaranteed carriage of their analog 

signal and any other free multicast service under 
their digital-channel allotment. 

"While the FCC looks to potentially force 

adoption of a complicated and unworkable 

digital transition plan,” the Coalition says, “most 

Americans still don't understand what digital 
television is.” 

WEEK OF 
11/8/04 

WEEK OF 
10/25/04 

WEEK OF 
11/1/04 

WEEK OF 
10/18/04 

Source: NSS Galaxy Explorer, 9/27/04 - 11/14/04. HH GAA Ratings. Percent change based on Week of 11/8/04 vs. 9/27/04. 

WEEK OF 
9/27/04 

WEEK OF 
10/4/04 

WEEK OF 
10/11/04 
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THEFOUNDATIONS 
OFSYNDICATION 

When it works, syndication is a powerful audience draw and an attractive 

advertising vehicle. But as NATPE draws near, it's also clear syndication is 

a tricky and intricate business. So for five weeks beginning with the Dec. 6 

edition, Broadcasting & Cable will detail The Foundations of Syndication, 

giving our readers an up-close look at how the hits are made. We’ll look at 

these component parts: 

ISSUE: DECEMBER 6TH — THE VIEWERS 
SPACE CLOSE: NOVEMBER 29TH 

The editors of B&C will talk to syndication and acvertising research experts to 

find out where and who the viewers are and how demographics are evolving in 

a rapidly changing America. We w II answer such questions as who's watching 

off-net - how different are young viewers from old, and how do advertisers use 

research to reach their target audience? 

ISSUE: DECEMBER 13TH — THE FORMATS 
SPACE CLOSE: DECEMBER 3RD 

From game shows to talk shows to court shows, B&C will look at syndication’s 

genres—what’s hot and what’s not, in off-net, magazines, reality and more. 

ISSUE: DECEMBER 20TH — THE PRODUCERS 

SPACE CLOSE: DECEMBER 10TH 

Having a great idea for a show is only half the batt e. Execution is key. B&C 

will look at the top producers of syndication’s sturciest hits to discover the tricks 

of the trade that keep some shows on top while other shows turn into flops. 

ISSUE: JANUARY 3RD - THE EXECUTIVES 
SPACE CLOSE: DECEMBER 23RD 

They're the syndication honchos who green light what gets a “firm go” 

and what gets lost in the shuffle. B&C will talk to the top bosses at the top 

studios to get their view on the business, the competition and the future. 

ISSUE: JANUARY 1OTH — THE STATION GROUPS 

SPACE CLOSE: DECEMBER 30TH 

In the new consolidated world of television, shows don’t happen unless big station 

groups sign on to turn a syndication idea into a syndication reality. B&C will talk 

to the decision makers who decide a show is going to play at 4 p.m.—or 2 a.m. 

SPECIAL REPORT: THE FOUNDATIONS OF SYNDICATION 

LARRY DUNN 646.746.6572 ldunn@reedbusiness.com 
PAUL MAURIELLO: 646.746.6960 pmauriello@reedbusiness.com 
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BRIAN CAMPBELL: 303.470.4874 bcampbell@reeabusiness.com 
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A Closer Look at Must-See TV 
NBC’s frugal Thursday-night lineup is a modest success 

D
ependi ng on their at¬ 
titude toward NBC, 
TV executives are 
either lamenting or 
gloating over Jeff 
Zucker’s fall as the 
king of Thursday 

night. Burbank and Madison Avenue are 
chattering about the network’s slip after 
a 17-year reign as the Nielsens champ 
on Thursday, the most lucrative night in 
TV advertising. 

The blame, of course, is laid squarely 
at the feet of Joey. The Friends spinoff 
starring Matt LeBlanc is struggling in 
the ratings, especially when compared 
with the monster-hit original. 

But the damage to NBC is not neces¬ 
sarily as devastating as it looks. For all 
the headlines about NBC’s audience and 
sales losses following the departure of 
Friends, even industry executives over¬ 
look one important fact: The network 
also lost the burden of a hugely expen¬ 
sive show. The supposedly crippled 
NBC actually could end up making 

gramming costs for the night—includ¬ 
ing a pay raise for Donald Trump in The 
Apprentice—are down around 30%. 

“Friends was a great thing for us,” 
Zucker says. “On the other hand, this 
new world order is pretty good.” 

Not quite as good, though, as he was 
promising last May during the upfront 
season. Zucker boldly proclaimed to 
the packed house at 
Radio City Music 
Hall, “Next year, 
our Thursday night 
is going to be even 
stronger." 

NBC’s Thursday-night fade has had all 
sorts of ripple effects. The network loses 
the power to promote programming on 
other nights. Salesmen have less leverage 
over clients, such as studios and retailers, 
who covet Thursday- night spots to drive 
weekend traffic. And TV stations—nota¬ 
bly NBC’s own station group—don’t care 
whether the NBC network is a little more 
or less profitable; they want big ratings to 
sell to local advertisers. 

And development is a huge problem. 
NBC had only five prime time slots to 
fill this fall, so Reilly could afford to 
be picky. Three new series completely 
flopped: Hawaii, LAX and the infa¬ 
mous Father of the Pride. Friday dra¬ 
ma Medical Investigation (the Centers 
for Disease Control as SWAT team) 
is a modest success. With its respect¬ 

able top-20 finishes, 
Joey would actually 
be considered a hit 
if it weren’t being 
held to the Friends 
standard. 

Initiative Media Broadcast Group Di¬ 
rector Peter Butchen calls NBC’s Thurs¬ 
day-night savings “almost irrelevant.” 
The problem, he says, is perception. 
“If NBC is perceived as a network in 
free fall, it impacts how advertisers see 
the network, how producers view the 
network.” 
NBC is making a valiant effort to 

blunt negative perceptions by talking up 
its scores not just among younger audi-

MONEY TALKS 
By John M. Higgins 

[With its respectable top-20 finishes, Joey’ would actually be considered a hit if it weren’t being held to the 
Triends’ standard. 

more money on an average Thursday 
night than it did a year ago. 
“Thursday remains by far our most 

profitable night,” says Zucker, president 
of NBC Universal Television Group, 
including its broadcast and cable net¬ 
works. “We’ll generate more profits than 
last year. This is something the consumer 
press will never understand.” 

By the end of Friends' run last spring, 
producer Warner Bros, was charging 
NBC $10 million an episode. The year 
before, NBC was paying $7 million. 
But Joey is costing the network a frac¬ 
tion of that, around $1.5 million. 
Compared with Friends last year, 

viewership of Joey is down a massive 
43% among adults 18-49 (a drop from 
an average 9.4 rating to 5.3). NBC’s 
ability to increase the cost per thousand 
viewers (CPM) for commercials this 
season took some of the sting out of the 
decline; ad sales are down just a little 
bit less than that. 

H
ere’s what really makes 
losing Friends tolerable: 
Thanks to Joey, NBC’s 
programming costs for 
its highest-profile Thurs¬ 

day-night show are down 80%-85% 
from previous seasons. 

Averaged out across the whole night, 
NBC’s 18-49 audience is off 13% for 
the season to date. But average pro¬ 

NBC Universal TV Group's Jeff Zucker 

And Thursday is far from the lone 
problem facing Zucker and NBC En¬ 
tertainment President Kevin Reilly, the 
executive now primarily responsible 
for NBC’s programming. NBC is weak 
across the board. Even ignoring Thurs¬ 
day night, the network’s schedule is off 
5% among 18-49s, although Friday and 
Sunday are relatively strong. Long-
running workhorse Law & Order is be¬ 
ing squeezed by the newest edition of 
CBS’ own powerhouse, CSI: NY. 

enees but among younger, affluent audi¬ 
ences. Zucker points out that NBC beats 
CBS among 18-49s whose households 
generate income more than $75,000. 
That’s not a widely used measure of the 
TV horserace because it’s not important 
to many consumer-product advertisers. 
Very interesting to Volvo; not so inter¬ 
esting to Kraft. 

I
t’s hard to see what programming 
might revive the network. In the 
new year, NBC will bring out an 
Americanized version of BBC’s 
The Office, the boxing reality 

show The Contender and a fourth flavor 
of Law & Order (Law & Order: Trial 
by Jury). None looks likely to fill the 
Friends vacuum. 

For all of NBC’s ills, Zucker con¬ 
tends that the company is not having 
a make-good advertising crisis. Recog¬ 
nizing the impending fallout from los¬ 
ing Friends, the network trimmed back 
the ratings it guaranteed to advertisers. 
Joey's audience, Zucker says, is about 
where the network expected. He says 
NBC guaranteed that its fourth-quarter 
prime time would average a 4.0 rating 
among 18-49s. “We’re at 3.9,” he says. 
“We are completely in line with what 
we expected.” 

Buyers are skeptical that NBC won’t 
be handing out a ton of ADUs—audi¬ 
ence deficiency units— within weeks. 
“They have some built into the sched¬ 
ule,” says one buyer. “I’m betting 
they’ll go beyond that.” 

Yes, but just don’t bet on the net¬ 
work’s being quite as distraught about 
matters as the conventional wisdom 
would have you believe. ■ 

STATION TO STATION 

Brown’s World 
By Allison Romano 
At a time when most broadcast¬ 
ers are hiring younger, blonder 
anchors, KFDX’s Joe Brown is an 
anomaly. Celebrating 40 years at 
the Wichita Falls, Texas, station 
next month, the 70-year-old 
agriculture editor rises at 3:30 a.m. 
to prepare his morning farm and 
community-affairs show, RFD3 
With Joe Brown, for the NBC af¬ 
filiate. When he goes live at 
5:30, Brown ad-libs the half-hour 
program. He talks about everything 
from commodity prices to a local 
peach festival. 

Unlike perfectly coiffed person¬ 
alities, Brown is a throwback. He 
prides himself on being sponta¬ 
neous and totally himself. “He 
is TV from the early days,” says 
News Director Julie Pruett. Brown 
doesn’t wear make-up or worry 
about wardrobe. When he couldn’t 
find his pants one morning, he did 
the show in his boxers. 
When RFD3— short for Rural 

Free Delivery— debuted in 1964, 
Brown’s focus was agriculture, 
his specialty. After graduating from 
Midwestern State University, the 
Wichita Falls native penned a farm 
report for the local paper—which 
he still writes— and hosted a radio 
show. KFDX, now owned by Nex-
star Broadcasting, hired Brown as a 
lead-in to the Today show. 
The newspaper paid him $135 

a week, and the station kicked in 
another $37.50. He covered local 

[Joe Brown, 70, is TV from the early days. 

banquets asnd farm shows, shoot¬ 
ing rolls of black-and-white film 
and airing the footage unedited the 
next morning. “People started to 
see themselves on TV, and I built 
up an audience,” he says modestly. 

Ever versatile, Brown sold the 
ad spots early on, too. Most RFD3 
advertisers are agriculture-related, 
some have aired on the show for 
20 years. Brown likes to try out 
the products and does the com¬ 
mercial voiceovers live. “If they 
want to sell anything,” he says, “I 
can get it done.” 

Brown attributes his popularity 
to his deep Wichita Falls roots. “I 
am a friend people grew up with. 
If I tried to start this in Dallas, I'd 
be run out of town in 15 minutes.” 
Send local-news items to 
a romano @ reedbusiness, com 
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RATINGS 11/8-14/04 
Nielsen Media Research 

Top 25 Shows 
ADULTS 18-34 

PROGRAM AA GAA 

1 Friends 4.4 15 
2 Seinfeld 3.9 4.6 
3 Everybody Loves R< ymond 3.7 4.6 
4 ESPN/NFL 3.5 NA 
5 Seinfeld (wknd) 3.4 4.4 
6 Oprah Winfrey Show 2.9 2.9 
7 CSI: Crime Scene Investigation 2.5 2.8 
7 That'70s Show 2.5 10 
9 Will & Grace 2.2 2.7 
10 King of the Hill 21 2.6 
10 Malcolm in the Middle 21 2.4 
12 Dr. Phil 19 L9 
12 Entertainment Tonight 19 19 
12 Home Improvement 19 2.4 
12 Jeopardy! 19 NA 
12 That '70s Show (wknd) 19 2.3 
12 Wheel of Fortune 19 NA 
U King of Queens (wknd) 18 2.3 
19 King of Queens 17 21 
20 Everybody Loves Raymond (wknd) L6 L7 
20 Maury 16 17 
22 Cops 14 17 
23 Entertainment Tonight (wknd) 13 13 
23 Fear Factor 13 14 
23 Friends (wknd) 13 13 
23 Judge Judy 13 2.0 

Top Court Shows 
ADULTS 18-34 

PROGRAM AA GAA 

1 Judge Judy 13 2.0 
2 Divorce Court 12 16 
3 Judge Joe Brown 10 14 
4 Judge Mathis 0.8 0.9 
4 People's Court 0.8 0.8 
4 Texas Justice 0.8 10 

According to Nielsen Media Research Syndication Service Ranking 
Report Nov 8-14,2004 

AA = Average Audience Rating 

GAA = Gross Average Audience 

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

NA = not available 

Bank on ‘Tyra’ 
Fashion, court shows are safe bets By Paige Albiniak 

T
his may be the slowest 
syndic development sea¬ 
son on record. Only two 
shows so far have got¬ 
ten a greenlight: Warner 
Bros.’ Tyra Banks and 
Twentieth’s Judge Alex. 

Twentieth is deciding whether Judge 
Alex will be a test rollout on the Fox 
owned stations or a national launch. 
“Young women today have no bias 

toward network TV, so stations need to 
buy franchises to attract them,” says Jim 
Paratore, executive vice president of 
Warner Bros. Domestic Television Dis¬ 
tribution and president of Telepictures 
Productions. 

That franchise, he says, is Banks. Ac¬ 
cording to a Nielsen study, some 90% of 
women who watched Banks’ America 's 
Next Top Model on UPN watch daytime 
TV. Of those, 56% watch Oprah, where 
Banks has been a regular contributor, 
and 85% watch other daytime shows. 
Paratore expects Banks’ new talk 

show, which kicks off next year, to get 
time slots in daytime and early fringe, 
possibly even landing a coveted 5 p.m. 
on Fox and UPN stations. The show, 
like Warner Bros.’ Ellen, also will have 
a corresponding cable run. 

As for Twentieth, the syndicator says 
it’s time for a new court show. “We 
decided to roll Judge Alex out because 
court shows are still the healthiest genre 
in daytime,” says Robb Dalton, presi¬ 
dent of programming and production. 
Even as syndication pares down the 
number of launches, court shows thrive. 
Paramount’s Judge Judy and Judge Joe 
Brown are as strong as ever. 

For now, syndicators are waiting to 

Tyra Banks, model and talk-show host 

see what time periods open. Although 
NBC Universal is keeping mum, most 
don’t expect The Jane Pauley Show to 
be renewed. That leaves many plum slots 
available, and NBC U doesn’t appear to 
have a project to take its place. Insiders 
say NBC U’s pilot with Isaac Mizrahi is 
dead, but the syndicator is considering a 
show with actress Vanessa Williams. 

T
here are no more confirma¬ 
tions for 2005, but compa¬ 
nies are in development. 
Twentieth may reincarnate 
tabloid access magazine A 

Current Affair. Paramount did a pilot 
with ET correspondent Steven Cojocaru, 
and Tribune has shot one episode of a 
remake of Real People, hosted by Mario 
Lopez. Buena Vista has a development 
deal with designer Vera Wang but first 
wants to see if Tony Danza earns up¬ 
grades for his chatfest. ■ 

IN FOCUS 

FARSCAPE FOREVER 

Mercury Entertainment and Mort Marcus' 

Debmar Studios are bringing the Sei Fi 

Channel's Farscape to the U.S. market for 

a fall 2005 broadcast syndication launch. 

The show will be offered for straight bar¬ 

ter, with 88 one-hour episodes available. 

Farscape, starring Ben Browder, ran on 

Sei Fi from 1999-2003. The show had such 

a rabid fan base that Sei Fi is bringing it 

back for a final miniseries titled Farscape: 

The Peacekeeper Wars. Sei Fi is now run¬ 

ning all 88 episodes of the show as a 

lead-up to the event. Mercury and Debmar 

also worked together on distributing 

Comedy Central’s South Park in broadcast 

syndication, sold for cash-plus-barter. 

Farscape returns on broadcast. 

VERRECCHIA UPPED AT DIC 

Michael Verrecchia has been named senior 

vice president of marketing at kids-TV 

producer and distributor DIC 

Entertainment. In the newly created posi¬ 

tion, Verrecchia will oversee all marketing 

and promotional initiatives. That includes 

creating marketing strategies for DIC’s 

brand properties-such as Strawberry 

Shortcake, Trollz and Madeline-as well as 

creating and executing retail and consumer 

advertising, and promotion and publicity 

campaigns. 

Prior to joining DIC, Verrecchia served for 

nearly 14 years as a marketing executive in 

various divisions at Hasbro. 
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Reality Gets irUmDe 
Ratings for scripted shows are outpacing reality fare By Jim Finkle 

Americans’ appetite for reality TV may be 
getting sated. A year ago, the average real¬ 
ity program pulled in higher ratings than 
traditional dramas and sitcoms. Seeing 
an opportunity for higher profits, the net¬ 
works eagerly embraced unscripted fare, 
which is less expensive to produce. This 

fall’s schedule doubled its reality intake from 2003. 
It looks like they overbooked. 
Average ratings are down sharply 

among shows in the reality genre. 
Although traditional dramas and 
comedies are little changed from 
a year ago, they’re way ahead of reality’s performance. 
During the first eight weeks of this season, the average 
scripted show pulled a 3.3 rating among 18-49s. Un¬ 
scripted programs trailed at 2.9. That’s a reversal from 
last year, when the average rating for reality was 3.9 and 
scripted averaged 3.3 among 18-49s. 

Last year, when there were half as many unscripted 

firm, had undergone months of preparation. Fox pulled 
the plug shortly before production was to begin. 

Fox and production company Rocket Science Labo¬ 
ratories blame the onslaught of unscripted boardroom 
fare and say they will focus their mutual efforts on 
other unscripted material. 
The experience is reminiscent of what happened 

after Who Wants To Be a Millionaire took off in 1999. 
ABC redesigned its schedule around the popular game 
show. Audiences got bored, and the show was scaled 
back. That was the peak of the first wave in the reality 

TV boom, says Joey Carson, CEO 
of Bunim/Murray Productions. 
His company is diversifying into 
scripted dramas after making a 
name for itself with such hits as 

The Real World and The Simple Life. “We’re now on 
top of the second wave,” he says. “You’ll see it taper 
off from what it is.” 

Veering away from reality, Bunim/Murray is de¬ 
veloping two scripted dramas—one about teenagers 
in Southern California, the other about the world of 
modeling. It’s also working on several feature-length 

Unscripted 
Apprentice 2 (7.7/19): It may not be as compelling 
without Omarosa kicking around the rest of the cast, 
but it’s the best-performing reality show on TV and 
No. 4 overall on the ratings chart. 
Survivor: Vanuatu (7.4/20): One of the classics of the 
reality genre, it has helped CBS beat up Joey and Will 
& Grace on Thursday nights. 
Extreme Makeover: Home Edition (6.7/16): This show is 
recommended as one of the 10 best shows for family 
viewing by the Parents Television Council, which says, 
“This uplifting and inspiring program showcases char¬ 
ity and selflessness.” 
Totally Outrageous Behavior (1.5/5): Got video of 
something you think is outrageous, shocking or un-

CSI: NY stars Melinda Kanakaredes and Gary Sinise. 

FALL SEASON WATCH 

The ER cast produces NBC's highest-rated show. 

Donald Trump’s Apprentice 2 is the best reality performer. 

Last year, reality was the big winner. This year, it’s scripted shows. During 
the first eight weeks of this season, the average scripted show pulled a 
3.3 rating among 18-49s. Unscripted programs trailed at 2.9. 

shows on the air, they had a built-in audience of view¬ 
ers who tuned in to any show in that category, says 
Sam Armando, director of television research for 
Starcom Worldwide. Now there’s so much to choose 
from, audiences are more discriminating. “It’s not the 
genre of the show, it’s the quality that brings them 
back,” Armando says. “Is the show worth watching?” The networks, too, have developed selective 

tastes. They’ve been quick to pull poor per¬ 
formers and cancelled orders for several shows 
planned for this season. For example, earlier 
this month, Fox sacked The Partner, a real¬ 

ity competition of lawyers-to-be due to air in January. 
The series, in which law-school grads were to compete 
against each other for an entry-level job at a top law 

films. His company may need some scripted hits. Its 
newest effort, The Rebel Billionaire, debuted earlier 
this month to lower-than-expected ratings, pulling in 
a 2.3 rating/6 share among 18-49s. Americans aren’t 
as seduced by the antics of the show’s star, British 
billionaire Richard Branson, as they are by New York 
grandstander Donald Trump. 

Billionaire is one of several reality shows on Fox, but 
the genre comprises 60% of the network’s prime time 
schedule. Within that group, there is one clear hit: Nanny 
911. The show averaged a 4.0/9 in its first two outings. 

To illustrate the divide between scripted and un¬ 
scripted shows, here’s a breakdown of the three best 
and worst performers in each category. Average ratings 
and share among 18-49s for the first eight weeks of the 
season are in parentheses. 

j believable? Sell it to the producers of this Fox show. 
Call 888-862-TAPE. Dial quickly— before the show 
is cancelled. 
World's Craziest Videos (1.5/5): Few bothered to watch 
what Fox promoted as “funny flubs and blunders” from 
TV shows around the globe. 
The Benefactor (1.6/5): Mark Cuban played the Don-

j aid Trump role in this Apprentice wannabe. It was 
ABC’s second-worst prime time performer during 
this period. 

Scripted 
CSI (10.5/25): It’s CSI. What else is there to say? 
Desperate Housewives (9.6/22): The year’s biggest 
freshman hit gets hotter and bolder every Sunday. 
ER (8.2/21): This decade-old medical drama is NBC’s 
highest-rated show. 
What I Like About You ( 1.1/4): The WB show is in its 
third season. It may be its last. 
The Mountain (1.1/3): The nicest thing you can say 
about this soap set at a ski resort is that it’s filmed in 
high-def. 
Jack & Bobby (1.1/2): Critics love this show; nobody 
else is watching. ■ 
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AT A GLANCE 

The Market 
DMA rank 33 

Population 2,144,000 

TV nomes 883,000 

Income per capita $19,568 

TV revenue rank 36 

$160,500,000 

Commercial TV Stations 

•May 2004, total households, 7 a.m.-l a.m., Sun.-Sat 

Rank* Ch. Affil. Owner 

1 WKRC 12 CBS Clear Channel 

2 WCPI 9 ABC Scripps Howard 

3 WLWT 5 NBC Hearst-Argyle 

4 WXIX 19 Fox Raycom Media 

5 WSTR 64 WB Sinclair 

6 WBQ3 38 UPN Block, Elliot 

Cable/DBS 
Cable subscribers (HH)_ 573,950 

Major cable operator_ Time Warner Cable 

Cable peietration_ 65% 

ADS subscribers (HH) _ 150,110 

ADS penetration_ 17% 

D 3S carrage of local TV?_ Yes 

• ■ Alternative Delivery Systems, includes DBS and other 
non-cable services, according to Nielsen Media Research 

What’s No. 1 

* • • October, total households 

Syndicated Show Rating/Share”* 

Jeopard)! (WCPO) 11.8/20 

Network Show 

CSI (WKRC) 29.8/41 

Evening Newscast 

WCPO, WKRC (tie) 9.0/18 

Late Newscast 

WKRC 13.0/23 

SOURCES: Nielsen Media Research, BIA Research 

Dual Identity 
Geography adds to competitive TV market By Allison Romano 

Cincinnati likes to bill itself as a “Midwestern town 
with Southern flair,” says Chris Sehring, VP/GM of 
Clear Channel’s CBS affiliate WKRC. Its economic 
backbone comes from a mix of manufacturing and 
white-collar jobs. A batch of Fortune 500 companies, 
including Procter & Gamble, Federated and Kroger, 
are headquartered in the area. 

Known as conservative-leaning with many lifelong 
residents, the nation’s No. 33 TV market has viewers 
intensely loyal to their stations and local newscasts. 

“We have a big-market feel with our news,” says Bill 
Fee, VP/GM for Scripps Howard's ABC affiliate WCPO. 
The competitive CBS, ABC, Fox and NBC outlets air at 
least two newscasts a day. Raycom Media’s Fox affiliate 
WXIX wins morning news; WKRC is top-rated in late 
news; WCPO leads at 5 p.m.; and NBC affiliate WLWT is 
strong at 6. In the past two years, three stations (WCPO, 

WKRC and WLWT) have overhauled sets, graphics and music for their newscasts. 
The market is also flush from the fall ad season. Political money poured into Ohio 

for the presidential campaign and state and local races. Cincinnati stations raked in 
an estimated $23 million in political spots. 

“No one was prepared for that kind of money,” says Fee. Many regular advertisers 
were misplaced, so stations are coaxing them back for the crucial fourth-quarter re¬ 
tail season. In local broadcast advertising, automotive is tops, followed by retail and 
home improvement. Fast food is an underdeveloped category ripe for growth. Next 
year, insiders expect ad revenue to cool to low-single-digit growth. This year, Cin¬ 
cinnati stations will rake in an estimated $160 million in TV revenues, per BIA. 

And they’ll do it covering a far-flung market, spanning southern Ohio, northern 
Kentucky and southwest Indiana. “The three geographic constituents may have dif¬ 
ferent opinions,” says WXIX Vice President/GM John Long, “so we have to shape 
stories that interest everyone.” 

In prime time, CBS affiliate WKRC is the leader. The Clear Channel-owned 
affiliate is nationally known, ranking among the top CBS stations in the country. 
Clear Channel also owns eight radio stations in the market and cross-promotes its 
media assets: WKRC’s news talent makes frequent appearances around town, and 
CBS prime time stars visit. When Survivor favorite Rupert paid a recent visit, 3,000 
people lined up at the zoo to meet him. 

On the cable front, Time Warner is the dominant cable operator in the region, 

WKRC’s Rob Braun. K. Andrews 

which has 65% cable penetration. Local newscasts also compete with the 24/7 
regional cable network Ohio News Network. 

“We’re blessed that people still have a high regard for local TV,” says WLWT 
President/GM Richard Dyer. “It generates significant value for advertisers.” ■ 

NEXT: RALEIGH-DURHAM, NC. 

THE DEMOS 

Cincinnati residents invest their free 

time in sports and outdoor activities. 

In the past year, 19% of residents have 

been golfing, and 47% have attended 

a pro sports event. NASCAR is extremely 

popular; a quarter of Cincinnati dwellers 

are avid auto-racing fans, 43% more 

than adults in other top 75 markets. 

SHARE OF 
WHO POPULATION INDEX’ 

18-34 31% 99 

18-49 61% 99 

25-54 58% 100 

35+ 69% 100 

Married 55% 99 

Never married 24% 93 

College grad 22% 91 

White 88% 106 

Black 10% 82 

Hispanic NM NM 

Asian NM NM 

S100K+ HH 12% 78 

$50K+ HH 47% 97 

Below $50K HH 53% 103 

BY THE NUMBERS“ 

Played golf_ 19%_ 130 

Attended pro sports_ 47%_ 130 

NASCAR fans_ 27%_ 143 

listen to local radio online 10%_ 140 

•Index is a measurement of consumer likekhood. An index 

of 100 indicates that the market is on par with the average 

of the 75 local markets. 

NM - Not large enough to be measured 

••Activities engaged in past 12 months 

SOURCE: Scarborough Release 1 2004 75 Markets Report 
(February ’03-March ’04) 

nta’s Got 
WXIA has A Brand 

©2004 Sony Pictures Television Inc. All Rights Reserved 
Source: NSI. WRAP Sweeps. Oct ‘04: W18-34 Share: 10-11AM tp: 

year ago = Oct ‘03 (Ali & Jack;; lead-in = 1/2 hr tp (Today Show 2) 

IN THE TIME 
PERIOD! 

OVER 
LEAD-IN! 

New Point of You with A , , 
Life & Style at 10am! 217 /b PROGRAMMING! 

SONY 
PICTURES 

www. sonypictu restelevision .com television 

Life&Style 
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09 season. Station insiders peg 
Viacom adds Dr. Phil to CBS stable By Jim Finkle the deal at $ 100,000 per week. 

n true King World fashion, 
the syndicator is getting 
top dollar for its Dr. Phil 
renewal deal, command¬ 
ing 50% increases for the Happy Together I ■'W'Q’wwbb'wb talk-show hit through the 2008-

double what some stations cur¬ 
rently pay. 

Seven Viacom O&Os outbid 
their NBC rivals to begin car¬ 
rying the self-help show in fall 
2006. CBS outlets in Los Ange¬ 
les, Chicago, Detroit, Pittsburgh 
and Baltimore, along with UPN 

iJI j _ _ 

STEARNS «CABLEVISION GRRDEN MIRAMAX « News Corporation 

Quadrangle RAINBOW ^ SStaC SIEMENS 

TO BENEFIT THE LUSTGARTEN FOUNDATION FOR PANCREATIC CANCER RESEARCH 
For reservations or to make a donation, please call 516.803.2304 or visit www.lustgartenfoundation.org. 

affiliates in Sacramento, Calif., 
and Norfolk, Va., have signed 
on. Another King World de¬ 
mand: upgrade Phil's time slot 
to prime access. 

“I’m thrilled,” says King 
World CEO Roger King. 
"We’ve never sold a show this 
quickly.” He added that he “sub¬ 
stantially” hiked its price tag but 
was mum on specifics. 

“NBC had first crack at it,” he 
says. “They didn’t want to pay 
a big increase.” Viacom Station 
Group President Fred Reynolds 
did. Because others outbid him 
when Dr. Phil first launched, 
Reynolds was determined to 
seal the deal this time. 
One major reason: Dr. Phil 

has been a quick riser. It pulled 
a 4.6 average rating as a fresh¬ 
man, then 4.9 last year. So far 
this season, it’s the No. 4 first-
run syndicated show, with an 
average rating of 5.2. It’s behind 
Wheel of Fortune, with 8.6 rat¬ 
ing; Jeopardy! at 8.1; and The 
Oprah Winfrey Show, at 7.7. 

The new 
deal also 
signals an 
upgrade for 
Dr. Phil, the 
No. 2 syn¬ 
dicated talk 
show after 
Oprah. In 
Detroit, 
it moves 

from 3 to 7 p.m., replacing 
Paramount’s The Insider, in 
Miami, Dr. Phil replaces local 
news at 5 p.m. 

Dr. Phil is currently seen on 
207 stations nationwide. Its 
most-watched show to date was 
on Nov. 11, when almost 10 
million households tuned in to 
help him help a married couple 
cope with the husband’s affair. 

Unlike Dr. Phil, the Oprah 
renewal played out differently. 
Reynolds says he heard it was 
up for renewal when King 
World made the announce¬ 
ment. but the Viacom group 
didn’t get a shot at it. “That’s 
the beauty of how all this 
works at Viacom,” he says. 
“The highest bidder wins.” 
This round, the highest 

bidder is benefiting from Dr. 
Phil’s expertise. 

“It was proven and tested,” 
King says, adding that Dr. 
Phil has learned how to keep 
the show compelling for audi¬ 
ences. “You have a big staff, 
and you’re constantly listening 
to your audience,” King says. 
“The audience is the boss. Not 
me. Not Phil. You listen to 
them." ■ 



Show Me the ‘Runway’ 
Supermodel Heidi Klum searches for the next hot designer 

F
or Heidi Klum, reality is coming full circle. 
Eleven years ago, she was discovered in a 
modeling contest on German TV. Now she’s 
partnered with Bravo, Elle and Miramax Tele¬ 
vision to host and produce a behind-the-scenes 

search for the next big designer. Project Runway, the 
10-episode reality series premiering Dec. 1 on Bravo, 
throws 12 amateur designers into the famously bitchy 
world of fashion. Each week, contestants tackle a new 
challenge, and Klum and her panel of judges vote off 
one player. The last designer standing wins a coveted 
Elle photo shoot, a showing at New York’s Fashion 
Week in February and $100,000 to launch their career. 
The top model talked to B&C's Anne Becker from a 
limo in L.A. 

How did you get involved with Project Runway? 
Miramax asked if I wanted to host. When they heard 
my ideas, I got to be one of the producers. Going to all 
the cities and finding designers wasn't easy. There are 
really talented people out there. 

Did your background in modeling help you develop the show? 

Definitely. It’s all about designers and making it in the 
fashion world. When I was judging, I thought: Have 
I seen this before? Would I wear this on the runway? 

Being in the business, I’ve seen outfits for a magazine 
cover with a two-page description on how to get in it! 

How involved were you in the process? 

They put me into the mix when there were maybe 1 (X) 
people left. Then we went through tapes and portfolios 
and made our decision on the final 12. It’s crazy how 
much stuff you have to do before the show even starts. 

Is this harder, easier or just different from modeling? 

Totally different. Normally, models don’t talk. So it’s nice 
when you get to do other things. I get the rough cuts, look 
through it and make my comments. It’s boring if you’re 
only used for your face and body and not your brain. 

“Donald Trump says, ‘You’re fired!’ 
But I’m German. I say, 
‘Auf Wiedersehen.' ” heidi klum 

Why will this reality show stand out? 

People love the fashion world, the glamour and the 
glitz. Also, we have challenges people wouldn’t think 
are things you have to do if you’re a designer. Some¬ 
times, I completely threw contestants for a loop. 

What’s the most gratifying thi ng about the show? 

You see the talent grow and give people a chance. 
I’m also proud of the line I came up with to send ev¬ 
erybody off. Donald Trump says, “You’re fired!” But 
I’m German. I say. "Auf wiedersehen." We were film¬ 
ing the first show and still didn't have the line to say 
goodbye to people. We were brainstorming, people 
were shouting, nothing was working, and then I got it. 
I had a great time doing it, and 1 tried my best. 

Did you get advice from Tyra Banks on her own reality series 

America’s Next Top Model? 
No. We did talk about how difficult it is to do. Some¬ 
times, we’re filming till 2 in the morning. It’s not like 
I just showed up and showed my face. 

Volunteer your television station for a nationwide New Year’s Eve 

PSA roadblock to make your community safer this holiday season. 

U.S. Department of 
Transportation 

Television Bureau of Advertising 
Serving America’s Television Stations 

For more information and/or to join this effort, visit 
www.tvb.org 

Local TV Puts the Brakes Ml on Drunk Driving 
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that story doesn’t negate the 
incredible body of work that 
Rather put together over the 
course of more than four de¬ 
cades with CBS. From break¬ 
ing the news on CBS Radio 
of President Kennedy’s death 
in 1963 to his coverage of the 
Vietnam War and the Nixon 
Administration, from his taking 
over for anchor Walter Cronkite 
in 1981 to covering the war in 
Iraq, Rather has been a central 
player in the way generations 
of Americans learned about 
their world. 

Shortly after the announce¬ 
ment that Rather was giving up 
the anchor chair, B&C Editor 
in Chief J. Max Robins talked 
with the CBS anchor about his 
decision and about the job he is 
leaving behind. 

it.” And he said, “Well, what are you thinking?” I said, 
“Well, I think we’ll know the right time. We’ll know 
when it’s time." It might have come up again in 2000. 
But when 9/11 happened, it changed everything for us. 
In the wake of 9/11,1 don't think it was discussed at all 
for at least a year and a half, maybe two years. 

Then this last summer, we began to talk in earnest 
about my feeling that it was getting to be time and the 
feeling up top was, “Well, you know it’s got to come 
some time.” And this was in the summer. We didn’t 
have a specific date at that time, but the sense was 
some time after the elections would feel right. 

This is candid. Then when the storm arose over the 
60 Minutes [Bush/National Guard dubious-document] 
piece, there weren’t any more conversations about it. 
We had to deal with that and do all of our other work. 
But once we got through Election Night, 1 said, you 
know, it feels to me like maybe March 9th. That would 
be the 24th anniversary—there’s a certain symmetry to 
it. And Les said, “Yeah, that feels right.” 

The next decision was the timing of the announce¬ 
ment and we decided we ought to do it pretty soon. 
We know this decision is not connected to the report 
from the panel | investigating the Bush/National Guard 
story]. 1 don’t know what the panel has in mind, and 
neither does Les or anybody else. They’re still talking 
to people. We have no idea when it’s going to come 
out. But there was with me a sense that the more dis-

After 24 years as anchor, he reflects 
on his critics, his career and the future 

D 
an Rather is staying on to report for 60 
Minutes' Sunday and Wednesday edi¬ 
tions, but the announcement that he will 
relinquish the CBS Evening News anchor 
chair in March effectively brings to a 
close one of the most remarkable— and 
tumultuous—careers in the history of 
television news. It is also a reminder, 
coming a week before Tom Brokaw’s 

departure from NBC Nightly News, that the era of the 
powerful news anchor is fast drawing to an end. No 
matter who replaces Rather—or Peter Jennings at ABC 
when he decides to leave— we will never again see a 
network anchor who wields the influence and com¬ 
mands the sort of attention enjoyed by Brokaw, Rather, 
Jennings and their predecessors. This eventuality has 
been predicted for years, of course, as the news audi¬ 
ence dwindled and alternative sources of information 
flourished. But that doesn’t make it any less startling 
when a player of Rather’s stature bows out. 

Certainly, his exit was hastened by a now infamous 
report about President Bush’s National Guard service 
that relied on questionable documents and the indepen¬ 
dent panel investigating how such a problematic piece 
ever made it on the air. But Rather would have been 
leaving before long anyway. Certainly his reputation 
has been tarnished by the National Guard story—but 

In light of your decision to leave the anchor desk and the in¬ 

vestigation into the 6C Minutes piece under way, it must have 
been a tough couple of months. 

No. What’s tough is to be a single mother with three 
kids and trying to make ends meet. That’s tough. 
What’s tough is to be a cop on the beat in a transition 
neighborhood. What’s tough is what those guys in Iraq 
and Afghanistan are doing. Tough? No. 

Why did you decide to make the announcement that you’d be 

leaving the CBS Evening News in March now? 
It feels right to do it now. Back in 1999, [Viacom 
Co-President and Co-COO and CBS Chairman | Les 
Moonves and I wandered into a discussion. And he 
said something along the lines of, “look, we couldn’t 
be happier with the work you’re doing and how you’re 
doing it.” And I said. “Well, I couldn’t be happier doing 

“If you don’t believe there’s 
a price for this sweet 
paradise, just remind me 
to show you my scars.” 
QUOTING BOB DYLAN 

tance we can put between this announcement and the 
panel’s decision, it would underscore the fact that this 
decision is not connected with that. 

Are there moments that you think will be defining moments 

of Dan Rather’s 24 years as anchor of the CBS Evening News? 
Well I’m not sure that one's time in the anchor chair 
is defined by moments. But there are certain places 
where it’s more memorable than others. 
We owned the story of the Chinese uprising for 

freedom and democracy in Tiananmen Square. And 
it’s not my words but others have said it was one of 
those landmark moments in the history of CBS News. 
Certainly 9/11. Abu Ghraib. There have been so many 
things. I’d say the interviews with Saddam, both times 
I interviewed Saddam—the first within three weeks 
after he invaded Kuwait. Nobody else had had him. 

And then this last time—you know, not everybody 
likes it, whatever—but by journalistic standards, 
again, by any objective analysis, those were pretty 
good moments. 

Do you have for advice your successor at the Evening News? 
No. And any advice I gave they should ignore. But 1 do 
want to underscore that whoever it is I hope it will be 
somebody from the inside, but if it’s somebody from 
the outside, they will have my absolute, complete, total 
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support and encouragement. Anything I can do to help 
them they will only have to ask. 

You redefined the role of the network anchor. You were really 
the first anchor/reporter. 

Well, I came into this job determined to be an all-caps 
REPORTER and anchor. There were a lot of people 
who gave me counsel and advice at the time, along 
the lines of “Dan, that’s not the way to go.” Anchors 
need to be comforting, reassuring, and you have to set 
the trench coat and the bush jacket aside now. And I 
listened closely to that, and I said, “That’s not me, and 
that’s not how I want to do it.” I want to bring the bush 
jacket, the trench coat, the flak jacket along for the ride 
and be a walk-the-ground kind of reporter. We did set 
out to redefine how and what an evening news could 
be. We called it the mobile anchor. 

Computers were just really cracking through back 
then. With computers and much more sophisticated 
satellite capabilities, we knew we could take the 
broadcast anywhere. We invented and innovated and 
did that, and it’s now taken for granted. Everybody 
has a version of it now. We wanted to be a broadcast 
that could go where the news is breaking and do the 
broadcast—Tiananmen Square being a good example. 
Not just do a piece of the broadcast, not do a couple of 
things, do the whole broadcast. And we did that dur¬ 
ing the first Gulf War; we did it during the Iraq War. 

ED LIFE 
Remember, we reported on the Soviet invasion of 

Afghanistan when virtually nobody else in American 
electronic journalism was doing anything. We thought 
that story would be perhaps a defining moment in the 
history of the Cold War, and it turned out that it was. 

We did a series beginning in about 1986 called “The 
Changing Face of Communism,” which anticipated the 
break up of communism. Someone wrote [that | it was 
like Babe Ruth pointing to the fence. Well, I think 
that’s a little strong. But we recognized that there was 
a big story there. 

“I’m going to go flat out, 
all out, full throttle into the 
two ‘60 Minutes’ 
broadcasts and anything else 
they want me to do.” 

Was there much frustration over the years that you wanted to 

reach for the trench coat but responsibilities at the anchor 

desk kept you back? 

It’s true that you’re regularly torn between wanting to 
grab a pencil and a notebook, your bag and your bush 
jacket and go some place. But you have to weigh that 
against the overall responsibility for the broadcast. So 
you always try to measure, is this story big enough or 

do you think it has the potential to become big enough. 
But I’m just crazy enough still, when my feet hit the 
floor every morning, I'm saying to myself that the next 
big story, maybe the biggest story of my lifetime is just 
around the comer. It might happen today. And if it does, 
boy, I sure want to cover it. 

It sounds like, being full-time with 60 Minutes notv. you won't 
be held back. 

I hope you find a way to emphasize that. I’m not retiring. 
I'm not going to half-time work or three-quarters-time 
work. I’m going to go flat out, all out, full throttle into 
the two 60 Minutes broadcasts and anything else they 
want me to do. But it will give me a chance to do more 
of what I’ve always liked best to do, which is hard-news 
investigative reporting. 

Evening News trails behind the other guys in the nightly news 
race? You’re nothing if not competitive. 

It’s true that the numbers speak for themselves. In the 
1980s, we won big for over 200 straight weeks. But rat¬ 
ings don’t last, quality journalism does. We’ve had good 
years and bad years and some years when it’s hard to 
tell. But what I always feel good about is when we do 
something that I know is good. I work at the world’s 
best news organization, period, with more good writ¬ 
ers, more savvy, experienced correspondents, produc¬ 
ers and writers and technicians than any place in the 
business. The days where you feel terrific are when you 
know you’ve put up quality work. That’s much better 
than looking at Tuesday’s scoreboard when the ratings 
come out and saying well, we were up, down or in the 
middle. 

In some ways, do you feel liberated? 

Yes, yes. But make no mistake, I love this job. I’ve loved 
every second of anchoring, and I’ll savor every moment 
between now and March 9.1 never was a huge Bob Dylan 
fan. I don’t know what song of his it came from, but he had 
a line that said, “He not busy being bom is busy dying.” 
And professionally, I’m bom again. Don’t make that read 
in a religious sense, but essentially I’m a born-again going 
to 60 Minutes. I still think my best work is ahead of me. 

Throughout your career, you've been kind of a lightning rod 
for critics. Ever parse through what that’s all about? 

I don’t think much about it. But these things come to mind. 
In my first trip to Afghanistan in 1980,1 heard a saying: 
the dogs bark, but the caravan moves. And that’s been my 
attitude about criticism. You can’t do fiercely independent 
reporting and expect that everybody’s going to love you. 
Having said I’m not a big Dylan fan, I’m going to quote 
him twice. He has another song in which he said, “If you 
don’t believe there’s a price for this 
sweet paradise, just remind me to 
show you my scars.” And anybody 
who is determined to be an indepen¬ 
dent reporter dedicated to the truth, 
pull no punches, plays no favorites, 
you’re going to take shots. Nobody 
can do it perfectly. God knows I 
haven’t done it perfectly. But I’ve 
worked as hard as I know how, 
tried as hard as I know how to keep 
the faith of the CBS News tradition 
on the CBS Evening News. 

And I’m at peace with that, 
knowing flaws and all, mistakes 
and all, that I’ve given it my best, 
and I’ll continue to give it my 
best until March 9th. And then 
1 will throw myself into the two 
60 Minutes broadcasts, which in 
many ways are the last bastion of 
gutsy reporting in prime time. And 
I look forward to it. 

Ten years from now, when you're 

traipsing around the globe for 60 
Minutes, Is there still going to be 
three evening newscasts? 

Yes. I think there will be. The 
country needs them now more than 
ever. I’m very well aware of the 
school of thought that says they’re 
yesterday, they can’t survive. But 
that old Mark Twain line comes in 
handy here: Reports of the evening 
news death are premature. 

Is there some regret that the CBS 

What do you hope that people in the television business take 

away from 24 years of Dan Rather at the anchor desk? 

Independent reporting is a national necessity and a 
national treasure. Any place, any group of people who 
are trying to keep that light lit are practicing a form 
of patriotism that might not get recognized. Cynics 
may pooh-pooh it. But we know in that secret place 
behind our heart where we really are ourselves that it’s 
important work. We’re not important, but the work is 
important. And there are all kinds of pressures— rat¬ 
ings, demographics, political agendas, left, right, 
above and below. But it’s important that they keep the 
light burning for independent reporting and be fiercely 
independent when it’s called for. 

I felt that when I came into anchoring, and I felt it 
even stronger particularly post 9/11, that there’s always 
somebody around to say it needs to get softer, it needs 
to get more entertainment-oriented. But in the end, 
what counts is news that matters. ■ 
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“The 
Mobile 
Anchor” 
Rather was never 
content sitting behind 
the news desk 
By Andrew Tyndall 

In 1990, Rather anchored from the field 
on 66 of 260 weekdays. 

A
s CBS Evening News anchor, 
Dan Rather brought a dynam¬ 
ic style to the traditionally 
deskbound job. Replacing 
Walter Cronkite just as news¬ 

gathering became unshackled from the 
constraints of lighting and land lines, 
Rather led the newscast from the field. 
Dubbed “Gunga Dan” as a 60 Min¬ 

utes correspondent for his field work 
from Afghanistan, Rather continued to 
present himself as the lead field corre¬ 
spondent for Evening News instead of 
its New-York-bound newsreader. 
With Tom Bettag as his executive 

producer, Rather covered the collapse 
of the Soviet Union and dedicated him¬ 
self to following the global diplomacy 
of Mikhail Gorbachev. While he was in 
Beijing covering a Sino-Soviet summit, 
the 1989 Tiananmen Square protests 
began. Rather anchored a 48 Hours 
special in prime time from the square 
even before the tanks rolled in. 

The following year, 1990 was Rather’s most traveled year: He 
anchored from the field on fully 

66 of its 260 weekdays. That year 
featured Rather’s first one-on-one with 
Iraqi dictator Saddam Hussein on the 
eve of Desert Storm— a scoop, let’s not 
forget, he replicated in 2003 before the 
second U.S. war with Iraq. 
Rather was the anchor who asked 

the correct question of the soon-to-

be-deposed tyrant (whether he had any 
weapons of mass destruction; he got an 
honest, negative, answer). 

Besides diplomacy, Rather’s other 
signature reporting beat on the road 
was in the eye of a storm. He pioneered 
the techniques of eyewitness meteo¬ 
rology that are now commonplace on 
cable television news. Remember this 
hallmark quote from Hurricane Andrew 
in 1992: “What this was I do not know. 
It was three-quarters of a city block of 
something. Gone. Toys R Us has be¬ 
come Toys Were Us.” 

The announcement of Rather’s resig¬ nation feels like the end of the era. 
In truth, however, Rather has long-

since ceased being the action anchor¬ 
man, more at home in his trenchcoat 
than at the heart of a story. For several 
years Rather, now 73, has been more 
of a stay-at-home newsreader. 

For the first 10 years of The Tyndall 
Report's database ( 1988-97), Rather av¬ 
eraged 37 weekday evenings annually 
on which he anchored from the field (29 
for ABC’s Peter Jennings, 33 for NBC’s 
Tom Brokaw). 

Over the last seven years, Rather is no 
longer the Big Foot. His on-the-road aver¬ 
age has been cut almost in half, down to 
20 dates, in third place behind the other 
two (Jennings 22 and Brokaw 32). ■ 

Tyndall is publisher of The Tyndall 
Report, which monitors TV news. 

On the Front Lines of History 
published in Harper’s magazine implicates 
novelist Donald Barthelme.) 

A timeline of Rather’s career 

he folksy West Texas son of a father 
who was a oil-pipeline worker and a 
mother who was a waitress, Dan Rather

has been witness to nearly every 
important world and national event since 

Sept. 11,1987: The U.S. Open women's 
semifinal match runs long, delaying the 
beginning the CBS Evening News and anger¬ 
ing Rather, who walks off the set. When 
the match ends, CBS goes black for six 
minutes before Rather can be found. Critics 
and affiliates are irate. 

June 1993: Begins co¬ 
hosting Evening News 
with Connie Chung. 
That lasts until 1995. 

November 2000: Rather anchors the ex¬ 
traordinary Election Night that leaves all the 
networks confused about whether George 
Bush or Al Gore had been elected. Covering 
his fifth presidential election, Rather is on 
from 6 p.m. Nov. 7 to 10 a.m. Nov. 8. Early 
on, he tells viewers, "Let's get one thing 
straight right from the get go. ... If we say 
somebody has carried a state, you can pretty 
much take it to the bank, book it, that it's 
true." Turned out not so for CBS or others. 

January 1988: Rather becomes anchor 
and reporter for the new 48 Hours. 

August 1990: Rather 
interviews Saddam 
Hussein months prior 
to the first Gulf War. 

joining CBS in 1962. He has covered wars 
and civil strife in Bosnia, Iraq, Haiti and, of 
course, Vietnam; interviewed political leaders 
around the world; and anchored six presiden¬ 
tial Election Nights. 

1968: As a floor reporter at the 
raucous Democratic Convention 
in Chicago, Rather is roughed 
up by Chicago Mayor Richard 
J. Daley's security forces. CBS 
anchor Walter Cronkite calls 
the men "thugs,” but Rather, 
knocked to the floor, replies, 
"Mind you, Walter. I'm all right. 
It's all in a day's work.” 

March 19,1974: President Nixon, plagued 
by Watergate scandals, appears at a National 
Association of Broadcasters meeting in 
Houston. During a Q&A Rather, once again 
covering the White House, approaches the 
microphone and is greeted by applause and 
jeers. Nixon asks jokingly, "Are you running 
for something?” Rather responds, "No, sir, 
Mr. President. Are you?" Although the entire 
exchange is a non sequitur, several CBS affili¬ 
ates think the retort is disrespectful and urge 
CBS to fire him. After Gerald Ford becomes 
president, CBS replaces Rather at the White 
House. 

Nov. 22, 1963: A 32-year-old Rather, the 
Dallas bureau chief, reports the JFK assas¬ 
sination. 

1964: Rather promoted to Washington to 
cover the White House but is soon dis¬ 
patched to London and then 
Saigon in 1965-66. 

Jan. 25,1988: In a brief but contentious 
live interview with Vice President (and then-
presidential candidate) George H.W. Bush, 
Rather zeroes in on the Iran-Contra scandal 
and suggests that Bush's lack of knowledge 
means his role in the Reagan White House 
is "irrelevant.” An agitated Bush says Rather 
duped him by dwelling on the scandal rather 

than his candidacy. 

January 1999: Rather 
becomes correspon¬ 

dent for 60 Minutes II. 

September 1975: Becomes correspon¬ 
dent on 60 Minutes, until 1981. 

April 1980: Rather sneaks into Afghanistan 
dresses as a peasant, to report on rebels 
fighting the Soviet Union. The Washington Post 
dubs him Gunga Dan, a moniker that sticks. 

March 9,1981: Rather debuts as anchor 
and managing editor of the CBS Evening 
News, replacing Cronkite and beating out 
Roger Mudd for the job. 

September 1982: Feeling that Rather 
didn't appear as "warm” as the avuncular 
Cronkite, CBS suggests he wear sweaters on-
air to soften his image. Ratings improve. 

Oct. 4,1986: Rather reports being beaten 
on a Manhattan street by a man who keeps 
repeating, "What is the frequency, Kenneth?” 
For years, the story remains a mystery—and 
eventually becomes the basis of a hit song 
by R.E.M. In 1997, William Tager, by that 
time serving a 25-year sentence for killing a 
Today show stagehand, told psychiatrists he 
thought the media was beaming signals to 
him. Rather, looking at mug shots, confirms 
it's the attacker. (But an alternative theory 

December 2000: Rather is first anchor to 
interview outgoing President Clinton. 

February 2003: Rather has exclusive in¬ 
terview with Iraq's Saddam Hussein, just two 
months before the U.S. invades. 

April 29,2004: Along with The New Yorker 
magazine, Rather and 60 Minutes uncover U.S. 
military abuses of Iraqi prisoners at Abu Ghraib. 

Sept. 8,2004: A Dan Rather report on 
60 Minutes’ Wednesday edition ques¬ 
tions whether President Bush's National 
Guard duty and produces documents that 
suggests he was given preferential treat¬ 
ment. Experts say documents are dubious 
because typewriters of that era couldn't 
produce the lettering shown in the memos. 

Sept. 20, 2004: CBS News acknowledges it 
cannot verify the documents and appoints an 
independent review. Rather apologizes. 

Nov. 24, 2004: CBS says Rather will 
relinquish his post as anchor of The CBS 
Evening News, on March 9, 2005, his 24th 
anniversary as anchor. He'll stay as a cor¬ 
respondent for 60 Minutes. 
—Compiled by P.J. Bednarski 
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See Spot Run-or Not 
DVRs impact ad viewing, but is it time to panic? 

research and and director 

2004 data, 

of DVRs in 
commercial 

US director of strategic 
analysis, OMD USA, 
thinks the industry is 
panicking prematurely. 
A big problem with the 
stats, she says, is that 
they are guesswork. 

mark the impact 
terms of total 
losses. 
Citing April 

of audience analysis at 
Magna. 
Sternberg contends 

that the biggest threat 
to advertisers isn’t the 
impact of DVR be¬ 
havior on commercial 

ways fast-forward commercials when 
watching recorded shows. This rises 
to 72% among people who’ve had a 
DVR for a year or longer,” says Steve 
Sternberg, executive vice president 

AD INFINITUM 
By Joe Mándese 

exposure but Madison Avenue’s abil¬ 
ity to track it. "DVRs only become a 
major threat to advertisers if we can’t 
measure how people use them,” he 
says. 
If advertisers can discern who is 

watching when, for how long and 
what is being fast-forwarded, Stern¬ 
berg believes, the industry will simply 
adapt to new benchmarks and viewing 
patterns. 

Even though Nielsen plans to incor¬ 
porate DVR households in its national 
and local ratings samples in 2005, the 
ability to accurately measure DVR us¬ 
age may be a long time off. That’s be¬ 
cause the data is incomplete, Uyenco 
says, and will use differing and, in 
some cases, questionable methods to 
obtain results. Nielsen will apply “ar¬ 
cane” editing rules likely to obscure 
the impact of DVR usage on TV ad 
exposure. 
While many Madison Avenue media 

buyers were dubious about Nielsen’s 
plan to begin measuring DVR usage in 

its national ratings sample next 
— year, they were shocked by the 

research firm’s plans to measure 
DVR usage in most of its local 
markets. 

The plan calls for the use of an 
“eight-day diary,” in which a 

—■ member of each DVR household 
would record how household 

There is no technology that can accu¬ 
rately measure the real impact of DVRs 

on TV commercial exposure. 
Both studies are essentially 

snapshots of DVR users pro¬ 
jected onto the larger U.S. 
TV population. But DVR 
behavior can alter radically, 
Uyenco notes, based on sev¬ 
eral variables: the type of 
DVR a person uses—TiVo 
vs. one provided by a cable or 
satellite operator; how long the 
subscriber has had a DVR; and 
the demos and lifestyle of the 
DVR household. 

“The reality is that people have been skipping commercials since the 
1950s, yet [advertisers] keep spending more money on television.” 
JON MANDEL. MEDIACOM 

television advertising to adjust for the 
ads that haven’t been seen?” asks Jon 
Mandel, chairman of Grey Worldwide’s 
MediaCom unit. “The reality is that 
people have been skipping commercials 
since the 1950s, yet [advertisers] keep 
spending more money on television,” 
he says. 
And even with DVR impact, is it 

realistic to think advertisers will aban¬ 
don TV? Where else can they reach 
such a large audience at one time? 

Print, Mandel claims, has TiVo 
problems, too. “It’s not just elec¬ 

tronic,” he charges. “It’s your fingers 
flipping by ad pages.” 

Meanwhile, the studies’ findings have 
come under fire. 

Beth Uyenco, senior vice president, 

Zenith’s projects surpassed 
Starcom’s. Based on the 
same 3.5% penetration rate, it 
claims DVRs “must have de¬ 
stroyed about 2% of the U.S. 
spot audience so far.” 
Interpublic’s giant TV ne¬ 

gotiating unit, Magna 
Global USA, is even ■“ 
more pessimistic. It 
released a “worst-case 
scenario” analysis of 
what it called “custom 
Nielsen data,” indicat¬ 
ing that the amount of 
commercial time be-

otably, Zenith and 
Starcom differ in 
their findings. 
The Starcom re¬ 
port came from 

research that ESPN/ABC 
Sports presented during a 
recent Advertising Research 
Foundation workshop, indicat-

M
adison Avenue 
knows that view¬ 
ers skip TV ads 
when they use 
digital video re¬ 
corders ( DVRs). 
Now some of 

the biggest media shops are putting 
hard numbers on the loss. Although 
DVR penetration is relatively low— 
only about 4% of U.S. TV households 
have them, according to Nielsen— the 
impact is significant in terms of view¬ 
ers’ skipping spots. 

And the problem is growing. 
Last year, Chicago-based TV 

buyer Starcom released find¬ 
ings of a study it conducted 
with TiVo about TiVo subscrib¬ 
ers. It estimated that, based on 
a penetration of 3.5% of U.S. 
households, 1.3% of TV spots 
were being skipped nationwide 
due to DVR usage. 

But in June, media power¬ 
house ZenithOptimedia Group 
issued the first study to bench¬ 

ing zapped by DVRs would rise to 4% 
next year and 17% by 2010. 

A
 second dilemma is how 
the ad industry’s top me¬ 
dia buyers can calculate 
an effective CPM (the 
cost-per-thousand rate 

advertisers pay to place ads) when 
DVRs are thrown into the mix. Even¬ 
tually, they could try to renegotiate 
deals with telecasters based on what 
they estimate to be diminishing com¬ 
mercial audiences. Or they can simply 
factor it into their advertising-cost 
estimates. 

“Should people take money out of 

SPOT CHECK 

Madison Avenue estimates 
losses due to DVRs 

PERCENT 
OF TOTAL 

YEAR SOURCE SPOTS 

2003 Starcom 1.3% 

2004E ZenithOptimedia 2.0% 

2005E Magna Global USA 3.8% 

2010E Magna Global USA 16.9% 

E - estimated 

SOURCE: Company reports derived from analyses of 
proprietary research and Nielsen Media Research esti¬ 

mates, except for Starcom, which collaborated with TiVo 
on a 2003 DVR-subscriber study 

ing that consumers who get their DVRs 
from a cable or satellite operator are 
less likely to zap commercials than 
people who regularly use TiVos. 
The research suggested that, as a 

greater percentage of U.S. households 
begins subscribing to DVR services 
via cable and satellite companies, the 
levels of commercial-skipping should 
moderate. 

But that result contradicts the Mag¬ 
na study released last week, which 
showed that commercial-skipping 
grows the longer consumers have a 
DVR. 
“About 56% of those who’ve had a 

DVR for less than a year say they al¬ 

members utilized their DVRs over an 
eight-day period. 

“It’s ludicrous to use a paper and 
pencil medium to measure how people 
use a digital medium,” says Tony Jar¬ 
vis, a member of the executive com¬ 
mittee of the Advertising Research 
Foundation. 

U
yenco concurs: “If we’ve 
had a hard time with 
diaries keeping track 
of regular TV viewing, 
what makes Nielsen 

think it can use paper diaries to mea¬ 
sure what’s going on with even more 
dynamic viewing via DVRs?” ■ 
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SBC Plans a Network Overhaul 
Telco giant sees enhanced IP service as competitive wedge against cable By Ken Kerschbaumer 

n a bold bid to remake its net¬ 
work to deliver TV over the 
Internet (IPTV), phone giant 
SBC struck a 10-year, $400 
million deal with Microsoft. 
By the end of 2005. SBC 
expects to begin rolling out a 

four-tier IP-based video, phone, cellular 
and data service. SBC thinks this option 
gives it a competitive edge against the 
triple play of voice, video and data of¬ 
fered by cable operators. 

‘Our intent is more than just cutting 
prices and hoping we get 
market share,” says Jeff 
Weber, SBC’s vice presi¬ 
dent, product and strategy. 
The goal is to attract sub¬ 
scriptions through added 
service. 

In order to offer the en¬ 
hanced IP service, SBC, 
the nation’s second-largest 
phone company, will spend 
nearly $4 billion digging 
up roads to lay ADSL2 
fiber so it can deliver 20-
25 Mbps of data to homes. 
Those settings provide enough power 
to deliver SD and HD cable services, 
voice and data. 

But Dave Spear, executive vice presi¬ 
dent, strategy and market development 
for Cedar Point, whose switch-based 
voice-over-IP (VoIP) technology is 
designed for cable systems, believes 
those build-out requirements will be a 
strain. “It’s going to be tough,” he says 
of SBC’s plan. “Cutting through the 
streets and getting right of access to the 
street can be complicated.” 

Still, once that initial buildout is com¬ 
plete, IPTV could change the nature of 
the medium. IP places data, voice, and 
video services on the same signal¬ 
transportation platform. “This changes | 
the ground rules in terms of the types 
of service that can be provided,” says 
Ed Gracyzk, Microsoft TV Group. With 
the TV and set-top boxes sitting on the 
same network and using the same lan¬ 
guage as a PC, gaming consoles, mobile ! 
phones and other ground-breaking ser¬ 
vices can be added. 

haring the same IP infra¬ 
structure means systems 
can also communicate with 
each other. For instance, a | 
football fan stuck in traffic 

when the big game begins could send 
a text message from a cellphone to his j 
DVR telling it to begin recording. Or a 
couple tired of sitting in front of the liv¬ 
ing-room TV could redirect a program 
on the DVR into the bedroom. 

That connectivity spells more opportu¬ 
nity for TV stations and networks, too. 

“A network like HBO could send 
out a 30-second clip to a cellphone, 
and then the person could dial back 
into the DVR,” says Gracyzk. In addi¬ 
tion, an IP-based switched-architecture 
technology is far more efficient in terms 
of bandwidth than the traditional cable 
plant, since it delivers only the chan¬ 
nel requested to the viewer. A cable 
plant broadcasts every channel to the 
subscriber’s home at all times. 

In SBC’s case, all content will pass 
through Microsoft servers located at 

video-distribution points 
that serve a certain neigh¬ 
borhood or town. Micro¬ 
soft Foundation software 
will provide the electronic 
programming guide and 
user interface through 
which viewers access the 
channels. 

Conceivably, an operator 
could offer more than 1,000 
channels on the program 
guide, says Gracyzk. The 
number doesn’t affect how 
much bandwidth is needed 

into the home. To ensure that the ser¬ 
vice is bandwidth-efficient, it employs 
Windows Media 9 advanced video¬ 

compression format. That 
format typically needs half 
the bandwidth of video cur¬ 
rently used in MPEG2. 

In addition to the mega¬ 
channel listing, there is an 
opportunity to explore other 

I services: video teleconfer¬ 
encing over the television 
set, retrieval of voice mail 
through the TV, forward¬ 
ing calls to phones outside 
the home. Meanwhile, TV 
networks and stations can 

I investigate a new level of 
two-way interactivity. 

“This is clearly a better 
two-way platform than anything on the 
market,” says Weber. “And as content 
providers look to do more interesting 

I iTV applications, we’re clearly the | 
j platform that makes the most sense.” 

In fact, SBC and other telcos are em¬ 
bracing IP-based delivery of video sig¬ 
nals for a bottom-line reason: survival. 
They’ve seen their traditional phone-

I line business snatched away by wireless 
j companies, and now cable operators are 

going after digital-phone service. 
“Cable is very bullish right now,” j 

says Spear. For the telcos, the trick is 

Fiber optics deliver data to homes. 

not just offering the service. It’s turning 
the service into a business. 

But some industry insiders remain 
skeptical. “The cable industry’s flex¬ 
ibility to offer new services is superior 
to the telcos’, so I think they’re going 
to capture [the triple-play] market and 
capture it quickly,” says Spear. 

C
ompanies like Cedar Point 
are working with cable 
operators to ready VoIP 
services. Every month, 
the telcos lay fiber that the 

cable companies can use to sign up new 
voice customers. 

More important, the cost for cable 
operators to add voice is small com¬ 
pared with the costs telcos will incur for 
launching video services. (Deploying 
voice services typically requires about 
$150 per subscriber; video services are 
usually $600.) The cost a distributor pays 
for a cable channel is closely tied to the 
amount of distribution: more distribution, 
lower cost per subscriber. “Content-wise, 
the telcos will have more expensive nego¬ 
tiations than the MSOs,” adds Spear. 

Whether the telcos can pull off the 
triple play remains to be seen. One 
thing, however, is certain. During the 
next 12 months, both telcos and cable 
companies will embrace IP technolo¬ 
gies. “It’s all about broadband and send¬ 
ing packets and bits,” says Spear. “The 
world is going IP everywhere." ■ 

TELCO TV SNAPSHOT 

UPSIDE 

Flexible IP-based infrastructure 

More channel capacity_ 

Consumer trust 

DOWNSIDE 

Spending billions on fiber 

IPTV technology unproven 

Higher costs, lower margins 

[For the telcos, the trick is not just offering the service. It’s turning the service into a business. 

GUIDE 8 

THU 11/22 8:00 PM 8:30 PM 9:00 PM 

1 REC Deep Blue Sea Recorded 

2 VOD Seabiscuit Video Sto 

3 HBO Sex and the C Curb Your Ent Six Feet I 

4 KGO Mountain View Plot Less Thar 

5 KRON Friends Will & Grace ©j Scrubs 

6 KPIX ◄ Lord of the Rings: The Fellov CSI: Crim 

Mountain View Plot 
8:00 - 9:00 PM TV-PG 

Drama (1995). "The Legal Hussle" -
reviews the defense attorney crede 
and finds the last missing link for hi 

All SBC content will be posted on Microsoft's electronic programming guide. 

Ed Gracyzk, Microsoft 
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TECHNOLOGY 

Fast and Easy 
Emmis uses Cisco IP gear to speed delivery of news and ads By Ken Kerschbaumer 

n the late 1990s, Cisco Sys¬ 
tems was a darling of the In¬ 
ternet boom. Five years later, 
it’s holding similar sway with 
broadcasters. 
Emmis Communications is 

the latest to embrace Cisco 
routing and networking technologies. 
With the group’s 25 TV and 22 radio 

easily. Emmis has set up Private Video 
Networks (PVNs) on the WAN, making 
it possible for traffic and sales personnel 
to dial in from outside the network and 
watch digitally stored confidence feeds 
to ensure that a spot ran properly. 

But that’s just the beginning, says 
Marty Draper, Emmis vice president 
of corporate engineering. For example, 

a combination of microwave and three 
45-Mbps DS-3 fiber links at $45.000 a 
month. 
Also, an IP-based system removes 

the reliance on satellites for content 
distribution across the country. Cisco 
Systems Corporate Marketing Manager 
Marc Froemelt says the system offers 
more reliability than satellite, which can 

The Cisco router, right, quickly converts audio and video signals into files, which can be easily transferred. At left, the system installed by Emmis. 

stations more closely aligned then ever, 
Emmis has married traditional broad¬ 
cast engineering and IT. 

“Those two areas have truly con¬ 
verged,” says Curtis Taylor, Emmis 
chief information officer. “There’s no 
more engineering and IT department. 
It’s now just the tech department.” 

That’s thanks, in part, to Cisco gear. 
Based on Internet Protocol (IP), where¬ 
by video and audio signals are convert¬ 
ed into files and then transferred across 
the group’s wide-area network (WAN), 
it makes a broadcast facility faster and 
more nimble, says Taylor, making it 
easier to access data. 

The Cisco gear includes 3,550 rout¬ 
ing switchers at the stations. Devices 
at Emmis stations are hooked into the 
router via Ethernet plugs. Once con¬ 
nected to the router, the device can then 
exchange data, audio and video files 
with other equipment on the network. 
Tandberg encoders and decoders also 
play a part, helping get content distrib¬ 
uted as files by prepping it for ingest 
onto content servers. 

This slick connection gear has practi¬ 
cal application to daily broadcast life. 
The traffic and sales department can 
now react to changes more quickly and 

what if a baseball game requires an 
alternate traffic log? That can now be 
changed without having to make a trip 
into the station, he says. “The user con-

be disrupted by meteorological events. 
“Unless you’re an ABC or NBC with 
access to a satellite, you’re looking for 
alternatives,” he says. Cisco also has the 

[With a faster and more nimble broadcast facility, it’s a breeze to access data. 

nects to the PVN and tunnels into the 
traffic system to publish a new log.” 

Taylor says that same ease of move¬ 
ment will be used to move content. 

“Once it’s data, we can share it across 
any site,” he says. If there is a big story 
in Hawaii that may have national ap¬ 
peal, for example, Emmis will be able 
to get video and audio sent immediately 
to other stations. 

That fluidity is a boon to newsgather¬ 
ing, too. A news crew, instead of using 
microwave or satellite transmission 
from the field, could edit and complete 
a package, find a local WiFi hotspot, 
and send the content to the station. 

An additional plus is the cost saving. 
The new WAN uses three 100-Mbps 
Metro Ethernet links at a cost of $5,000 
per month. Previously, Emmis relied on 

ability to deliver every video frame, a 
major concern for broadcasters. 

F
or Emmis, the next phase is 
to educate every station on 
the impact of IP and every 
staff member, not just en¬ 
gineers, on the importance 

of strong IT skills. Indeed, jobs in the 
engineering department now require 
networking certifications and general 
knowledge of networking tactics. 

Says Taylor, “You can never under¬ 
estimate the value of training, which 
is spreading well beyond the tech 
department.” 

He believes that underscores the 
promise of IP: Using it can mean hap¬ 
pier advertisers, more timely news and, 
hopefully, higher ratings. ■ 

TECH Q&A 

On a Roll 
Pro-bel bores in on its 

core products 
Last November, U.S.-based graph¬ 
ics maker Chyron and U.K.-based 
router and automation maker 
Pro-bel severed ties. The move 
gave Chyron some well-needed 
cash, while Pro-bel got the chance 
to focus on its core products. Gra¬ 
ham Pitman, Pro-bel group chief 
executive, talked about the future 
of the industry with B&C's Ken 
Kerschbaumer. 

How has the year been since the break 

with Chyron? 

It’s been good. We’ve been able 
to focus on things on our own 
agenda. Today, we’re primarily 
about moving and managing con¬ 
tent, regardless of whether it’s a 
signal or a file. If you have it here 
and you want to move it there, 
we’ll do it. 

What's the impact on traditional rout¬ 
ing companies with Internet Protocol¬ 

based transport? 

It’s quite interesting. When 
you get down to details, they’re 
focused on workflow in the new 
IP environment but don’t pay 
enough attention to the holistic 
picture. Most still have a large 
signal-based infrastructure for 
moving signals around, as well 
as an IP-based architecture. And 
at IBC [the International Broad¬ 
casting Convention], we actually 
launched a router that will allow 
a facility to mix a file-based 
architecture with an IP-based 
architecture. It’s still a research 
project, but it will help make the 
migration. 

Is the holistic approach for everyone? 

It depends on where the broad¬ 
caster comes from. Some are 
heavily file-based. It depends on 
the type of content they play. 

When you hear IP, the name Cisco is not 

far behind. Do they have an advantage? 

They do dominate the IP-router 
space. While we have switching 
in our router, their routers don’t. 
We need to figure out how to get 
between one world and the other. 

Will there always be a need for tradi¬ 

tional routing switchers? 

There’s no doubt networks and 
files are the way of the future. The 
conventional switching architec¬ 
tures will disappear. 
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SPECIAL REPORT 
CLOSE UP: DIRECTV 

Whatever 
It Takes To 
Get Ahead 
News Corp, plays to win with DBS service 
By Paige Albiniak 

w ith 13.5 million subscribers, DirecTV has pushed ahead 
to become the second-largest 
multichannel provider in the 
country, behind only Com¬ 
cast. But in an extremely 
competitive environment 

it’s going to need every bell and whistle to wrest sub¬ 
scribers from cable and EchoStar's Communications’ 
rival Dish TV. 

Rupert Murdoch’s News Corp., which since Janu¬ 
ary has owned 34% of DirecTV, isn’t backing away 
from the battle. It is out to win, and win big. DirecTV 
is pouring money into upgrading its service, offering 

“One of the reasons DBS 
has gained so much share 
from cable is because it’s 
frankly a more attractive 
consumer offering,” says 
Todd Mitchell, media and 
entertainment analyst for 
Blaylock & Partners. “That’s 
due to two components: more 
channels for less money, and 
more variety. And their set-
top boxes are just better than 
cable’s. They got DVRs out 
first and theirs are better.” 

everything from TiVo to NFL game packages to up¬ 
graded HDTV capability in order to woo subscribers. 

DirecTV’s partnership with TiVo allows customers 
to get a digital video recorder that is integrated into 
their receivers. DirecTV research shows that customers 
who have DVRs buy more premium services and also 
turn over, or churn, at a lower rate. 

“We are deploying a number of services that help viewers organize 
their day and give back the most valuable thing they have, which is time.” 
ERIC SHANKS, DIRECTV 

DVRs are so important to DirecTV’s strategy that 
CFO Mike Palkovic says, “Rolling a truck in and giv¬ 
ing a customer a DVR upgrade is a good thing to do. 
It costs you money during the quarter, but you get an 
increased revenue stream immediately.” 

As DirecTV pushes into more high-definition offer¬ 
ings, it has started to offer subscribers an HD DVR for 
$999 retail. Sales of the box are currently slow, but HD 
remains a technology that has yet to catch on. 

D
irecTV is banking on HDTV. It has plans 
to launch satellites that will provide cus¬ 
tomers with their local broadcast stations 
in high-definition. Two satellites previ¬ 
ously used to offer business-to-business 

broadband are being converted to video satellites, 
and service should be available from those satellites 
by next summer or fall. By 2007, DirecTV will have 
two more local HD satellites up and running. All that 
comes at a cost of $1 billion—not cheap, but worth it, 

says Stephanie Campbell, DirecTV’s executive vice 
president of programming. 

“It’s the competitive factor,” Campbell says. “We see 
high-definition as the way forward.” DirecTV assumes 
that cable will carry stations' high-def offerings and is 
preparing now for the competitive onslaught. 

One big question: How much content will eventually 
be broadcast in high-def? 

“It's a complicated process to get started," Campbell 
says. “We’ll have to go market by market and figure 
out who is broadcasting in digital and how much of 
that is high-def.” 

In the meantime, DirecTV isn’t shuffling its feet 
waiting to implement new features to give it a competi¬ 
tive advantage over cable and EchoStar. That’s because 
virtually every new DirecTV customer is being wooed 
away from a competitor. 

Earlier this month, DirecTV announced a five-year, 
$3.5 billion extension of its deal with the National Foot-

Continued on page 26 
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SPECIAL REPORT 
CLOSE UP: DIRECTV 

Whatever It Takes 
Continued from page 25 
ball League. DirecTV offers NFL Sunday Ticket, which 
gives premium subscribers every NFL game every week 
throughout the season for a $265 annual rate. 

Analysts say the deal is too expensive to be profitable. 
“This announcement, we believe, is a 
short-term negative for the equity for 
several reasons,” says Morgan Stan¬ 
ley analyst Benjamin Swinburne in a 
research note. “First, it likely dilutes 
near-term [cash-flow] growth and 
long-term [cash-flow] margins, at least 
through the end of the new contract. 

“Second, it signals to the market that 
DTV management may not be focused 
on profitability, but rather has a more 
narrow-minded focus on subscriber 
growth. Third, it feeds the ‘bear’ thesis 
on DTV that controlling parent Fox 
is focused on building as large a sub¬ 
scriber base as possible to the benefit 
of its programming assets. Finally, it 
implies the market will have to wait 
longer than previously expected to see 
evidence of DirecTV’s earnings power.” 

alkovic disagrees with Swinburne and says 
DirecTV always has at least broken even or 
profited from its NFL package. 

“Some of the customers who take that 
package are our best customers,” he says. 

“I’m not only breaking even, I’m protecting my most 
lucrative customer: the high-end sports fanatic that’s 
got the lowest churn and the highest [average revenue 
per user] in the industry.” 

With NFL Sunday Ticket secured, DirecTV now 
wants to add original channels; it’s building studios 
at its Los Angeles headquarters so that it can create its 
own programming. 

“I don’t think we are going to be producing episodic 
dramas like The Shield. But we’re not going to be afraid 

to produce content that we need,” says 
Eric Shanks, senior vice president of 
advanced services and content. 

Besides the Sunday Ticket channel, 
DirecTV also will launch three “Mix” 
channels in 2005 as guides to various 
genres. For example, the News Mix 
channel will show mini-screens of 
CNN, Headline News, MSNBC, Fox 
News Channel and other news channels 
offered with the service. The subscriber 
will use a remote to select the desired 
channel from those screens. DirecTV 
also is launching Kids and Sports Mix 
channels. 

“In an effort to really rise above the 
crowd in terms of providing the best 
television experience, we found that 
the more choices you give people, the 

harder it is for them to find what they want to watch 
on television,” Shanks says. “So we are deploying a 
number of services that help them organize their day 
and give back the most valuable thing they have, which 
is time.” 

DirecTV is working to stay competitive by teaming 
with phone companies Verizon, Bell South, Qwest and 
Cincinnati Bell to offer a voice, high-speed data and 
video bundle in one package. 

Those agreements are just starting to kick in, but 
in the third quarter, the telcos brought an additional 

75,000 subscribers to DirecTV. Now, however, 
some telcos are dipping into the television business 
as well, making potential partners into potential 
competitors. 

DirecTV still likes the tie-in with telcos. While Di¬ 
recTV and EchoStar each have had relationships with 
telcos over the years, “it’s different this time around,” 
says Steve Cox, DirecTV’s executive vice president 
of sales and distribution. Some phone companies, he 
says, will bundle DirecTV with phone service “with 
minimal to no upfront cost [to customers]. And when 
we originally launched with the telcos, we didn’t have 
local channels.” 

Palkovic is bullish on the telco connection, too. 
“Cable has an advantage today by delivering a single 
network connection into your home,” he says. “Are 
they having success with it? We saw from our num¬ 
bers this quarter there are 1.1 million customers that 
came to our platform. So the cable bundle isn’t getting 
it done for everyone.” 

A
nalysts are uncertain that consumers 
will ultimately prefer the DirecTV/telco 
package to cable’s offering. “With all 
three products coming in through the 
same pipe, it’s easier to converge those 

things. It’s more difficult for the satellite guys to con¬ 
verge their offering with the phone infrastructure,” 
Blaylock’s Mitchell says. 

But according to DirecTV, it’s far too soon to tell. 
“I’ve always had a lot of confidence in our ability to 
keep up with the competition technologically,” says 
DirecTV’s Campbell, “especially with the talent that 
News Corp, brought to the table and the entrepreneur¬ 
ial spirit that they have. We’re going to stay in it by 
hook or by crook.” ■ 

Growth Comes at a Cost 
DirecTV is growing but needs expensive customer incentives to do it 

the DBS or cable business is 

nee Rupert Murdoch finally got his hands on DirecTV, the 
mandate was clear: Acquire customers at the fastest pace pos¬ 
sible. So far, DirecTV is achieving that but at the expense of 
short-term profitability. That has analysts on alert. 

W Getting new customers in 
tough sledding. Virtually 
everybody who is going to 

buy cable or DBS has already done it, so DirecTV 
has to spend heavily on persuading customers to 
switch. And to get them to stay, it has to spend 
millions in upgrading equipment. That is all 
expensive. 
DirecTV doubled its spending on customer 

retention and marketing to nearly $1 billion in 
2004. That includes making good on such offers as 
providing a free receiver for every TV in the house 
and upgrading users’ TiVo digital video recorders 
(DVRs) as technology improves. While that in¬ 
creased spending has boosted growth, it has also 
cut into profits. 

From a growth perspective, spending works. The 
third quarter was the first time the company added 
more than a million new subscribers. The company, 
which took in $10.1 billion in revenue in 2003, had 
13.5 million subscribers as of Sept. 30. 

But that figure takes a little explaining. Because 
of customer churn, one of cable’s and DBS’ biggest 

problems, DirecTV lost 725,000 customers during the same period, giving it a net 
gain of 456,000 new users. 

It’s the bane of the business, customer churn. DirecTV’s churn rate is 1.67% a 
month. By comparison, its DBS competitor, EchoStar, had a churn rate of 1.77% 
in the third quarter. 

“We’ve now attained higher gross adds in five 
consecutive quarters, with each one establishing 
a new record at that time,” DirecTV CEO and 
President Mitchell Stern told analysts during the 
company’s third-quarter conference call. “Over the 
last 12 months, DirecTV has added about 1.8 mil¬ 
lion net subscribers, which is the largest number of 
subscribers we have ever added over any 12-month 
period.” 

But customers also cost money— in new equip¬ 
ment, marketing and efforts to retain them. Echo¬ 
Star spends less to grab a customer— $600 per 
subscriber versus DirecTV’s $617— in equipment, 
upgrades, special deals (like providing extra set-top 
boxes for other TVs in a home) and programming. 
Getting the churn rate and the customer-acquisition 
rate in balance is the name of the game. 

Multichannel providers like DirecTV base their 
business on keeping churn rates and subscriber¬ 
acquisition costs low, while keeping average rev¬ 
enue per unit as high as possible. DirecTV takes 
in an average of $66.50 per customer. At that rate, 
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it takes about six years to make money from a sub¬ 
scriber. That’s too long for many analysts. 

“That’s their business model, but the market doesn’t 
seem to be too fond of it,” says Andy Baker, a media 
analyst for Cathay Financial. “They were doing a good 
job with profitability, but then Murdoch arrives on the 
scene and says do a land grab and get subscribers at 
any cost.” 

S
till, even with these economics in place, ana¬ 
lysts put the company’s return on investment 
at about 33%, and that’s good news for any 
business. Whether that figure will continue 
depends on a continued low churn rate or 

lower costs for getting customers. 
“No matter how you slice it, the multichannel¬ 

video market is a mature market,” says Cannon Carr, 
executive director and senior analyst at CIBC World 
Markets. “It’s more difficult to find profitable and 
desirable customers, and it’s getting more expensive 
to win subscribers. If Rupert Murdoch wants heavy 
growth, he’s going to have to spend heavily to do 
it.” 
Analysts and executives peg much of DirecTV’s 

growth to the company’s rapid rollout of local chan-

“Over the last 12 months, DirecTV 
has added about 1.8 million net 
subscribers.” 
MITCH STERN. DIRECTV 

neis in local markets. DirecTV started the year with 64 
markets available, covering 72% of the country. Today, 
it offers 130 markets, covering 92%. 

Over the next three years, DirecTV plans to spend 
$1 billion to launch a local high-definition satellite ser¬ 
vice—an imperative if the company wants to stay com¬ 
petitive with cable. While that service may attract hard-
to-reach customers, it also will add to DirecTV’s cost of 
acquiring customers. Analysts are watching closely. 

DirecTV added more than 1.4 million subscribers— 
at exactly $1,000 per subscriber—when it closed ear¬ 
lier this year on the $1.4 billion purchase of DirecTV’s 
subscribers through Pegasus Communications and the 
National Rural Telecommunications Cooperative 
(NRTC) in August. 

T
hese aren’t typical DirecTV customers, 
says CFO Mike Palkovic. “When you 
are buying an existing subscriber base, 
particularly one that’s already connected 
to your billing system and requires no 

transition costs other than the acquisition dollars, 
that’s a guaranteed revenue stream from day one,” 
he explains. “And a lot of those customers,” he adds, 
“have been with Pegasus for years.” Some 20% of 
new customers come in with risky credit and end up 
churning out faster. 

But will DirecTV’s major effort to grab new sub¬ 
scribers pay off? 

“They are spending a lot of money to acquire these 
customers, and they are not going to see the benefits 
until down the line,” says Cathay Financial’s Baker. “If 

that customer leaves within five to six years, DirecTV 
lost money on that customer.” 

Adds CIBC’s Carr, “The incremental economics aren’t 
near as good as they were a year ago. Gaining market 
share Mid stealing share from cable is getting more expen¬ 
sive to do. That’s going to force companies like DirecTV 
and EchoStar to reevaluate their business plan.”—P.A. 
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Murdoch's 21-Year Quest 
That's how long it took News Corp, titan to gain control of a DBS operation 

M
aybe the les¬ 
son from Ru¬ 
pert Murdoch’s 
long attempt to 
control a U.S. 

satellite-TV company: Forget 
about partners. 

Murdoch began his attempt 
to build a U.S. satellite empire 
in 1983, when he tried to launch 
Skybrand, a satellite TV com¬ 
pany that was to offer rural con¬ 
sumers five whole channels. 
That first effort failed 

quickly because the company 

couldn’t acquire programming 
cheaply enough, and the Brit¬ 
ish press wrote off the U.S. 
TV business as too tough to 
enter. (Meanwhile, in 1983, 
Murdoch’s NewsCorp ac¬ 
quired a majority interest in a 
small British pay-TV offering 
that is now BSkyB, its most 
successful and innovative 
satellite TV company.) 
In 1990, News Corp, en¬ 

tered a $1 billion partnership 
with General Motors’ Hughes 
Corp., General Electric’s NBC 

and Cablevision to launch Sky-
Cable. The venture intended to 
offer customers 108 channels 
via satellite. But it wasn’t long 
before squabbling broke the 
partnership up, and it was back 
to the drawing board. 

Murdoch’s attempt, in 1995, 
to build his own satellite-TV 
company called American Sky 
Broadcasting, or ASkyB for 
short, looked bona fide. He 
hooked up with MCI World¬ 
Com, agreeing to pay half the 
$682.5 million to acquire one of 
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the few satellite slots that could 
cover the entire continental U.S. 
(shortened to CONUS). 
In return. MCI WorldCom 

was expected to pony up $2 
billion to get a 13% stake in 
News Corp, and a seat on the 
company’s board of directors. 
But it quickly became clear that 
News Corp, had no intention of 
letting MCI have management 
input in either company, and the 
relationship fell apart. 

In 1997, News Corp tried to 
combine ASkyB with Charlie 
Ergen’s upstart satellite-TV 
interest, EchoStar Communi¬ 
cations Corp. 

Even though DBS was hardly 
competitive with cable at that 
point, the combination was la¬ 
beled “Deathstar” by cable op¬ 
erators, because it would have 
joined together two powerful 
forces. It didn’t happen. Ergen 
and Murdoch did not get along, 
and the two moguls parted 
company as bitter rivals. 

Looking for a partner who 
was less interested in run¬ 
ning the company, Murdoch 
attempted to sell his assets to 
cable-backed satellite-TV com¬ 
pany Primestar for $1.7 billion. 
The Justice Department blocked 
the deal, citing concerns about 
allowing companies that owned 
cable networks to also own 
DBS distribution platforms. 

With nowhere else to turn, 
Murdoch ended up having to 
swallow a bitter pill, finally 
selling the ASkyB assets to 
EchoStar in 1998 for $1.1 bil¬ 
lion in cash and stock. As part 
of that deal, EchoStar dropped 
a $5 billion breach-of-contract 
suit it had filed against News 
Corp, when Murdoch pulled 
the plug on the partnership. 

Murdoch took a little break 
from the wild and woolly U.S. 
satellite industry while he 
waited for the regulatory and 
market environment to catch 
up with his ambitions. 
Overseas, in 1998, he ac¬ 

quired an 80% interest in a 
company called Stream Inter¬ 
national, now Sky Italia, for 
$118.8 million. 
News Corp, today owns 

100% of that company, one of 
two satellite-TV operations it 
has whole ownership of. The 
other is Asia’s Star TV. 

Murdoch became interested 

in the United States again when 
General Motors put DirecTV on 
the block in 2(XX). He endured 
grueling negotiations with the 
company for 18 months. 

But General Motors wanted 
more cash than News Corp, 
was willing to give, and Ergen 
saw yet another opportunity to 
thwart his rival. Surprising ev¬ 
eryone by raising enough capi¬ 
tal, EchoStar won a $26 billion 
bid for the company on Oct. 27, 
2001. It simply had to convince 
the government that the merger 

Buying DirecTV, Murdoch finally 
got a U.S. satellite operation. 

EchoStar’s Charlie Ergen: From 
partner to foe 

of the country’s only remaining 
satellite TV players wasn’t anti¬ 
competitive. 

But Murdoch didn't intend 
to let Ergen walk away with his 
prize. He assigned his lobbyists 
to walk the halls of Congress 
and the FCC until the deal—giv¬ 
en only a 35% chance of success 
in the first place—was dead. 

In December 2002, the Jus¬ 
tice Department ruled that an 
EchoStar-DirecTV combination 
would be anti-competitive. 

Four months later, on April 9, 
2003, GM accepted News Corp.’s 
offer to buy a 34% controlling 
stake in Hughes Electronics, 
DirecTV’s parent. In the end, 
Murdoch had his U.S. satellite 
company, finally sealing the 
DirecTV deal last January. 
It had taken him only 21 

years.—TÍA. 
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The Sporting Life 
ESPN’s Wolff takes the network franchise global By Melanie M. Clarke 

R
ussell Wolff defines 
the global sports ex¬ 
ecutive. As the EVP 
and managing direc¬ 
tor of ESPN Interna¬ 
tional, he oversees 
ESPN’s operations in 

190 countries and territories. Plus, he 
launched ESPN Radio in 13 nations. 
Since joining the sports network, he 
has been on a mission: to spread sports 
worldwide. 
A self-confessed TV junkie who 

spent his childhood watching sports 
every afternoon and evening, Wolff 
grew up in a home where sports was 
de rigueur. “It was always on,” says 
Wolff, who rooted for the Rangers, 
Knicks, Giants, Yankees and Mets. 

As a teenager in suburban New York, 
he was captain of the ice-hockey team. 
Even before graduating from Mamaro¬ 
neck High School, he worked as a pro¬ 
duction assistant with ABC Radio Sports 
for the 1984 Summer Olympics in Los 
Angeles. He then attended Dartmouth 
College, where he studied government 
and seriously considered a career in law. 
But by 1988. the sports bug was back. 
Wolff returned to ABC Radio Sports 
briefly as a venue operations coordinator 
for the Winter Olympics in Calgary. 

After getting his BA. Wolff devel¬ 
oped an interest in advertising and 
was recruited in 1989 as an account 
executive for the Leo Burnett Co. in 
Chicago. Three years into his advertis¬ 
ing stint, he decided to enhance his 
market value and earned an MBA from 
Dartmouth. 

By 1994, his grad-school decision 
had paid off. 

M
TV recruited him as 
director of market de¬ 
velopment for affiliate 
sales and marketing. “I 
loved MTV and learn¬ 

ing how to sell the product,” he says. 
Three years later, he married—and 

was offered a vice president post at 
ESPN Pacific Rim, with board seats on 
three ESPN joint ventures. Although he 
had to live apart from his wife for six 
months, he savored living abroad in 
Hong Kong and Singapore. “It’s great 
to live where you are a minority and 
learn a different culture. It’s altered the 
way I think about the world.” 

And that broader view has enhanced 
his business expertise. 

"He understands the need for the lo¬ 
cal relevance of our brand,” says Jodi 
Markley, senior vice president, ESPN 
international production, ESPN Classic 
and ESPN News, who has worked with 
Wolff since 2000. "Under [his] leader¬ 
ship, we’ve launched a lot of networks 

and brands into the local market.” 
For example, after his move from 

ESPN Pacific Rim to ESPN Star 
Sports, where he is chairman of the 
board, Wolff created ESPN Taiwan 
and Star Sports Taiwan. By 1999. the 
event-management arm of ESPN Inter¬ 
national was running the extreme-sports 

RUSSELL WOLFF 
Executive vice president/managing 

director, ESPN International 

B. April 23, 1967; Brooklyn, N.Y. 

EDUCATION 

BA, government. Dartmouth 
College, 1989; MBA, Dartmouth 
College, 1994 

EMPLOYMENT 

Production assistant, Summer 
Olympics, Los Angeles, ABC 
Radio Sports, 1984; venue op¬ 
erations coordinator, 1988 Winter 
Olympics, Calgary, Alberta; ABC 
Radio Sports; account executive, 
Leo Burnett Co.. Chicago. 1989-
92; director, market development, 
affiliate sales and marketing, MTV 
Networks, New York, 1994-97; vice 
president, ESPN Pacific Rim. Hong 
Kong, 1997-98; vice president, pro¬ 
gramming and event management, 
ESPN Star Sports, Singapore, 1998-
99; senior vice president, program¬ 
ming and event management, 
ESPN StarSports, 1999-2000; 
senior vice president, programming 
and marketing, ESPN International, 
New York, 2000-02; senior vice 
president, managing director, ESPN 
International, 2002-04; 
current position since November 

PERSONAL 

Married; two children 

FIFTH ESTATER 

competition X Games in Asia, the Asian 
Bowling Tour, plus the Singapore Open 
tennis tournament, accomplishments 
that got Wolff elevated to senior vice 
president in 1999. By 2002. he was 
tapped as managing director, and he 
was instrumental in bringing ESPN the 
Magazine to China. 

Business success aside, Wolff had 
to handle a personal crisis at home. 
In 2000, a family illness prompted a 
transfer to ESPN International in New 
York. 
Wolff’s personal work ethic meant 

that for two and a half months, he took 
21-hour flights from Singapore to New 
York every 10 days to “get the work 
done.” Still, he credits ESPN with un¬ 
derstanding his situation and allowing 
him the flexibility to work out a creative 
schedule. 

E
ver the international pro¬ 
moter, by mid 2001. Wolff 
had launched ESPN Clas¬ 
sic Sport in France and 
Italy. That meant he flew 

to London each Wednesday and back 
to New York on Friday for six months 
until the network was fully staffed and 
programmed. 

His latest challenge: ESPN’s popular 
show Pardon the Interruption is being 
duplicated in Australia, four new ver¬ 
sions of SportsCenter are premiering 
internationally, and Cronómetro (“Stop¬ 
watch”), similar to PTI, is debuting in 
Latin America and on U.S.-based ESPN 
Deportes. 

Although the international political 
climate has made global events tough¬ 
er to coordinate, Wolff is determined 
to return the X Games to Europe, 
grow ESPN Classic Sport beyond its 
37 European countries into the United 
Kingdom and establish wireless initia¬ 
tives in Asia. 

“One of the most impressive things 
about [Russell] has been the perfor¬ 
mance of the international division 
under his leadership,” says Lino 
Garcia, general manager, ESPN De¬ 
portes. “The network is tapping into 
a lot of the infrastructure that’s been 
developed, and he has coordinated it 
very well.” 

As Wolff scans the cricket bats, the 
five clocks set to different time zones, 
numerous family photos and signed 
pictures of Howard Cosell and Arthur 
Ashe that line his office, he beams. 
His career satisfaction is palpable. 
Says Wolff: “I know 1 am in the right 
job.” ■ 

FATES & FORTUNES 

BROADCAST TV 

ELLIOT SIMMONS, local sales manager, 
WLNY Riverhead, N.Y, promoted 
to VP/director, sales. 

JOE JOHNSTON, manager, sales mar¬ 
keting, KSTC Minneapolis, named 
director, marketing. 

CURTIS MILES, director, creative 
services and production, WVEC 
Hampton, Va., named creative ser¬ 
vices director, WVEC Durham, N.C. 

At KPIX San Francisco: MADDIE 
GRIGGS, account executive, named na¬ 
tional sales manager; NANCY P1NNELLA, 
account executive, TeleRep, San 
Francisco, named account executive. 

PETER NOLL, assistant manager, 
promotions, KCRA Sacramento, 
Calif., named director, creative 
services, KJRH Tulsa, Okla. 

PROGRAMMING 

ART COHEN, senior VP, ACTV, New 
York, named senior VP, ad sales, 
Turner Media Group, New York. 

CHRIS MCCUMBER, senior VP. on-air 
promotion, USA Network, New York, 
promoted to senior VP, marketing and 
brand strategy. 

NANCY KANTER. VP. original 
programming. Disney Channel, Bur-

Manish Jha 
ESPN/NAMIC 

bank, Calif., promoted to senior VP. 
At Starz Encore Group, Engle¬ 

wood, Colo.: EMILIO (CHECHE) 
MATA promoted from VP, creative 
services, to senior vice president, 
on-air promotion; RAY MILIUS. VP, 
technology, promoted to senior VP, 
programming operations; JAMES 
PORTER, executive director, post¬ 
production and operations, named 
VP, post-production and Broadcast 
Operations Center. 

At ESPN. Bristol, Conn.: JUSTIN 
CONNOLLY, director, business strategy, 
promoted to VP; LORI CONKLING, di¬ 
rector, national accounts, promoted 
to VP; JOHN PORIO. director, national 
accounts, Eastern division, promot¬ 
ed to VP, national accounts; ROBYN 
REMICK, executive director, affiliate 
sales, Eastern region, promoted to 
VP, integrated marketing. 

MARC BUHAJ. executive director. 
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programming and acquisi¬ 
tions, Turner Entertain¬ 
ment Networks Asia, 

Chuck Herring 
The Weather Channel 

Hong Kong, named VP, 
programming and schedul¬ 
ing, Cartoon Network and 
Boomerang. 

RON GERACI. VP. research. 
Nickelodeon, New York, 
named senior VP 

At The Weather Chan¬ 
nel, Atlanta: CHUCK HEARING, 
VP/general manager. The 
Weather Channel Radio 
Network, named VP/ 
general manager. Weather¬ 
scan; VICKI HAMILTON, senior 
VP. shared services and IT 
operations. The Weather 
Channel Companies, 
named general manager, 
The Weather Channel 
Radio Network. 

KEN LO, managing 
director. BDC & Co., 
Hong Kong/Shanghai, 
appointed VP, business 
development, Sony Pic¬ 
tures Television Interna¬ 
tional, Asia, Hong Kong. 

At Television Korea 24, 

Los Angeles: HEATHER YOON, 
manager, news/director, 
production and program¬ 
ming, Korean Broadcast¬ 
ing System (KBS), Los 
Angeles, named director, 
broadcasting; NANCY AHN. 
director, advertising sales, 
KBS Los Angeles, named 
director, advertising sales; 
JOHN H. CHI, VP. strategic 
marketing, Citynet, named 
director, marketing. 

JOURNALISM 

OLGA OSPINA, anchor. Eng¬ 
lish and Spanish news¬ 
casts, Independent News 
Network, Davenport, Iowa, 
named 5 p.m. anchor, 
K1ON Monterey, Calif. 

CABLE TV 

ROBERT E. SHEMA, regional 
senior director, govern¬ 
ment and community af¬ 
fairs, Comcast, Pittsburgh, 
named VP/chief operating 
officer, American Cable 
Association, Pittsburgh. 
At Charter Communica¬ 

tions, Southeast operat¬ 
ing division, Atlanta: JIM 
NEANDER, director, project 
management office for 
VoIP deployment, Cox 
Communications, Atlanta, 
appointed director, tele¬ 
phony operations; SHERITA 
CEASAR, VP/general man¬ 
ager, SciCare Broadband 
Services sector. Scientific 
Atlanta, Lawrenceville, 
Ga., appointed VP/general 
manager. Georgia opera¬ 
tions; BILL SWEENEY, direc¬ 
tor, sales and marketing, 
Charter operations, Bir¬ 

mingham, Ala,, promoted 
to VP, sales and marketing. 

CHRIS MELBY, regional ac¬ 
count executive, Comcast 
Spotlight, Indianapolis, 
promoted to local sales 
manager, Comcast Spot¬ 
light, Fort Wayne, Ind. 

Olga Ospina 
KION 

ADVERTISING/MARKETING/PR 

At Clear Channel: JULIE 
LANE, VP/manager, market¬ 
ing dimensions, Katz, Dal¬ 
las, named VP/associate 
managing director, market¬ 
ing business development 
team, Clear Channel Katz 
Advantage. Dallas; PAMELA 
GODFREY. VP/New York 
sales manager, named 
VP/associate managing di¬ 
rector, marketing business 
development team, Clear 
Channel Katz Advantage, 
New York; RAUL CALVO, 
VP, sales, Clear Channel 
Radio Sales Hispanic, New 
York, named VP/director, 
sales; TANYA BRAIDMAN. 
manager, Katz marketing 
dimensions, Clear Chan¬ 
nel Advantage, Chicago, 

promoted to VP/director, 
marketing advantage. 

KEVM MOORE, senior 
media buyer, Johnson & 
Johnson at Universal 
McCann, New York, named 
East Coast account execu¬ 
tive. PIC-TV. New York. 

ALLIES FIELDS 

MANISH JHA, senior VP. 
ESPN Mobile, elected 
president. National 
Association for Multi¬ 
ethnicity in Communica¬ 
tions (NAMIC), New York. 

Appointed to the board 
of directors at BroadLogic 
Network Technologies, 
San Jose, Calif.: MIKE 
HAYAS 4 , senior VP. ad¬ 
vanced engineering and 
subscriber technologies. 
Time Warner Cable; MARK 
LESCHLY, managing partner, 
Rho Ventures. 

Raul Calvo 
Clear Channel 

WHAT'S YOUR FATE? 

Send it to Melanie M. Clarke, 

editorial assistant, B&C (e-mail: 
meclarke@reedbusiness.com; 

fax: 646-746-7028; mail: 360 
Park Ave. South, New York, NY 

OBITUARY 

Veteran local broadcaster and 
co-founder of Young Broadcasting 
Corp. ADAM YOUNG died Nov. 15 of 
a stroke in Palm Beach, Fla. He 
was 91. 

Young, with 
his son Vin¬ 
cent, founded 
his namesake 
company in 
1986 with two 
stations. The 
operation is 
now a top-25 
station group 
with 10 sta¬ 
tions, includ¬

ing ABC, CBS and NBC affili¬ 
ates and independent KRON San 
Francisco. Vincent Young serves as 
its chairman. 

Adam Young started his media 
career at the age of 17, as a page 
for NBC Radio, where he worked 
the opening of Radio City Music 
Hall and NBC’s move to its current 
Rockefeller Center headquarters. 
He eventually became NBC’s top 
page. 

After a subsquent stint in NBC’s 
programming unit, he joined the 
research and promotions group 
and managed the New Amsterdam 
Theater at night for NBC. 

Young went on to start rep firm 
Adam Young Inc. He was a founder 
of the Station Representative Asso¬ 
ciation and served as its president 
from 1955 to 1957. 

He also served on the board of 
the Television Bureau of Advertis¬ 
ing from 1977 to 1980 and of the 
Radio Advertising Bureau. 

Young is survived by his wife of 
68 years, Margaret Kelly Young, 
two sons and a daughter.—M.C. 

Adam Young 

OveiiDri 
BroadcastEngineering 
2004 /J 

Production Control System 

Technology ool Practica video.com 

• Sophisticated productions 
• Error-free productions 
- Optimize staffing 
• Less staff training 

• "On-the-fly" changé' 
• Immediately air breaking events 
• Optional newsroom link 

tel: (613)652-4886 email: solutions© rossvideo.coi www.ross 

The pressure to produce 
more with less has never 
been greater. On-air 
devices are more complex 
and controlling the production 
can be a real challenge. 
OverDrive™ simplifies 
live production control 
with a simple and powerfu 
user interface. 
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THE PRIME TIME RACE 

Top 10 Basic Cable Shows 
No». 15-21 

SOURCE: Turner Entertainment Research, Nielsen Media 

Research 

PROGRAM DATE NET HHS 

L NFL: Packers vs. Texans 11/21 ESPN 7.4 

2. College Football Prime Time 11/20 ESPN 3.9 

3. NFL Prime lime 11/21 ESPN 3.6 

4. WWE Raw 10p 11/15 SPIN 3.5 

5. WWE Raw 9p 11/15 SPIN 3.4 

6. SpongeBob SqrPants 9:30a U/20 NICK 32 

7. SportsCenter 11/21 ESPN 31 

7. law 8 Order SVU 10p U/20 USA 31 

7. Mv: The Wool Cap 11/21 TNT 31 

10. Law & Order 9p 11/16 TNT 3.0 

10. SpongeBob SquarePants 9a 11/20 NICK 3.0 

10. Fairly OddParents 10:30a 11/21 NICK 3.0 

10. Fairly OddParents 10a U/20 NICK 3.0 

10. SpongeBob SqrPants 9:30a 11/21 NICK 3.0 

PROGRAM DATE NET HHS 

1 NFL: Packers vs. Texans 11/21 ESPN 5.5 

2 WWE Raw 10p 11/15 SPIN 2.7 

2. NFL Prime Time 11/21 ESPN 2.7 

4. College Football Prime Time 11/20 ESPN 2.6 

4. SportsCenter 11/21 ESPN 2.6 

6. WWE Raw 9p 11/15 SPIN 2.5 

7. Real World XV U/16 MTV 22 

7. Sportscenter 11/20 ESPN 22 

7.CSI8P 11/15 SPIN 22 

10. South Park 11/17 COM 21 

Broadcast Networks 
Nov. 15-21 

WEEK STD 

SOURCE: Nielsen Media Research 

L CBS 10.0 9.6 

2. NBC 7.9 7.5 

3. ABC 7.5 7.3 

4. FOX 4.8 6.9 

5. UPN 31 27 

6. WB 2.8 29 

7. PAX 0.5 0.5 

WEEK STD 

L CBS 5.7 5.4 

2 NBC 52 5.0 

1 ABC 51 5.0 

4. FOX 3.8 4.9 

5. UPN 22 2.0 

6. WB 21 21 

7. PAX 02 02 

Top 10 Broadcast Shows 
WEEK 

L CSI CBS 2U 

2 Desperate Housewives ABC 161 

2 CSI: Miami CBS 161 

4. Without a Trace CBS 141 

5. ER NBC 13.8 

6. Survivor: Vanuatu CBS 132 

7. Everybody Loves Raymond CBS 12.9 

8. Monday Night Football ABC 12.7 

9. CSI: Miami CBS 12.6 

10. CSI: New York CBS 124 

WEEK 

L CSI CBS 151 

2. Desperate Housewives Sun 9p ABC 14.2 

1ER NBC 11.7 

4. CSI: Miami CBS 10.9 

5. The Apprentice NBC 10.1 

6. Survivor: Vanuatu CBS 9.9 

7. Extreme Makeover: Home Edition ABC 9.6 

8. Monday Night Football ABC 93 

9. Without a Trace CBS 8.8 

9. Lost ABC 8.8 

Week 

NBC 

MONDAY 

P X 

9 1 9.3/14 U.2/17 6.2/9 4.8/7 030 2.4/4 3.7/6 

8:00 
81 Life of Luxury 14/6 

31 Still Standing 73/11 
37. Fear Factor 6.7/10 62 Trading Spouses 41/7 125. Model Citizens 01/1 

93 One nn One 24/4 
727th Heaven 29/4 

830 31 Listen Up 72/11 91 Half and Half 24/4 

9:00 

S Monday Night Football-

Philadelphia Eagles vs. 

Dallas Cowboys 1L6/19 

7. Evrybdy Lvs Raymond 117/17 
28. Las Vegas 7.601 62 The Swan 41(7 125. World Cup of Comedy 01/1 

90. Girlfriends 26/4 
85. Everwood 11/5 

9:30 9. Two and a Half Men 115/17 96. Second Time Around 23/3 

10:00 

10:30 
3.CSI: Miami 14.6/23 72.525 Million Hoax 43/7 125 Second Verdict 030 

TUESDAY 
1 6.1/9 82/13 8.1/13 4.1/6 0.20 3.3/5 3.5/5 

8:00 51 My Wife and Kids 5.4/9 
UNCIS 9.8/15 

36. The Biggest Loser 6.9/11 
79. Rebel Billionaire 3.6/6 120. World Cup of Comedy 02/1 

84.2nd Annual Vibe Awards 13/5 

76. Gilmore Giris 4.0/6 
8:30 51 George Lopez 5.4/8 

9:00 35. According to Jim 7.0/10 

29. The Amazing Race 7.4/11 

79. House' 4.6/7 120. Cold Turkey 02/1 87. One Tree Hill 10/4 
9:30 40. Rodney 6.4/10 50. Scrubs 5.6/8 

10:00 

10:30 
42 NYPD Blue 6.1/10 

IL Law & Order Special Victims 

Unit 111/18 
120. Cold Turkey 02/1 

WEDNESDAY 
8.6/13 10.8/17 7.4/12 4.7/7 0.30 2.9/4 2.5/4 

8:00 
12 Lost 10.6/16 11 CBS Wednesday Movie— 

Category 6: Day of 

Destruction, Part 2 10.5/16 

71LAX 4.5/7 
75 That 70s Show 42/7 

116. Doc 0.4/1 
82 America's Next Top Model 

3.5/5 
85. Smallville 31/5 

8:30 79. The Simple Life 15/5 

9:00 

9:30 
46. The Bachelor 5.9/9 23. The West Wing 82/12 50. Nanny 911 5.6/8 118. Sue Thomas, F.B.Eye 0.3/1 96. Kevin Hill 23/3 100. Jack & Bobby 20/3 

10:00 

10:30 
31 Wife Swap 7-2/12 10.CSI: New York 113/19 19. Law & Order 9.4/16 120. Early Edition 020 

THURSDAY 
5.0/8 14.7/23 10.3/16 3.8/6 0.50 3.7/6 L8/3 

8:00 
69. Extreme Makeover 4.6/7 6 Survivor: Vanuatu 12.0/19 

25. Joey 8.0/13 
60. The 0.0. 4.9/8 

112 America s Funniest Home 

Videos 0.6/1 
78. WWE Smackdown! 17/6 

105. WB Thursday Movie— The 

Whole Nine Yards L8/3 

8:30 24. Will & Grace 8J/12 

9:00 

9:30 

64. Primetime: The Clinton 

Legacy 4.7/7 
1CSI 192/28 14. The Apprentice 10.3/15 90. North Shore 26/4 

111 Diagnosis Murder 0.5/1 
10:00 

10:30 
46. Primetime Live 5.9/9 4 Without a Trace 12.8/21 5. ER 12.6/20 

FRIDAY 
5.2/9 6.6/12 6.301 2.1/4 0.4/1 1.6/3 2.4/4 

8:00 64. Hope & Faith 4.7/8 111 America's Most Talented Kids 
100. Enterprise 20/4 

100. What 1 like About You 20/4 

8:30 72 Complete Savages 4.3/7 0.5/1 100. Grounded for Life 20/4 

9:00 58. Hope & Faith 52/9 
39.1AC 65/11 37. Third Watch 6.7/11 96. Renovate My Family 23/4 

118. MGM Night at the Movies— 

Running Scared 0.3/1 

107. America's Next Top Model 

12/2 

88. Reba 29/5 

9:30 64. Less Than Perfect 4.7/8 92 Blue Collar TV 25/4 

10:00 

10:30 
44.20/20 6.0/11 31 CSI: Miami 73/13 4L Medical Investigation 62/11 

SATURDAY 
3.9/7 3.4/6 4.9/9 5.3/9 0.30 

8:00 

77. Wonderful World of 

Disney—The Rookie 3.9/7 

89. The Amazing Race 27/5 
60. NBC Saturday Night Movie— 

Erin Brockovich 4.9/9 

64. Cops 4.7/9 

116. Universal Family Movie— 

That Old Feeling 0.4/1 

8:30 51 Cops 5400 

9:00 

9:30 

52AMW: America Fights Back 

5.5/10 

Tan Tint vacates winner 

of time slot 

10:00 

10:30 
59.48 Hours Mystery 5.0/9 120. Faith Under Fire 02/1 

SUNDAY 
_ 95/14_ 8.9/13 7.3/11 5.4/8 0.8/1 1.7/3 

7:00 51 America's Funniest Home 

Videos 5.4/9 
1160 Minutes 9505 49. Dateline NBC 5.8/9 

(ar) NFl Game 2 12.8/24 111 America's Most Talented Kids 

0.5/1 
106. Steve Harvey Big Time L7/3 

7:30 64. Malcolm in the Middle 5.9/9 

8:00 15. Extreme Makeover: Home 

Edition 7.9/12 
15. Cold Case 9.9/15 51 American Dreams 5.4/8 

46. The Simpsons 5.9/9 
108. Doc Ll/2 91 Charmed 24/3 

8:30 79. Arrested Development 16/5 

9:00 

9:30 
2 Desperate Housewives 14.7/21 25. CBS Sunday Movie—Back 

When We Were Grownups 

8.0/12 

22. Law & Order: Criminal Intent 

8.8/13 

99. My Big Fat Obnoxious Boss 

22/3 
109. Sue Thomas, F.B.Eye L0/1 109. Mountain L0/1 

10:00 

10:30 
27. Boston Legal 7.9/13 20. Crossing Jordan 92/15 11L Diagnosis Murder 0.7/1 

Averages 

Week s.«zu 93/14 7.201 4.4/7 0.40 2.8/4 2.5/4 

S-T-D s.s/u 8.7/14 6.801 6.3/10 0.40 25/4 2.6/4 

KEY: Each box in pid shows rank, program, total-household rating/share • Blue bar shows total-household rating/share for the day «fop 10 shows of the week are numbered in red «TV inverse estimated at 109.6 m*on households: one rating pant is equal to 1096,000 U.S.TV homes 

•Ian tint 6 winner of time slot • (NR)=Not Ranked: rating/share estimated ••Premiere • Programs less than 15 minutes in length not shown «S-F0 = Season to date SOURCES: Nielsen Media Research, CBS Research «Compèed By Kenneth Ray 
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in 

Vital Industry News 

This Week in Cable 
This Week in Cable 

features Multichannel 

News editor-in-chief 

Marianne Paskowski 

interviewing top execs 

in the cable industry 

THE NEW WEEKLY VIDEO STREAMING 
PROGRAM FROM MULTICHANNEL NEWS 

Multi Vision requires 
no fee or login. It’s free, 

on to Multichannel 
News, click on the 
Multi Vision Player 

and watch. 

this . 
week 

Multichannel 
TO ADVERTISE, CONTACT: LARRY DUNN 646-746-6572 LDUNN@REEDBUSINESS.COM 



C A 

TELEVISION 

VARIOUS CAREERS 

FOX CHARLOTTE IS LOOKING FOR 

THE FOLLOWING POSITIONS: 

*Meteorologist *Co-host for the Fox 
News Edge *Morning anchor/reporter 
*Anchor/Reporter. Please send a tape of 
your most recent work to us on VHS. 
Please make sure you include a resume as 
well as your news/presentation philosophy 
for the "Co-host” position. Please desig¬ 
nate which position you are applying for. 
Our address is: (Position), Fox News 
Charlotte, One Television Place, Charlotte, 
NC 28205. Fox Charlotte is an Equal Op¬ 
portunity Employer. 

SALES CAREERS 

DIRECTOR OF SALES & MARKETING 

WFAA-TV. Belo Corp.'s ABC affiliate in 
D/FW seeks a director of sales and mar¬ 
keting to lead a talented and proven sales 
team at one of the nation's best-known 
television stations. We seek a seasoned 
leader with a minimum of 5 years experi¬ 
ence as a GSM in a top-20 market. Must 
possess a first-rate track record of finan¬ 
cial analysis and forecasting, excellent 
motivational and people skills, and out¬ 
standing strategic and tactical planning 
abilities. Experience in multi-platform 
sales is a plus. Should be an innovative/ 
critical thinker and team player, capable of 
handling a variety of projects simultane¬ 
ously. Must also have the ability to identi¬ 
fy, assess and capitalize on opportunities 
that occur, and develop others from the 
ground up. Send your resume and career 
vitae to WFAA-TV, Deidre Davis, Human 
Resources Manager, 606 Young Street, 
Dallas, Texas 75202. E.O.E. 

NATIONAL SALES ASSISTANT 

WVBT-TV/FOX 43 is looking for a self¬ 
starting, articulate and dynamic individual 
to assist the National Sales Manager and 
the local sales staff. Candidate must have 
superior organizational skills and should 
have 3 to 5 years experience in Windows 
based programs such as Excel, Word and 
PowerPoint. Prior experience as a televi-
sion/radio sales assistant or within a 
broadcast traffic department a plus. Good 
grammar skills, customer service and a 
winning attitude an absolute must. College 
graduate preferred. This is a challenging, 
fun and fast-paced position with a terrific 
sales team. Send resume to: Andy Hilton, 
National Sales Manager, WVBT FOX 43 
Television, 243 Wythe Street, Portsmouth, 
VA 23704. No phone calls, please. EOE. 

PROMOTION CAREERS 

SENIOR PROMOTION PRODUCER 

WKBW-TV needs a Senior Promotion 
Producer with energy, drive, and a killer 
demo reel. Strong writing skills are a 
must and you should know how to capture 
an audience with viewer benefit in every 
spot. 1 -2 years experience in news pro¬ 
motion required. Knowledge of Avid Me¬ 
dia Composer, Photoshop, and After Ef¬ 
fects are a plus. Send resume and demo 
reel to "HR/Senior Promo Producer", 
WKBW-TV, 7 Broadcast Plaza, Buffalo, 
NY 14202. No phone calls please. EOE 

MANAGEMENT CAREERS 

VP/GENERAL MANAGER 

Santa Barbara, CA. KEYT-TV, ABC affil¬ 
iate serving the Central California Coast 
is seeking an experienced, progressive and 
dynamic individual to build on the sta¬ 
tion’s high profile standing in the commu¬ 
nity and competitive position in the mar¬ 
ket. Qualified candidates will have 
substantial General Manager experience, 
a proven track record of strategic based 
planning and execution with a pro-active 
management style which translates to bot¬ 
tom line results. We will offer an equity 
position to the candidate who will play an 
active role in the community, take the lead 
in the planning and development process 
of the station with a focus on News, Sales 
and Marketing efforts. For immediate 
consideration send cover letter and resume 
to, Smith Media, LLC PO Box 780399, 
San Antonio, TX. 78278-0399 or e-mail to 
mgranados@satx.rr.com. All inquires will 
be kept confidential. KEYT-TV is an 
EEO employer. 

NEWS CAREERS 

FREELANCE WEATHERCASTER 

ABC 7 Chicago is looking for a freelance 
weathercaster to work Saturday mornings 
and to fill-in on other newscasts. Five 
years experience in a mid-to-large market 
required. Knowledge of Weather Central 
computer systems a plus. AMS/NWA 
seals preferred. Send tape and resume to 
Jennifer Graves, Vice President & News 
Director, WLS-TV, 190 North State Street, 
Chicago, IL 60601. EOE. 

LEASE TIME 

MediaRecruiter.com 
"We're looking for you!" 

We're in touch with over 67,000 media 
professionals each week. 

Currently 225+ Jobs - Nationwide 
Managers - Sales Pros - Marketing 

& Research 

PRIME RADIO & TV LEASE TIME 
NY & NATIONWIDE 

Ethnic, religious accepted 
NY LPTV & RADIO LMA AVAILABLE 

212-769-1925 
866-MY TV SHOW 
tcntalk@aol.com 

RADIO 

OPERATIONS CAREERS 

OPERATIONS MANAGER 

Live in desirable mountain resort of 
Highlands, NC, elevation 4,118 ft. Look¬ 
ing for experienced, mature, sober, non¬ 
smoking Operations Manager for estab¬ 
lished, successful adult station with easy 
listening format. Air work and produc¬ 
tion included in duties. Good communi¬ 
cation, computer, and people skills a 
must. Great benefits, including living 
quarters, free rent and utilities. Send re¬ 
sume' salary history, references, and air 
check to Charisma Radio Corp., P.O. Box 
1889. Highlands, NC 28741, or e-mail 
info@whlc.com. NO PHONE CALLS or 
FAXES PLEASE. EOE 

BE INFORMED! 

Search for more job 

opportunities at: 

www.varietycareers.com 

Get the lastest industry news at: 

www.broadcastingcable.com 

Sign up for our 

daily e-newsletter at: 

www.broadcastingcable.com/ 

subscribe.asp 

Broadcasting&Cable 
Classified Advertising Rates 

CLASSIFIED LINE AD (TEXT ONLY) 

$3.70 PER WORD, MIN. 20 WORDS 

CLASSIFIED DISPLAY AD (BOXED W/LOGO) 

$314 PER COLUMN INCH, MIN. 1 COL X 1” 

ASK FOR OUR CABLE RATES 

COLUMN WIDTHS 

1 COLUMN: 2-V4" 

2 COLUMNS: 4-5/8" 

MAX. HEIGHT 11" 

OTHER 

ONLINE POSTING: +$205 FOR 30 DAYS 

E-NEWSLETTER: +$150 (MON-FRI) 

BLIND BOX: +$50 FLAT 

PERTINENT INFORMATION 

TO GUARANTEE YOUR SPACE, ADS ARE DUE AT 5:00 P.M. EST ON MONDAYS PRIOR TO THE 

PUBLISHING DATE. 

FOR CLASSIFIED DISPLAY ADS, MINIMUM AD SIZE IS 1 COLUMN WIDE X 1" DEEP; MINI¬ 

MUM TYPE SIZE IS 8 POINT. 

AGENCY DISCOUNT (15%) IS AVAILABLE FOR APPROPRIATE CAMERA-READY ART. 

ARTWORK SHOULD BE IN EPS, PDF OR TIFF FORMAT WITH A MINIMUM DPI OF 300; CMYK 

INSTEAD OF RGB. 

CONTACT INFORMATION 

CONTACT: YUKI ATSUMI 

PHONE: 646-746-6949 

FAX: 646-746-6954 

EMAIL: YATSUMI@REEDBUSINESS.COM 
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CONSULTING ENGINEERS 

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

www.ctjc.cofn MEMBER AFCCE Member AFCCE Since 1937 

www.jfxb.com 

HATFIELD & DAWSON 

Broadcast and Communications Consulting Engineers 

Member AFCCE 

MEMBER AFCCE 

Television & Radio Digital & Analog 

Closed Captioning 

Nashville 

PROFESSIONAL CARDS & SERVICES 

Wallace 

1-800-605-3590 

www. NorthStarStudios. tv 

301 686 1800 tel. 
301 686 1820 fax 

www.denny.com 
Member AFCCE 

7901 Yarnwood Court 
Springfield, Virginia 22153 

www.CMDconsultlng.com 

www.FCCinfo.com 

Denny & Associates, P.c 
Consulting Engineers 

Bloomfield Hills, Ml 
248.642.6226 
248.642.6027 

7839 Ashton Avenue 
Manassas. VA 20109 
703 392 9090 

Washington, DC 
(TEL) 202.293.2020 
(FAX) 202.293.2021 

du Treil, Lundin & Rackley, Inc. 
CONSULTING ENGINEERS 

Serving Broadcasters 

Since 1948 

9049 Shady Grove Court 

Gaithersburg, MD 20877 

(301)921-0115 

Fax(301)590-9757 

mullaney@mullengr.com 

24/7 Teleport Facility with Ku and C band 
Network Origination 
Transmission Services 

Mullaney 
Engineering, Inc. 

Monter «FCQ 

tx ASSOCIATES 

Dennis Wallace 

282 Smallwood Drive West 

Suite # 372 

Waldolf, MD 

20603 

(202) 251 7589 

WallaceDTV@aol.com 

1300 “L” Street, N.W., Suite 1100 

Washington, D.C. 20005 

(202) 898-0111 Fax: (202) 898-0895 

E-Mail: cde@attglobal.net 

www.broadcast-ccnsulting-engineers.com 

Captions for Pre-recorded & Live Programming. 
DVDs & Subtitles 

Contact Visual Audio Captioning, Inc. 
703-280-0041 

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

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

www.hatdaw.com 

Munn-Reese, Inc. 
Broadcast Engineering Consultants 

P.O. Box 220 
Coldwater, Michigan 49036 

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

www.munn-reese.com 

COHEN, DIPPELL AND EVERIST, P.C. 
CONSULTING COMMUNICATIONS ENGINEERS 

Domestic and International 

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 

John F.X. Browne 
& Associates 

A Professional Corporation 
Member AFCCE 

BROADCAST/TELECOMMUNICATIONS 

— CARL T. JONES = 
• CORPORATION 

NorthStor 

Turnkey TV Systems 
Custom Integration 

RF Transmission 
MPEG Encoding 

Studios 
Master Control Rooms 

ivivw.bu rst video. com 
Contact Kirk for info 

303-649-9600 

Hammett & Edison, inc. 
CONSULTING ENGINEERS 

Box 280068 
San Francisco, California 94128 

U g  707/996-5200 
202/396-5200 

www.h-e.com 

201 Fletcher Avenue 

a Sarasota, Florida 34237 

(941)329-6000 

7 www.DLR.com 

December Special Features & Reports 

12/6 • Time-Shifted TV 
• Top 25 TV Networks 
• Game Show Network 19th Anniversary 
• Centralized Operations (Technology Special Report) 

12/20 • Broadcasting 8t Cable's Dynamic 12: NBC/ 
Telemundo Station Group 

12/27 • NO ISSUE 

*advertising supplement 

syndication 
television 
update 
e-newsletter 

TWICE A MONTH WE WILL DELIVER: 

► Syndicat on News and 

Industry updates 

► Programming Trends 

► Syndication ad sales updates 

and analysis 

► Q&A’s with executives making 

a difference in Syndication 

► The people behind Syndicat on 

Television Sales 

► Sales and Ratings Updates 

> Audience Data 

► Career movement and 

classified opportunities 

For Local Television/Network 

executives, Programming and 

Production executives. Advertis ng 

Agencies and Advertisers and Cable 

Network executives - you’ll wan: to 

receive this semi monthly definitive 

source of Syndication Television 

news, data, successes and the sales 

executives that drive the Syndication 

Television Marketplace. 

lb subscribe, go to: 
www.broadcastingcable.CDm/ 
newsletters 

For sponsorship information: 

Larry Dunn 

646.746.6572 

ldunn@reed business.com 
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V INDUSTRY JOBS’" 
brought to you by VarietyCareers.com 

digitaldomain8
For more information 

about our opportunities 
at Digital Domain, visit 
www.varietycareers.com 

the top 10 among "Best nionmmmi 
Companies” by Working Mother magazine. UI^LIlUEPy 

An Equal Opportunity Employer. 

Discover all the possibilities... 

COMMUNICATIONS | 

Not only are we the 
leading global real world 
media and entertainment 
company, with some of 
the best-loved networks 
in 155 countries and ter¬ 
ritories, we are ranked in 

See a complete listing of opportunities at 

www. Variety Careers. com. 

The more you discover, the more you'll 
see why you should be part of our team. 
We have Entry-level to Senior Executive 
opportunities available in. 

• Media • Production • Marketing 
• Sales • Finance • Technology 
• And much more! 

For information about professional opportunities 
at Turner Broadcasting System, Inc., 

visit www.varietycareers.com 

Check out the possibilities at www.varietycareers.com 

Warner Bros. Studios is in the 
business of ideas. By blending 
creative freedom with diverse 

points of view, we have 
achieved an environment in 

which anything is possible. 

FOX is hiring. 
Go to: FoxCareers.com 

I the SPOTLIGHT ) 
IS ON YOU! 

The best jobs in the 
industry begin at 
E! Networks 

Make your next move at 
www.VarietyCareers.com 

1 

Check out our job opportunities on 
VarietyCareers.com 

OPPORTUNITIES 
FOR EVERYONE 

WE ARE HIRING! 

SONY 
PICTURES 

Picture yourself here... 
Check out career 

opportunities with us. 
www.sonypicturesjobs.com 
www.varietycareers.com 

ONLINE. WORLDWIDE. NOW LIVE & READY TO SEARCH. 
www.varietycareers.com 

Z^ffiTTCAREERS 
THE MEDIA & ENTERTAINMENT JOB SITE 

For more information: varietycareers@reedbusiness.com or 800.357.4745 
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Pay for Hay 
iacom would rather pay than fight. By 
agreeing to pay $3.5 million to protect 
its licenses, place a time delay on all live 
programming, suspend or fire employees 
who run afoul of the FCC, and hold classes 
in indecency compliance, the media giant 
has virtually surrendered. Viacom has gone 

from feisty combatant against the FCC to a symbol of what 
Washington’s clampdown has done to the industry. 

Viacom had already enacted some of those measures vol¬ 
untarily as part of its response to Washington’s hissy fit over 
skin and swearing. Now it has made those safe¬ 
guards an official part of its deal with the FCC. 
Does paying off the FCC to the tune of $3.5 mil¬ 
lion (like Clear Channel paying $1.75 million and 
Emmis paying $300,000) amount to protection 
money? You bet it does. 

Some of the fines Viacom settled involve the wildly popular 
Howard Stern and CSI, one of the most-watched shows of this 
or any other season and the one CBS Chairman Les Moonves 
has called the best programming purchase CBS ever made. 

These are programs that CBS/Infinity wants to continue air¬ 
ing, but to do so, it must give up to the government some of its 
control over programming. It’s already losing Stern to satellite 
radio because he feels, correctly, that he can’t survive on com¬ 
mercial radio, unless Viacom’s Infinity Radio streamlined the 
process and had a weekly deposit added automatically into the 
FCC’s bank account. 

What is wrong with this picture? Everything. 
Viacom may now have joined the line of broadcasters paying 

up to slay in business, but it has taken its compliance to a whole 

new level with the blanket delay now set in regulatory stone. 
Will other networks be able to resist following suit? We hope 

so, but don’t bet the farm on it. NBC has already put in a time 
delay on NASCAR races after an errant s-word was uttered, 
and the network may delay college football after a quarterback 
exclaimed that he was f-ing amazed he had led his team back 
from five touchdowns down to beat Notre Dame. Imagine the 
viewers scarred by that heinous utterance! 

Yes, Viacom is still going to fight the Janet Jackson fine, 
but it is hard to give it the moral high ground now that the 
company has given away so much territory. In theory, had 

Viacom’s new blanket delay been policy earlier, 
the world would not have been traumatized by the 
brief glimpse of her right breast during the Super 
Bowl. 

Viacom last week acted voluntarily, but it clearly 
calculated the benefit of a full-out fight for the First Amend¬ 
ment vs. the cost of losing its licenses and livelihood. Sadly, 
it is not a small price, and Viacom execs know it. 

As it is now, or will be soon, CBS, UPN and Infinity stations 
will be 10 seconds late with everything, from the copter report 
during rush-hour traffic to President Bush’s press conferences, 
even to bulletins if terrorists strike again or a hurricane is roar¬ 
ing into Fort Lauderdale. 

In reality, the delay means no profanities (or presumed in¬ 
decent liberties with language or kinda/sorta gross talk) shall 
pass the Viacom/FCC gatekeepers. 

We are reminded that NBC once censored Jack Paar for us¬ 
ing the term “water closet” (that’s a toilet, in case you don’t 
know) on The Tonight Show. That was I960. This is 1984. 
Oops, make that 2004. 

EDITORIAL 

A Matter of Fact, Not Opinion 

OPEN MIKE 

Why Not B&C...&S 
Editor: With the logo change, you 
should have added ‘S’ for satellite (or 
•DS’). 
As much as we broadcasters and ca¬ 

ble operators hate to admit it, EchoStar 
and Direct TV have become competitors 
for viewers’ eyes along with terrestrial 
broadcast and wired broadcast. 
Steve Dresser 
Chief Operator 

i KMPH/KFRE Fresno. Calif. 
(Received via e-mail) 

Cartoon Cover 
Editor: Now we know why you call it 
BC: Bad Cover. The Nov. 15 ("Prime 
Time for Adult Cartoons”) cover of 
B&C wins the prize. 

In this era of indecency followed by 
substantial fines, sexual tricks played 
by rock stars, and networks promot¬ 
ing programs with outright indecency, 
what genius made the decision to run 
that cover? Did anybody there say, 
“Wait a minute. Did anyone hear about 
the ‘moral issues’ exit polling on elec-

I tion day?’ ” 
Please don’t spoil the long tradi¬ 

tion of a quality publication which 
I has served this wonderful industry for 
! decades with class and dignity. 
I Ron Kempff 

President 
Kempff Communications 
Tampa, Fla. 
(Received via e-mail) 

11 of us are watching as the world of com¬ 
munications changes faster than ever. 
Those of us in network news can look 
on these changes as threatening or as a 
great opportunity to reach our audiences 
in new ways— to come to our viewers, 
rather than making them come to us. 

But, as dramatic as these changes are, I’m more worried 
about what we are providing our audiences than how we are 
providing it. We’re facing the danger of changing the very 
nature of the “news” we’re delivering. 

In recent years, we’ve watched an explosion of news 
outlets— and in the opinions being expressed over many of 
them. That explosion is beginning to drown out our report¬ 
ing of facts. The clash of ideas is coming 
to occupy the center stage, with the search 
for truth moving off into the wings. If this 
trend continues— if we follow those who 
would lead us in this direction— we could 
ultimately become irrelevant to our public. 
Talk radio and daytime syndicated interview programs 

probably began the move away from reporting what is and 
toward talking about what ought to be. Fox News brought 
this format in the most effective way to television news. Now 
a host of others are following behind. As a result, we now see 
the same people moving from one channel to another, repeat¬ 
ing the opinions that they’ve already expressed elsewhere. 

There’s nothing wrong with the expression of opinion— 
provided that it’s clearly labeled for what it is. Opinion jour¬ 
nalism plays an important role in our national discussion 
about important issues. 

There are powerful economic and competitive reasons for 
the embrace of opinion journalism we’re seeing. It’s vivid, 

it’s entertaining, and— let’s face it— it’s less expensive. The 
explosion of news outlets on cable and the Internet has 
helped drive many to opinion, which offers a quick, efficient 
and effective way to attract an audience. 

Seeking to report the truth of a matter, on the other hand, 
can be hard work, expensive and inefficient. 

I have two concerns about where we are headed. First, 
and perhaps most obvious, the more we fill up our reports 
with opinion, the less time we have for reporting facts. But 
there’s a second, far more disturbing problem with the ex¬ 
pansion of opinion in TV news. As it comes to predominate 
so much of what we call “news,” it can give our audiences 
the impression that everything they’re seeing is some ex¬ 
pression of someone’s opinion. 

Unless we’re careful, we who are charged 
with reporting the news may ourselves lose 
sight of truth as our ultimate goal. We can 
end up in a world where, implicitly, none 
of us— not the audience, not the report¬ 
ers— even believes any longer in the truth. 

Those of us in network news don’t have the luxury of giving 
up on our goal of truth-telling. 

If we had any doubt that the truth matters, surely that 
doubt was taken away by the events of 9/11. All of us were 
shown on that bright Tuesday morning that there are real-
world matters that need to be addressed and that we need to 
get right. And when I say “right,” I mean the truth of what 
surrounds us. How we address this truth and our quest for it 
may affect not just our own lives, but the lives of our chil¬ 
dren and our children’s children. 
Excerpted from an Oct. 25 speech by ABC News Presi¬ 

dent David Westin to the Institute of Politics at Harvard 
University. 

AIRTIME 
By David Westin 

Fine Urban Radio, Muzzle Stem 
Editor: If the FCC wants to fine ABC 
[for the Monday Night Football 
opening], then they should do it and 

[ get it over with and prove to the broad¬ 
casters they are serious about this type 
of content. But then the FCC should 
get really serious and shut down or 
fine urban radio stations for all of the 
indecent music they play. The owners 
of these stations should get fines daily. 

Also, I saw Howard Stern on Letter-
man, and he was being very negative 

I about the FCC and about President 
Bush. I do believe that the FCC 

I should step in and take this guy down 
all the way. In what other country in 
the world would a no-class, low-class 
self-proclaimed star be able to broad¬ 
cast this kind of talk and get away 
with it? 
Raymond M. Barp 
Glendale, Calif. 
(Received via e-mail) 

WE LIKE LETTERS 

If you have a comment about anything in B&C 
or the media business, we’d like you to share. 

Send your letters, with a daytime phone num¬ 

ber. E-mail: bncletters@reedbusiness.com; 

fax: 646-746-7028; or mail to Broxocasung 

& Cable, Letters to the Editor, 360 Park Ave. 

South, New York, NY 10010. We reserve the 

right to edit. 
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Pain, Suffering, Prime lime 
For some, reality isn’t a TV show 

che and angst are the big looping 
signature of television this millen¬ 
nium. In other words, suffering. 
It’s hardly new on the small 

screen. One of my most vivid 
childhood memories of television’s 
infancy is daytime host Jack Bailey’s 

practiced “Awwwwww” when hearing teary sad sacks 
pour out their hard-luck woes on Queen for a Day while 
vying for gifts (a fur, a fridge) to make the pain go away. 

The distress factor has proliferated since then, with 
suffering now deep in the marrow of prime time, 
especially with the waning of traditional half-hour 
comedies. Like zombies in Night of the Living Dead, 
the anguished just keep coming. 

No one on the planet suffers more than the tor¬ 
mented shrink of Showtime’s new Huff, who went to 
pieces when a troubled young patient produced a gun 
and blew himself away right before our hero’s eyes. 
Suffering mingles with sex on ABC’s new hit, 

Desperate Housewives. It also 
permeates ABC’s other new hit, 
Lost, whose message is that your 
ability to survive a jet crash im¬ 
proves if you’re a gorgeous thirtysomething who can 
still look great while stranded indefinitely on a remote 
island with little food and water and a dwindling sup¬ 
ply of sunblock. 

Talk about misery, while waiting to be rescued, these 
kids battle sea urchins, wild boars, polar bears, unseen 
monsters, personal demons and, even deadlier, scripts 
that challenge reason. 

Suffering remains a central theme of many “reality” 
shows, too, including those now in ratings free fall. Take 
NBC’s Fear Factor. (Please!) Its tortured souls regularly 
go through hell in coura¬ 
geous pursuit of a 50-grand 
payoff. The week I tuned in, 
the poor babies were hold¬ 
ing their noses and downing 
putrid shots of blended fish 
eyes, beetles, maggots and 
worms. 

“It was the most pierc¬ 
ing, disgusting filth 1 
have ever ingested in my 
entire life,” one of them 
moaned. “I just wanted to 
survive.” 

Speaking of that, suffer¬ 
ing also epitomizes Vanu¬ 
atu, the island hangout for 
this season's Survivor rivals 
backstabbing their way toward fame and a $1 million 
prize on CBS. An episode I watched had the Yasur and 
Lapevi tribes sloshing and crawling through the mud 
in competition for steaks. Afterward, one member of 
the losing team began to weep. Said another, “Damn, 
I wanted a steak.” And another: “We could have used 
that protein.” 

No protein? Oh, the horror. 
That recalled an episode of HBO’s Curb Your Enthu¬ 

siasm, a grand, hilarious send-up where Larry David’s 
guests for dinner included Solly, an elderly Jewish 
Holocaust survivor, and Colby, a Survivor survivor 
who recalled the terrible ordeal of being deprived of 
basic comforts. 

Colby: “So here we are in a region of Australia 

where, of the 10 most deadly snakes, nine of them 
inhabit this region.” 

Solly: “I was in a concentration camp. You never 
suffered vun minute in your life compared with vut I 
went through.” 

Colby: “I’m saying we spent 42 days trying to sur¬ 
vive. We had very little rations. No snacks.” 

Solly: “Vut you talking snacks. Ve didn’t eat some¬ 
times for a week, for a month.” 

Colby: “Did you ever see the show?” 
Solly: “Did you see our show? It was called the 

Holocaust.” 
In other words, get a life. There is suffering, and 

there is suffering. 
That point is made inadvertently by back-to-back 

pages of the current Vanity Fair. First comes a pan¬ 
oramic spread advertising a new Fox “reality” series, 
The Rebel Billionaire: Branson's Quest for the Best, 
whose participants do high-altitude stunts with a 
$1 million payoff. The ad screams: “SUCCEED OR DIE 

TRYING. It’s winner takes all... 
but first they have to survive!” 

Next page, above a story on 
lingering peril in Afghanistan, is a 

photo of U.S. troops in action north of Kandahar. They’ll 
be coming home one of these days... 

But first they have to survive! 
I watched another reality show recently. No gob¬ 

bling worms and maggots in pursuit of $50,000 for 
this crowd. No muddying themselves for steaks and a 
cool million. No chasing big bucks with Virgin Atlan¬ 
tic Airways mogul Richard Branson. No whining by 
millionaire wannabes about minor discomforts they 
volunteered to endure in front of TV cameras, produc¬ 
tion crews and others who would assist them if they 

were in real danger. 
On the screen instead 

was actual reality, a sear¬ 
ing 60 Minutes report by 
Scott Pelley displayed the 
human wreckage of Dar¬ 
fur, a western province 
of Sudan where the World 
Health Organization es¬ 
timates that 6,000 native 
Africans die monthly in 
genocide attributed to 
government-backed Arab 
militias. 

There was talk of ethnic 
cleansing, mass slaughter 
and starvation that night, 
and there were pictures 

of children with hollow eyes, matchstick limbs and 
distended lumps for bellies. 

There was talk of Sudanese pouring across the bor¬ 
der to Chad and of refugee camps all along that border. 
One woman said she carried her 1-year-old child for 
12 days just to reach a camp. Then came two teenage 
brothers. They said their father, uncles and other sib¬ 
lings had been murdered. They said their mother was 
missing. They said they’d been in hiding and walking 
for months, living on rainwater and whatever else they 
could find in the foothills. 

The brothers hadn’t volunteered for the suffering 
shadowing them. I wonder if they are still alive. And 
if they could watch U.S. television, what they would 
think of Survivor. ■ 

HOWARD ROSENBERG 

Scott Pelley's 60 Minutes Sudan story was real reality. 

Editor in Chief 
J. Max Robins 
Executive Editors 
Mark Robichaux [News] PJ. Bednarski [Specials] 

Art Director Kent M.C. Lau 
Editor at Large Mark Lasswell 
Washington Bureau Chief John S. Eggerton 
Business Editor John M. Higgins 
Features Editor Fern Siegel 
Managing Editor Susan Qualtrough 

Senior Writers 
Bill McConnell [Washington] 
Deborah Starr Seibel [Los Angeles] 

Staff Writers 
Anne Becker Jim Finkle [Los Angeles] 
Ken Kerschbaumer [Technology] Allison Romano 

Assistant Art Director Forest Evashevski 
Assistant Editor Joel Meyer 
Editorial Assistant Melanie M. Clarke 

Contributing Editors 
Paige Albiniak, Brian Lowry, Joe Mándese, 
Howard Rosenberg, Matt Roush 

Creative Consultant JC Suares 

Internet [New York] Dave Levin 

Group Publisher 
Chuck Bolkcom M6-7466544 
Advertising |New York] 
Publishing Director Larry Dunn 646-746-6572 
Marketing Services Manager Michael Farina 646-746-7231 
Regional Sales Manager Rob Payne 646-746-7022 
Regional Sales Manager Cheryl Mahon 646-746-6528 
Regional Sales Manager Jason Greenblatt 646-746-6413 
Regional Sales Manager Paul Mauriello 646-746-6960 
Art Director-Creative Services Todd Berkowitz 646-746-7064 
Advertising Coordinator Elaine Sturgis 646-746-6541 

Advertising [Los Angeles] 
Regional Sales Manager Terry City 323-549-4114 
Director, Technology Advertising Kathy Standage 303-278-2689 
Regional Sales Manager Brian Campbell 303-470-4874 
Sales Coordinator Eric Low 323-549-4113 

Classified Advertising [New York] 
Yuki Atsumi Account Executive yatsumi@reedbusiness.com 
Direct: 646-746-6949 Toll Free: 866-258-1075 
360 Park Ave. South, New York. NY 10010; Fax: 646-746-6954 

Summits/Events Director. Special Projects Sandy Friedman 
646-746-6740 

Production [New York] 
Production Manager Farrah Aponte 646-746-6524 

Circulation [New York] 
Circulation Director John LaMarca 646-746-7080 

Subscriptions [Delivery] 
Broadcasting & Cable: 800-554-5729 
Online Customer Service: www.broadcastingcable.com renew 
Main E-mail: bncletters@reedbusiness.com 
Broadcasting & Cable Yearbook: 800-521-8110 
TV Fax: 800-554-5729, TV Buyer: 800-554-5729 

Lists [Reprints] 
Julie Cronin List Rental 800-323-4958 ext. 8348 jcronin@dm2list 
s.comReprints 800-217-7874 rbireprints@rsicopyright.com 

Offices 
[New York]: 360 Park Avenue South. New York. NY 10010 
646-746-6400; Edit Fax: 646-746-7028; Ad Fax: 646-746-6948 
[Washington]: 1701 K Street NW. Suite 510, 20006 
202-659-3852; Edit Fax: 202-659-2235 
[Los Angeles]: 5700 Wilshire Blvd., Suite 120,90036 
323-549-4100; Edit Fax: 323-965-5327; Ad Fax: 323-965-2432 

The Reed Television Group 
Executive Vice President Charlie Koones 323-965-4441 
Group Publisher Chuck Bolkcom 646-746-6544 
Vice President, Editorial Development Marianne Paskowski 
646-746-6581 
Group Deputy Editorial Director Carol Jordan 646-746-6582 
Associate Publisher. Marketing Madelyn Hammond 323-965-4439 
Senior Director of Finance Jim Guttridge 646-746-6861 
Director of Finance Ra wie Moore 646-746-6445 

Reed Business Information 
Chief Executive Officer Jim Casella 
President. Media Division Tad Smith 
Vice President. Finance Dan Hart 
Founder and Editor ( 1904-1982 1 Sol Tais hoff 

BROADCASTING&CABLE lu NOVEMBER 29. 2004 



B€ Multichannel 
REED TELEVISION 
GROUP PRESENTS: 

MARRIOTT NEW YORK 

MARQUIS 
1535 BROADWAY 
NEW YORK, NY 10036 
DECEMBER 6-8, 2004 

HISPANIC 
TELEVISION 
SUMMIT 

TOPICS TO BE COVERED 
INCLUDE: 

► Census/Buying Power/Trends 

► Marketing to Hispanics—from 
the manufacturer, programmer 
and operator perspective 

► Programming—a look at the latest 
issues facing the business 

► Sports—importance to the 
Hispanic Consumer 

► Local News, Local Events 

► Marketing to Hispanic Youth 

► Industry Leading Keynote Speakers 

THE B&C AND MULTICHANNEL NEWS 
HISPANIC SUMMIT LIFETIME 
ACHIEVEMENT AWARD 

ANDRÉS CANTOR | SPORTS CASTER 
FÚTBOL TELEMUNDO 

For the second year, Broadcasting & Cable and Multichannel News combine forces 

to produce a 2-day Summit exploring all areas relevant to tapping into the 

burgeoning Hispanic Marketplace. 

LOCATION: MARRIOTT NEW YORK MARQUIS 
1535 BROADWAY, NEW YORK. NY 10036 

DATES: MONDAY-WEDNESDAY, DECEMBER 6-8, 2004 
Our program begins with a cocktail reception on Monday December 6th at 

5:00pm and ends with a keynote breakfast on Wednesday December 8th 

at Noon. Also included are all day sessions, a luncheon and a second 

cocktail reception on Tuesday December 7th. 

COST: 
$595 PER PERSON 

GROUP DISCOUNTS: 
FOR GROUP OF 3 -
$495 PER PERSON 

FOR GROUP OF 5 OR MORE -
$450 PER PERSON 

TO RSVP: please contact Sandy 
Friedman at 646-746-6740 
or safriedman@reedbusiness.com 
AND, fax back your registration 
form to 646-746-6520 
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