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Please join us in commemorating this anniversary 
with some of the luminaries associated with CBS: 
Gary Chapman • Michael Dann • Larry Gelbart 

Sheila James Kuehl • Jerri Manthey • Leslie Moonves 
Sir Howard Stringer • Mike Wallace 
Patrick Watson • Jack Whitaker 

And much, much more :4111 " 
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" a sublimely hilarious half-hour" 
OLLYWOOD REPORTER 

"brilliant" 
CHICAGO SUN-TIMES 

" seems too funny to be true" 
LOS ANGEL  dMEb 

77 
"I laughed so hard...I almost fell on the floor" 

SEE THE ENTIRE SERIES IN ONE NIGHT 

SON SEPT 8 SPRI 
COVAEM 
CENTIIM. 

comedycentral corn 
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Fox Box on track 
for profitability 
4Kids Entertainment says 80 percent 
of ad inventory already sold / Page 

AT PRESS TIME 

NBC will name Escobar to 
head Telemundo stations 
NEW YORK— Ramon Escobar is 

expected to be named senior VP for 
NBC's Telemundo station group 
this week. Mr. 
Escobar will be 
responsible for 
all local news 
operations, 
news promo-
tion and local 
programming 
in the newly 
created posi-
tion, which re-
flects the growth of local news in 
the group. He is expected to be 
based in Miami, where he was 
news director at NBC-owned WTVJ, 
and New York, where he moved in 
January 2000 to become executive 
producer of MSNBC. 

Ramon Escobar 

MTV music awards score 
best cable rating of year 
NEW You—The 19th edition of 

"The 2002 MTV Video Music 
Awards," telecast live Thursday 
from New York City's Radio City 
Music Hall, was the most watched 
in the show's history, averaging 
more than 11.9 million viewers, 
with an 8.3 household rating and an 
11.1 rating in the persons 12 to 34 
demo, up 5 percent from last year. 
The "VMA" show outdelivered 

all broadcast networks in prime 
time, and it becomes the highest-
rated and most-watched basic-
cable program for the year to date 
among households and 12- to 34-
year-olds. 

Cable adds 2 million 
broadband users in Q2 
NEW YORK —The cable industry's 

rollout of digital broadband services 
added nearly 2 million units during 
the second quarter of 2002, accord-
ing to a survey of members of the 
National Cable & Telecommunica-
tions Association. 
Digital cable customers totaled 

16.8 million at the end of the quar-
ter, broadband Internet access cus-
tomers totaled 9.2 million, and 
customers for cable's local tele-
phone service increased to 2.1 mil-
lion.# 

Sibling rivalries 
sprout up 

Viacom duopolies compete with 
each other for news viewers / Page 5 

CBS gets high marks 
Optimedia, Magna  picks, pans and prognostications. 

There's good news for CBS, which 
pick best bets for fall  both Magna and Optimedia predict will 

By LOUIS CHUNOVIC 

The new broadcast season is almost 
upon us, and Optimedia International 
and Magna Global, two influential 
media agencies, have made their final 

have three successful new shows ("Still 
Standing," "CSI: Miami" and "Without a 
Trace"), the most of any broadcast net-
work, and for NBC, which both said will 
remain the strongest, most upscale net-
work in the new season, despite cracks 

CONTINUED ON PAGE 38 

Veteran action 
hours look familiar 
New Line's 'Lost World' latest to 
air a season of reruns / Pi  1 

ABC again 
No. ion 
clutter list 
Big 4 nets' nonprogram time 
nears 15 minutes per hour 
By LOUIS CHUNOVIC 

In a stinging response to the continuing prob-
lem of clutter on TV, MindShare, the WWP Group 
media agency that closely monitors nonprogram-
ming time on TV, has just issued a report saying 
that it is "alarmed by the continuing deterioration 
of the TV environment." 
The four broadcast networks averaged about 

14:30 minutes of clutter per prime-time hour in 
the first quarter of 2002, according to the Clutter 
Watch report. 
In the same period, clutter at some of the 

biggest cable networks was down. 
Once again, ABC had the dubious distinction of 

being the most cluttered of the Big 4. 
"Fully one out of every four minutes on ABC [in 

the quarter] was nonprogram material," according 
to the report, which was written by Debbie 
Solomon, senior partner, group research director, 
MindShare. 
An ABC spokeswoman responded that the net-

work was being "penalized" for its commitment to 
PSAs, saying that ABC typically airs more PSAs than 

CONTINUED ON PAGE 39 

Mazda signs OM+ football deal with Disney 
ABC ESPN properties are part of package 
By LOUIS CHUNOVIC 

Are you ready for some 
"Zoom-zoom-zoom" with your 
football? 
Mazda Motors has reached a 

pre-launch integrated marketing 
deal with ESPN and ABC Sports 
for its newest model, the Mazda 6. 
The new Mazda hits U.S. 

showrooms in late January. The 
marketing campaign,  under-
stood to cost in excess of $10 mil-
lion, starts Sept. 5, just as the 

football season kicks off. The 
campaign includes both ABC's 
"Monday Night Football" and 
ESPN's "Sunday Night Football," 
and it will continue through the 
end of January. 
Mazda will be in all 18 ESPN 

NFL games this season, including 
the game that launches the foot-
ball season Thursday, Sept. 5. 
Mazda will have a presence at the 
season kickoff launch parties in 
ESPN Zone dining and entertain-

CONTINUED ON PAGE 38 

Mazda's 
integrated 
marketing 
deal 
includes 
on-air 
buys on 
"Monday 
Night Foot-
ball" for its 
newest 
model, the 
Mazda 6. 
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INSIDE EM 
DUOPOLY FAMILIES COMPETE 
The Viacom duopoly newscasts are competing 
directly with news programs on sister stations. In 
Philadelphia, WPSG-TV's headline news service goes 
up against the first hour of CBS's The Early Show" 
on sister station KYVV-TV. In Boston VVBZ-TV viewers 
can catch the first hour of "Early" on CBS or switch 
to WSBK-TV. Page 5 

TOTAL CARRIAGE TALKS 
The Federal Communications Commission is expected to 
announce it will hold a new round of discussion before 
deciding whether to require cable operators to carry all 
the free programming by broadcasters. The current rules 
require cable operators to carry only the station's 
primary video signal, which covers the main free broad-
cast signal and related programming content. Page 8 

THE 'AMOS 'N' ANDY' FILE 
TV series have been reviled and blamed for being the 
end of civilization, but only "Amos 'n' Andy" has been 
sentenced to life in prison. CBS stores "The Amos 'n' 
Andy Show" in sealed canisters at Television City in Los 
Angeles. "Amos 'n' Andy" premiered in 1951 with net-
work TV's first all-black cast and immediately and en-
duringly became the subject of controversy. Page 12 

WHEN IT WAS LIVE 
"Playhouse 90" was part of TV's Golden Age of live 
drama. It premiered on the CBS Television Network 
on Oct. 4, 1956, and deliv-
ered a live 90-minute pro-
duction every week. The 
program signed off as a 
regularly scheduled broad-
cast in 1960—more than 
100 plays later. Tom Shales 
remembers the highlights. 
Page 14 

'LIGHT' STILL BRIGHT 
"Guiding Light," a veteran 
CBS soap, began as a daily 
15-minute radio serial in 
1937, crossing over to tele-
vision in 1952. In its first 
four years as a television prog am, the show's cast 
performed each script twice daily: on live television 
and then live on radio. "Guiding Light" is the longest-
running program in American broadcasting history. 
Page 26 

DEALS 

Diane Mermigas is 
on vacation. Her 
column and the 
Deals page will 
return next week.# 

GET YER RATINGS HERE! 
The EM Night-By-Night Ratings Chart can be found 
this week on the EM home page at EMonline.com. 

FAVORITE CBS SHOWS 
Here are the results of our recent poll on EMonline.com, 
where we asked, "What's the best CBS show of all 
time?" These shows received the most votes: 
1 All in the Family" 

2 "1 Love Lucy" 

3 "M'A'SH" 

4. "The Mary Tyler Moore Show" 

5. "The Andy Griffith Show" 

t. "Dallas" 

t. "Designing Women" 

8. "The Carol Burnett Show" 

t. "CBS Evening News With Walter Cronkite" 

t. "See It Now" 
t. "The Honeymooners" 

REGULAR FEATURES 

Classified Advertising  37 
Guest Commentary  9 
The Insider  8 
Quick Takes  9 
Viewpoint  9 
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Cigars and spite on the road to 
becoming the 'Tiffany Network' 
T

rue story. Driving to work a few weeks 
ago I was convinced I had come up with 
an irresistible idea. As soon as I got to 
the office I called my top salesperson. 
"You're gonna love this," I said. "It's a 

killer idea for a congratulatory ad for our spe-
cial issue commemorating CBS's 75th an-
niversary. Listen to this: Full page. The back-
ground is an instantly recognizable lustrous 
blue. Here's the copy: 'In the 1950s, during 
the Golden Age of Tele-
vision, CBS, with its un-
precedented lineup of 
fine programming and 
stellar news operations, 
was dubbed "the 
Tiffany Network" by the 
New York Times.' 
"I researched it. I've 

always wondered who 
first called CBS the 
Tiffany network. There 
was a famous TV re-
viewer at the Times 
named Jack Gould and, 
according to a friend of 
mine at CBS who's 
been there for years, he's the one who came 
up with it. Anyway, listen to the rest of the 
copy. Next line: 'The public immediately un-
derstood the reference. It meant CBS had 
quality, value and a simple elegance that was 
second to none.' New line: 'We were flattered.' 
Next line: 'Congratulations, CBS, on your dia-
mond anniversary.' Last line: 'Tiffany & Co.'" 
My sales guy, a baby boomer like myself, 

went, "Whoa! Love it!" 
He agreed to call Tiffany that morning to 

see if they were interested. With some good 
luck he was able to get the person in charge 
of marketing for Tiffany on the phone. My 
guy started off by saying that the marketing 
chief knew, of course, that over the years 
CBS has been referred to as the Tiffany Net-
work. To which Tiffany's acting marketing 
chief, who as it turned out is in her 30s, 
replied that she had absolutely no idea what 
my salesman was talking about. 

Chuck Ross 

Well, needless to say, there is no congrat-
ulatory message from Tiffany in this issue. 
But the response from the Tiffany executive 

is illustrative of why we here at ELEcrRomc 
MEDIA think it's important to commemorate 
something like the 75th anniversary of a major 
media institution such as CBS. It's a chance to 
acquaint many of our younger readers with 
how CBS got to where it is today. To share with 
them the colorful and storied history. 

And for others of us it's a 
chance to look back at our-
selves and the shaping of the 
TV age and TV generation. 
If CBS has been anything 

over most of its existence it's 
been the vision of William S. 
Paley. 
CBS started broadcasting 

75 years ago, on Sept. 18, 
1927. The network was 
started by a man who was 
triad at NBC. NBC had begun 
radio broadcasting almost a 
year earlier, in November 
1926. The network refused to 
hire any of the major music 

artists, such as violinist Jascha Heifetz and pi-
anist Vladimir Horowitz, who were repre-
sented by talent agent Arthur Judson. So Mr. 
Judson started his own network, United Inde-
pendent Broadcasters. Needing financing, 
Mr. Judson soon approached the Columbia 
Phonograph Broadcasting System, and the 
companies merged, taking the latter's name 
(and soon dropping "Phonograph"). 
Facing financial difficulties a year later, 

the company came to the attention of then 
26-year-old Mr. Paley, who was introduced 
to it by his brother-in-law. Mr. Paley, who 
was advertising manager for his family's very 
successful cigar business, bought time on 
CBS to air a program called "The La Palina 
Smoker." The new medium, radio, seemed 
to work as an ad vehicle, and sales of the cig-
ars increased dramatically when the show 
hit the airwaves. 
Mr. Paley was hooked. He invested in 

William S. Paley 
Got hooked on CBS 

CBS, and on Sept. 
26, 1928, two days 
before his 27th 
birthday, he was 
elected president. 
When Mr. Paley 

died a month after 
his 89th birthday, in 
1990, EM columnist 
Tom Shales wrote in 
The Washington 
Post that Mr. Paley 
"had a sense of re-

sponsibility to the audience and to the cul-
ture, not just to the sponsor. He knew a net-
work had to put on a certain amount of frivo-
lous drivel to stay in business, but, by God, at 
CBS it was going to be the best frivolous dri-
vel money could buy.... For a good long time 
CBS entertainment and CBS news were the 
best in the country, and maybe the world." 
It's a different world today, both for CBS 

and for television in general. But on its best 
days, TV, and yes, CBS, can still emulate the 
network Mr. Paley envisioned and built. It is 
those ideals, those past and future days of 
Tiffany, that we salute.# 

Chuck Ross Ls publisher and editorial director 
of ELECTRONIC MEDIA. 

ON THE COVER 
The stamps 

used as wallpaper 
are part of a CBS 
promotion for the 
1963-64 season. 
Photos used on 
the cover and 
throughout the 
CBS 75th Anniver-
sary special sec-
tion are from the 
ELECTRONIC MEDIA 
files or are courtesy of CBS.# 
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'Best of' fare for 
No new episodes, just 
repeats to stay 'viable' 
By CHRIS PURSELL 

Fans of syndication's once thriving ac-
tion hours who anxiously await the start of 
the new season will have to wait a lot longer 
than expected to see original product. 
New Line has confirmed that "The Lost 

World" will air this season in a "Best of' 
format in lieu of new episodes, joining "Relic 
Hunter," "Beastmaster" and "Sheena," 
which similarly are offering repeat fare. 
Other series have been canceled outright this 
season, including "VIP," "Tracker," "Earth: 
Final Conflict" and "The Invisible Man." 
In essence, the only first-run veterans to 

offer new episodes this season will be Tri-
bune's "Andromeda" and "Mutant X" and 
MGM's "Stargate SG-1"—a far cry from the 
days of successful syndies "Xena" and 
"Baywatch." 
"We are moving forward with season 

four of 'The Lost World' by utilizing the 
best of seasons one, two and three," said 
David Spiegelman, executive VP, New Line 
Television. "During that time, we will ex-

"The Lost World's" household average, 
1.6, was down 16 percent from last year. 

plore every possible option to create a vi-
able financial model to allow us to produce 
new episodes of the series. Our affiliate 
partners believe in this project and are sup-
porting us by keeping our time periods 

intact. This is a golden opportunity to keep 
a franchise alive that consistently delivers 
strong ratings and demos across the 
board." 
"The Lost World" averaged a 1.6 rating 

in households this season (down 16 per-
cent from last year's 1.9) with a 0.8 in adults 
18 to 49. The series also airs on cable net-
work TNT. 
That doesn't mean that New Line is out 

of the genre, however. The company has 
"The Twilight Zone" set to air on UPN this 
fall, and sources said the distributor is 
mulling such action fare as spinoffs of 
movie library titles including "Blade" as 
potential future series. 
With only three veterans guaranteed to 

air new episodes for syndication, new play-
ers are already emerging this fall to stake a 
claim in the business. Western Interna-
tional will unveil "Starhunter" with 22 
episodes already wrapped and a possible 
order of 44 more on the table. MGM joined 
NBC to create "She Spies," which received 
a limited prime-time mn on NBC. October 
Moon has a full 22-episode order in the can 
for "John Woo's Once a Thief," and 
Tribune will launch another franchise, 
"Adventure Inc."# 
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'Fighting Foodons," left, 
'Kirby," top, and Teenage 
Mutant Ninja Turtles" are all 
part of the Fox Box Saturday 
morning lineup. 

Fox Box filling up 
Low CPM increase 
drives sale of ad 
inventory to 80% 

By MICHAEL FREEMAN 

4Kids Entertainment's Saturday 
morning Fox Box block has sold 
just over 80 percent of its national 
ad inventory to date, said 4Kids En-
tertainment Chairman Al Kahn. 
The sell-out rate, though found 

to be unexpectedly high by na-
tional ad buyers, could be the result 
of modest 2 percent to 3 percent in-
creases on cost-per-thousand rates 
from Fox Kids Network's rates last 
year, buyers estimated. 
"They were aggressively pitch 

ing new business, but they pos: 
tioned [Fox Box] as a network-
equivalent to other established 
terrestrial broadcasters," said kids 
buyer Hary Furman, whose 
Minneapolis-based Campbell/ 
Mithun agency bought some 
national avails in Fox Box. 
"There was some discounting, 
but they did put them-
selves in a pricing posi-
tion that was somewhat 
consistent with [the 
former] Fox Kids Net-
work. I think they were 
very realistic going into 
the kids upfront and until 
they have a proven [ratings] 
base to sell off of in the scat-
ter markets and next year." 
With the overall kids up-

front market estimated to 
be in the $750 million to 
$800 million range for the 
entire cable TV and broad-
cast universe, there are 
some buyers who think 
4Kids can break even or 
make money on its $25 
million-per-year licens-
ing deal with Fox for 
the Saturday morn-
ing time periods. 

FOX BOX'S 2002-03 I 
SATURDAY MORNING 
SCHEDULE 
(Premiering Sept. 14; all 
times Eastern) 

8 a.m. "Stargate Infinity" (listed .m.g 
as FCC-friendly educational)  —17 

8:30 a.m. "Ultraman Tiga"* 

9 a.m. "Kirby"* «mg 
9:30 a.m. "Ultimate Muscle: The 
Ki-mikuman Legacy"* 

10 a.m. "Ultraman Tiga,"* (airing 
through 4th quarter) "Teenage 
Mutant Ninja Turtles" (airing 1st -41 
through 3rd quarters) 

10:30 a.m. "Ultimate Muscle: The 
Kinnikuman Legacy"* 

11 a.m. "Kirby"* 

.11:30 a.m. "Fighting Foodons" 
All double-run senes will feature nonrepeat-
ing original episodes in first six-month cycle. 

"Ultr 
Tiga /I 

Even though Fox Kids 
Network fell into some 
disrepair the past 
three years as Fox 
looked to extricate 
itself from an awk-
ward  marriage 
with Saban Enter-
tainment, it ac-

counted for more than 
20 percent of the kids rat-
ings among the broad-
cast networks on Satur-
day mornings. For that 
reason buyers think that 
if 4Kids can get Fox Box 
to grab at least a 5 per-
cent share of the over-
all kids upfront (cable 
and broadcast), the 
expected $40 mil-
lion  in  revenue 

aman could be enough to 
break even or profit. 
"If 4Kids can 
reach or pass 

that $40 million threshold, they 
could stand to walk away some 
front-end profits," said a New 
York-based kids buyer, who re-
quested anonymity. Along with 
other buyers, the source estimated 
that 4IGds needs only to achieve 
pricing at $7,500 to $12,000 per 30-
second commercial unit (or 3,338 
units over the whole 52-week 
schedule) to break even or make 
money. 
"We assumed going in that we 

might not make enough in ad 
sales to cover our [first-year] in-
vestment," Mr. Kahn said. "But a 
big part of our amortizing our 
costs is how it relates to merchan-
dising and licensing of toys, video 
games, home video, trading cards, 
international sales and other 
product lines. But most of it de-
pends on how successful these 
shows are [in the ratings] to be in-
dicative of the kind of revenues 
we'll take from these ancillary 
markets as well. It all has to work 
hand in hand." 
In laying out a four-hour, eight-

series Fox Box programming 
lineup, Mr. Kahn has initiated 
"cross-media platform" promo-
tional spot buys on cable systems 
and even non-Fox-affiliated TV sta-
tions locally. In addition to having a 
Fox Box preview special scheduled 
to air in Fox's prime-time lineup 
Sunday, Sept. 1, the company 
launched a new "rich media" Inter-
net site (www.FoxBoxTV) to offer 
streaming video promotions of the 
new shows in addition to contests 
and co-branding initiatives with 
advertisers. 
Mr. Kahn said FoxBox.TV is 

being offered to advertisers on a 
value-added or on a standalone 
basis. He said that "subsite links" 
will direct children and teen view-
ers to go from FoxBox.TV to sepa-
rately branded URL addresses 
with new shows such as "Kirby" 
and "ICinnikuman," which could 
tie-in well with existing video 
game and comic book lines.# 

Duopoly kin 
compete for 
morning wins 
Viacom stations in ratings scrimmages 
By MICHELE GREPPI 

Viacom duopolies are turning 
into the local-news version of tennis' 
sister  act,  Venus  and  Serena 
Williams—both competing spiritedly 
with their eyes on the same prize. 
The Viacom stations are out to 

rack up Nielsen ratings points for 
newscasts that compete directly 
with news programs on sister sta-
tions. In Philadelphia, UPN station 
WPSG-TV will launch a 5 a.m.-to-8 
a.m. "headline news service" on 
Tuesday that will go head to head 
with two hours of the more tradi-
tionally paced local news and the 
first hour of "The Early Show" on sis-
ter CBS station KYW-TV. 
In Boston, on Sept. 16, it will be 

business as usual from 5 am. to 7 
a.m. for WBZ-TV's popular morning 
news bench of Kerry 
Connolly, Scott Wahle 
and meteorologist Barry 
Burbank At 7 am., view-
ers will have the option 
of catching the first hour 
of "The Early Show" on 
CBS or switching to 
WSBK-1V on Channel 38 
to spend another hour 
with WBZ's morning 
troika, who will be offer-
ing up a concentrated 
blend of local news you 
can use—headlines, traffic, weather 
and sports—until 8 am. 
The thought of two members of 

the same family competing for news 
viewers at the same time is no differ-
ent than Ford or Procter 8,/ Gamble 
offering more than one choice of car 
or soap, or multiple radio stations 
owned by the same company com-
peting in the same market, say Via-
com station executives who are out 
to raise the Nielsen ratings profiles 
and profit margins of the 39-station 
group. 
"The thing I love about duopoly 

is that what we bring is a lot of re-
sources, and I want to optimize all 
those  resources,"  said  Fred 
Reynolds, president of the Viacom 
Television Stations Group. "It's not 
about the cost side of things. It's 
about getting better programming 

Fred Reynolds 
Viacom 

that is local in focus, and that's the 
beauty of having two stations in one 
market. If they compete, cool." 
"As long as you come to one of 

the two stations, I'm happy," he 
added. "I'm agnostic." 
An outsider might think that CBS 

executives, historically unable to 
field a network morning show that 
has been anything but an also-ran, 
would not want to gamble that the 
local gains won't come at the ex-
pense of "The Early Show." 
"It really isn't about 'The Early 

Show," said Ed Goldman, general 
manager of WBZ and WSBK. "We are 
really creating an alternative. We are 
not trying to compete with 'The 
Early Show.' 
We want to beat the 'Today' 

show." 
In Boston, where commercial TV 

stations have been with-
out ratings since May in 
a standoff with Nielsen 
Media Research, WBZ's 
local early news may fin-
ish No. 1, but "The Early 
Show" tends to finish 
third in competition with 
NBC's  "Today"  and 
ABC's "Good Morning 
America." 
Mr. Goldman envi-

sions  "The  Morning 
News on UPN 38" as 

being faster with a younger feel, but 
still giving the viewer what he or she 
needs at a "selfish time of day"—the 
early morning, when they don't 
want to have to wait until local win-
dows in "The Early Show" at 25 min-
utes and 55 minutes after the hour to 
find out what awaits them when 
they head out to work. (That local 
co-op will be simulcast on WBZ and 
WSBK.) 
The WSBK morning show comes 

a year earlier than planned because 
Mr. Goldman in July found himself 
unexpectedly able to negotiate a 
time slot switch for syndicated chil-
dren's programming, freeing up the 
7 a.m.-to-8 a.m. hour. "The question 
was: 'Can we do this in this short a 
time?" he said. 
While Mr. Goldman is drawing 

CONTINUED ON PAGE 39 

Philadelphia's morning viewers will choose between two hours of VVPSG 
headline news or an hour of news and an hour of "Early Show" on KYW. 
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Ahmad Rashad 
Fast times for "Stuff" 

THE INSIDER 
By Michele Greppi 

The plane truth 
The Insider hates to be a gossip spoilsport, but she's about to take some fun 

out of a story that's making the rounds. According to this story, Viacom Chief Op-
erating Officer Mel Karmazin was slow to warm to the idea of hiring Larry Wert 
to run Viacom-owned CBS station WBBM-TV in Chicago (Mr. Wert yanked Kar-
mazin cash cow Howard Stern off WLUP-AM in Chicago in 1993). That created a 
window of opportunity for NBC to apply some high-
level pressure to convince Mr. Wert to remain the 
general manager of NBC-owned WMAQ-TV. A win-
dow during which NBC Chairman Bob Wright sup-
posedly dispatched a plane to bring Mr. Wert to Mr. 
Wright's vacation home on Nantucket. 
As we all know, Mr. Wert stayed at WMAQ, 

something both sides seem to feel he had always in-
tended to do after getting some mileage out of the 
offer from former boss and newly anointed Viacom 
stations COO Dennis Swanson. 
Sources familiar with the Viacom side say Mr. 

Karmazin had mentioned the long-ago flap but had 
said that if Mr. Wert were a winner, of course he 
should be hired. In the meantime, the leaks about the courtship of Mr. Wert 
began at the same time Mr. Swanson's talks with KGO-TV General Manager Joe 
Ahern heated up. Mr. Ahern, first approached about switching from ABC-owned 
KGO-TV in San Francisco to CBS's KPIX-TV, decided to come back to Chicago as 
general manager of WBBM. 
Sources familiar with the NBC side say there was indeed a conversation be-

tween Mr. Wert and Mr. Wright on Nantucket, but that it happened a couple of 
weeks after Mr. Wert decided to stay with NBC and had gone on vacation to 
Hyannis, Mass. When Mr. Wright learned Mr. Wert was on Cape Cod, he called 
and invited the station executive to hop on over to the island of Nantucket. 
As The Insider always says: Context is everything. 

'Inside Stuff's' move and makeover 

Larry Wert 
Nantucket junket 

After 12 years on NBC's Saturday "tweener" programming block, where it 
built a following among 12- to 17-year-olds, "NBA Inside Stuff" is moving Sept. 7 
to ABC, where it will air at 12:30 p.m. (ET), following the younger-skewing (and 

rebranded) ABC Kids lineup. 
So there's been some nipping and tucking over 

the summer to make the half-hour program more ap-
pealing to the younger kids the NBA wants to wrap 
into its fan baçe. 
Executive producer Ahmad Rashacl and former 

Olympic swimmer Summer Sanders are staying as co-
hosts. Cutting-edge music will continue to drive many 
features, including the familiar "Rewind" and "Jam 
Session" segments. But Steve Herbst, VP of series pro-
gramming for NBA Entertainment, said there will be 
new theme music (look for a pop-hip-hoppy sound), 
hipper graphics, a new set (still at the NBA Entertain-
ment facility in Secaucus, N.J.) and a faster pace. 

"Faster?" wheezed the geezery Insider, who has been known to get winded 
just watching "Inside Stuff." 
"No more three-minute features!" said Mr. Herbst. 
He said it genially enough. Still, The Insider keeps flashing to the image of 

Faye Dunaway chewing the scenery and chopping the shrubbery as Joan Craw-
ford in full "No wire hangers!!" meltdown mode in "Mommie Dearest." Clearly, 
it's time for The Insider to take in her medication for fine tuning. 

Mr. Davies' relationship seat is taken 
Michael Davies, the man who quit an ABC executive job to import "Who 

Wants to Be a Millionaire," and Claude Kaplan, who is on the development team 
of documentarian Barbara Kopple, were married Aug. 24 in East Hampton on 
Long Island in a ceremony attended by a quiet collection of family and friends. 
The iatter group, an eclectic one, to be sure, included "ABC World News" an-

chor Peter Jennings, public television talkmeister and "60 Minutes II" contributor 
Charlie Rose and WB distribution executive Ken Werner. And, of course, Ms. Kop-
ple, whose four-hour take on the good life in the Hamptons last season ruffled 
numerous local feathers when it aired on ABC; "Live" host Regis Philbin, whose 
long career kicked into overdrive as host of "Millionaire" in prime time in 1999; 
and "The View's" Meredith Vieira, the host of the syndicated "Millionaire" mak-
ing its debut this month. 

I o to lose shirt, keep sense of humor 
The evidence would suggest that former Federal Communications Commis-

ion regulator Jim Quello has not benefited from insider trading tips in the 
ecommunications industry. Indeed, Mr. Quello told The Insider that his retire-
t portfolio was down $500,000, largely through significant stakes in a variety 
lecommunications stocks, including AOL Time Warner, Adelphia Communi-
s and Qwest Communications. 
former commissioner said he would favor government regulation requiring 
e miscreants who cook company books for personal benefit to forfeit per-
Ith to compensate pension and retirement plans and stockholders. "Thank 
Enron and WorldCom," said the former commissioner, 88. He added 
at work on a humorous book. The title: "The Golden Years Suck. "# 

—With contributions by Doug Halonen 

FCC to seek input 
on cable carriage 
Broadcasters: Move 
hurts DTV transition 
By DOUG HALONEN 

In a setback for broadcasters, the 
Federal Communications Commis-
sion is expected to announce Sept. 
12 that it will seek a new round of 
comment before deciding whether 
to require cable operators who carry 
broadcast digital TV signals to carry 
all the free programming offered 
over the channel. 
As it stands, the FCC's rules re-

quire cable operators to carry only 
the station's primary video signal, 
which consists of the main free 
broadcast signal and related pro-
gramming content. 
Broadcasters have been urging 

the FCC to expand the obligation to 
require carriage of all free program-
ming they offer. That means that if 
they multiplex on their D'IV chan-
nels, divvying up their DTV frequen-
cies into multiple programming 
streams, cable operators could be re-
quired to carry up to six channels for 
each of the broadcasters they carry. 
Broadcasters also have been urg-

ing the FCC to adopt a final regula-

tion now to help pave the way for the 
transition to DTV technology. 
But sources said FCC officials want 

to first seek a fresh round of comment 
from the public on whether the ex-
panded carriage obligation mises 
constitutional concerns—a possibility 
that could postpone resolution of the 
issue indefinitely. 
Sources also said that if two of the 

agency's commissioners—Democ-
rat Michael Copps and 
Republican Kevin Mar-
tin—had their way, the 
agency would adopt a 
final rule now. 
The new comments 

cycle is a compromise 
intended to comfort the 
agency's two other GOP 
commissioners—Chair-
man Michael Powell and 
Kathleen Abernathy. 
Of these two, Mr. 

Powell appeared to have 
the bigger doubts about the wisdom 
of expanding cable's DTV carriage 
obligations. Ms. Abernathy was said 
to be somewhere between Mr. Pow-
ell and the other commissioners. 
The National Cable & Telecom-

munications Association and the 
National Association of Broadcasters 

Michael Powell 
Has his doubts 

declined comment on the issue. 
But broadcast industry sources 

said there has already been ample 
opportunity for all interested parties 
to comment on the so-called "total 
carriage" concept, which has been 
the subject of debate for over a year. 
"If you want the transition to 

move forward, you do the rule now, 
period,"said David Donovan, presi-
dent of the Association for Maxi-

mum Service Television. 
In a filing at the FCC, 

ABC owner The Walt 
Disney Co.—the only 
major TV network that 
has been lobbying on 
the issue said that if 
the commission sticks to 
its current rule, "The 
ability of broadcasters to 
succeed in the digital era 
by developing and pro-
viding multicast pro-
gramming will be seri-

ously jeopardized." 
Sources said the other major net-

works—NBC, Fox and CBS—have 
stayed out of the regulatory debate in 
part because they believe they're 
powerful enough to negotiate carriage 
deals with cable operators without re-
lying on specific carriage regulations.# 

A tale of 2 Showtimes' 
Battle over Apollo 
show triggers suit 
By CHRIS PURSELL 

Audiences, stations and advertis-
ers will have to decide this fall where 
the tue appeal of a show lies—with 
its producers, talent and time slots 
or with its name and venue. And the 
Superior Court in Los Angeles may 
have to make a bi :4:er decision 
about a long-running urban hour. 
Western International will shift 

the site of what was once "It's 
Showtime at the Apollo" to the 
Brooklyn Academy of Music. After 
nearly a decade and a half on the 
air the show will be renamed 
"Showtime." Returning for the new 
season will be the show's pro-
ducer, Inner City, and host Rudy 
Rush along with Kiki Shepard, Ray 
Chew and the Crew. 
With 85 percent of the country 

recommitted to the series, includ-
ing WWOR-TV in New York, 
KCOP-TV in Los Angeles and 
WCIU-TV in Chicago, the upcom-
ing season promises to be a new 
chapter in the run of the show, ac-
cording to executives with distrib-
utor Western International. 
The show's departure from the 

legendary Apollo Theater came after 
the venue opted to sign a deal giving 
The Heritage Networks rights to use 
the venue and the title "It's Show-
time at the Apollo" to create its own 
version of the show. Heritage Presi-
dent  Frank  Mercado-Valdes 
brought in DePasse Entertainment 
to produce the series, which cleared 

WNBC-TV, New York and ICNBC-
TV, Los Angeles, for its launch. 
"We are extremely proud to get 

the rights to 'It's Showtime at the 
Apollo' and couldn't be happier 
about Suzanne DePasse and her 
entertainment company produc-
ing the show," Mr. Mercado-Valdes 
said. "It's also an amazing bonus 
that we've already got NBC in the 
top markets to air the show." 
Where the advertisers and audi-

ence will go remains to be seen. 
Both programs will air musical and 
comedic acts, but conflict between 
the two distributors has caused 
Western to file a lawsuit against 
Heritage claiming that Heritage is 
trying to convince stations, ad 
agencies and advertisers to aban-
don their business relationships 
with Western. 
The suit also accuses De-

Passe of making "false 
statements to the press 
and others that DePasse is 
entitled to produce a televi-
sion show that will be 
broadcast during 
[Western's] 
clearances." à 
"This is a t 

great oppor-
tunity  to 
create  a 
new energy „ — 
around our 
show," 
said Chris 
Lancey, 
president of 
Western Interna-
tional. "I am confi-
dent that the re-

sults will ultimately be successful 
as we continue to bring the spirit of 
Harlem to America." 
The defendants Heritage and 

DePasse have widely denied any 
wrongdoing in the matter, but 
both parties are dedicating heavy 
resources to the case. Western is 
seeking $30 million in compen-
satory damages and $100 million 
in exemplary damages and in-
junctive relief. 
Western's contract with most of 

its stations, a copy of which was 
obtained by ELECTRONIC MEDIA, 
mandates that the distributor will 
control the weekly hour as long as 
a similar format is put in its place. 
With a successful history and a 
crew already working the series, 
Western opted to continue pro-
duction of the same show, leaving 
only the location and name be-
hind as the series 
prepares to travel 
outside the his-
toric venue.# 
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Nielsen makes 
a wise decision 
on census data 

N
ielsen Media Research is caught be-
tween a rock and a hard place as it 
re-examines its audience estimates 
to incorporate new population data 

from the 2000 census. 
The problem stems from the gradual rollout 

of 2000 figures by the U.S. Census Bureau. At 
the time Nielsen made its universe estimates 
in advance of the 2001-02 season, key pieces of 
census data had yet to be reported. The rating 
service made its estimates using the most re-
cent data available at that time, and buyers 
and sellers negotiated their 2001-02 advertis-
ing deals based on those figures. 
When the 2000 numbers finally came in 

early this year, they included some significant 
changes, notably a larger audience of young 
viewers than previously estimated. Nielsen 
recently supplied its clients with market-by-
market estimates that incorporate the new 
information. 
Now everyone with a stake in the process 

has a different idea about what Nielsen should 
do—and whatever it does, it will alienate some 
segment of the industry. 
The networks have been especially vocal. 

The WB in particular, believing its younger-
skewing audience was substantially larger 
than initially thought, would like to see revi-
sions in the estimates on which 2001-02 ad 
deals were based. Ratings-challenged ABC and 
Fox, buoyed by the possibility that they may 
not have underdelivered by as much as previ-
ously believed, are also motivated to push for 
updated figures. 
Advertising executives, on the other hand, 

are wisely urging caution, warning that once 
revisions start they can quickly get out of 
hand. "Either you bite the bullet and every-
body gets credit or nobody. You can't do it 
piecemeal," one senior executive said. 
One criticism some ad buyers have ex-

pressed involves timing: Maybe Nielsen 
should have waited until the new season was 
under way, and make-goods were completed, 
before causing a ruckus by unveiling new fig-
ures. But had Nielsen done so it would have 
been hassled by the networks for sitting on 
the information until it was too late to do any-
thing about it. 
There's a certain injustice in the fact that 

Nielsen comes under pressure now. Its point in 
releasing the new data was to provide accurate, 
up-to-date information in a timely manner, 
just what a rating service is supposed to do. 
The bottom line is the fuss over the new 

numbers appears to be much ado about noth-
ing, if only because a wholesale revamping of 
2001-02 advertising deals would be all but im-
possible. Those in the industry who are calling 
for such action just aren't being realistic. 
Nielsen has indicated that it is providing 

the new data only to give clients an analytical 
tool for the upcoming season and will not re-
vise its estimates for 2001-02. 
That is the right decision.# 
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Hello, my name is 
Jerri Manthey, other-
wise known as "Jerri 
From 'Survivor," 
"The Ice Princess," 
"She-Devil in a Blue 
Bikini," the "Bitch/ 
Joan Collins of the 
Outback," "Man-Eater" (thanks for that 
one, by the way) and various other deroga-
tory names—most of which can't be 
printed in a family publication. 
Yes, I am one of the many reality televi-

sion participants who have become a house-
hold name and, for the most part, exploited 
by the system that created us. What sets me 
apart from most of the others who have now 
flooded Los Angeles, trying to make it in the 
biz, is that I was an actress long before the 
phenomenon that is "Survivor" ever 
scooped me up and turned my life upside 
down. I have been doing theater since I was 
9 years old and have lived in LA now for 71/2 
years. As an army brat, I've 
moved around my whole 
life—and this is the longest 
I've ever lived anywhere. 
LA. is my home. My rela-
tionship with LA has been 
one of love/hate, but I have 
grown to be a huge fan of 
its idiosyncrasies—the glit-
ter, the smoke and mirrors, 
the nuts, the flakes a con-
stant source of entertainment. 
Before "Survivor," I, like most actors I 

know, was bartending to help pay the bills. 
It was this profession that taught me a lot 
about the different sorts of people who live 
in LA The nightclub/bar/restaurant scene 
is a literal gold mine of cool characters, 
stereotypes and interesting personalities 
I've used on numerous occasions during 
the course of my acting career. 
But I will admit, when I was sent off to 

the land Down Under it couldn't have been 
at a better time. If I had heard one more 

time someone say, "This drink isn't strong 
enough," or, "I'll take care of you if you 
hook me up," or had some drunk guy who 
hadn't gotten lucky with the girls in the bar 
and decided on the way out the door to try 
to pick me up, I was going to lose it! I just 
couldn't take it anymore. The late nights, 
the exhaustion of mind, body and soul, the 
seeming loss of a sense of humor and hope 
in humanity, the feelings of defeat—they 
were just getting to be too much. 
And forget about having a healthy rela-

tionship. Every guy I dated either worked 
with me or was a patron at the bar—both 
very volatile combinations. I was tortured 
because I just couldn't get that break I was 
looking for that would save me, whisk me 
away from all of it. I had completely given 
up my fantasy of a white knight saddling up 
to the bar and scooping me up, taking me 
away from all the stress and heartache, 
making all my dreams come true—a knight 

we bartenders like to call "the 
producer of our first big film." 
Then it happened. I was 

chosen to be on "Survivor." I 
was so excited I could barely 
speak. I jumped up and down 
on my bed for at least 20 min-
utes, realizing the amazing ad-
venture I was about to go on, 
and the fact that all my dreams 
could very well come true. I 

had been chosen to take part in an unbe-
lievably successful show that had taken the 
nation by storm. 

Mum's the word 

it was then that it hit me, the horrifying 
detain hadn't thought of until that very 
moment: I couldn't tell anyone. Not even 
my own mother. I couldn't share my hap-
piness and excitement with anyone. I never 
felt more alone in my life. 
This loneliness escalated upon my re-

turn from the experience. I had been gone 

for three months. I couldn't call my friends. 
They all had to be wondering what hap-
pened to me. I couldn't answer their ques-
tions. I sat in my apartment totally alone, 
shell-shocked with post-traumatic-stress 
disorder, eating everything I could get my 
hands on, the psychiatrist provided by 
Mark Burnett and CBS on call. 
The experience has reshaped my entire 

existence, the way I look at myself and 
other people. It has frustrated me, made 
me happy, given me things I thought only 
other people could have. 
I posed for Playboy, on my own terms. I 

was criticized by people who didn't even 
know or realize that I had turned down an 
extra six figures to make a coinciding video— 
a route I felt went too far beyond my morals 
and boundaries. I bouffit a house. I've never 
even lived in a house my whole life, and now 
I own one. I still worry someday that some-
one will come to my door and admit to mak-
ing a big mistake. There was no way some-

I get called 
into auditions 
from casting 

directors who loved 
the show and want to 
meet me. I get in the 
door only to have 
them shocked that I 
actually can act. 
Then they are sur-
prised that I've been 
out here for so long. 
You see, I understand 
the frustration of the 
struggling actor. I've 
been struggling—and 
I'm still struggling. 
one like me could own a house! 
I have spent an entire year flying to 

places I've only dreamed of. I've been to 
New York more times than I can count. 
On the other hand, I've done nothing but 

defend myself for the character I appeared 
to be on the show. Apparently the concept 
of editing for entertainment value is lost on 
a majority of the audience. I've had my feel-
ings hurt. People have come up to me on 
the street and told me they hated me, but 
that they really like me now that they've 
seen me in the press giving them some in-
sight into the other sides of me. I always re-
mind them that we were starving and sleep 
deprived. I've answered the same questions 

CONTINUED ON PAGE 28 

"The Mary Tyler 
Moore Show.' 
[Mary Richards] 
was strong, 
independent, 
smart, funny and 
making her mark 
in what was then 
an industry that 
was a 'man's 
world.' It's because 
of... that show that 
I'm a TV news 
director today." 

QUICK TAKES By Naomie Worrell 

What's the best CBS show of all time? 

Lisa Farrell, 
news director, 
WLNS-TV (CBS), 
Lansing, Mich. 

"See It Now,' 
because Murrow 
and Co. saw the 
potential of TV and 
inspired countless 
young people (my-
self included) to 
tackle the medium. 
Documentaries like 
'Harvest of Shame' 
and even fluff 
pieces like 'Face to 
Face' all plowed 
new ground." 

Dave Linder, cable 
station manager, 
Public Communi-
cations, las Vegas 

"The Ed Sullivan 
Show.' It was a 
show the whole 
family could 
watch, from rock 
bands (Beatles, 
Doors, Rolling 
Stones) to those 
weird guys 
spinning plates to 
saber dance 
music." 

Larry Greene, 
photojournalist, 
KCBS-TV (CBS), 
Los Angeles 

To answer next week's Quick Takes question, visit the Speak Out section of EMonline.com. 
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By LARRY GELBART 

M
y near lifelong relationship with the 
Columbia Broadcasting System began in 
1943, when CBS was a mere 16 years old, 

and I, a mere 15-year-old, stood in the studio 
audience line at Sunset and Gower for a 
broadcast of the "Pabst Blue Ribbon Town" 
radio show, starring the then merely 53-year-
old Groucho Marx. (This was my second de-
gree of separation from the network, actually. 
The first, the fact that the 
hair on the head of the 
Tiffany Network, William S. 
Paley, was regularly cut by 
the Tiffany of barbers—my 
father, Harry Gelbart.) 
By 1944, I was entering the 

very same building through 
the artists' entrance, having 
become one of the writers of 
"Maxwell House Coffee's 
Baby Snooks Show," starring 
Fanny Brice. My employ-
ment was the result of my fa-
ther's convincing another of  Larry Gelbart 
his stellar clients, Danny 
Thomas, who had a weekly 
spot on the program, that he had a son who 
could write funny material. (Even after getting 
the job, I was refused admittance by the stage 
doorman, who, taking one look at my acne 
and my saddle shoes, said that if I wanted to 
see the show, I had to get in line with the 
other civilians on Sunset Boulevard.) 
My skin cleared up, and wearing Guccis, I 

went on to work at CBS again or: the initial 
seasons of "The Red Buttons Show," in 1952, 
and then, in 1963, on "The Danny Kaye 
Show." (I leave it to you to guess who their 
barber was.) 
Came the '70s and it was time to return to 

Mr. Paley's plantation once more. Just as the 
large, wooden pince-nez, the oLtdoor sign of 
Dr. T.I. Ecldeberg, the optomettst, stares out 
at everyone in Fitzgerald's "Gatsby," I am 

Began his writing career at CBS 

forever feeling the glare 
of CBS's Big Brotherish 
organizational orb be-
tween my shoulder 
blades, silently remind-
ing me where my loyal-
ties lie, admonishing me 
to stay monogamous. 
And so, I came back 

home, unpacked my 
bags, and for the next 
four years helped turn 
out the series that was to 
change my life—and, 
should there be anything 
at all to the notion of 
reincarnation, probably 

half a dozen more to come. Being a slave to 
symmetry, the combination of doing 
"M*A*S*H" for CBS was irresistible enough to 
make my heart skip an unsymmetrical beat. 
If anyone can possibly bear to tune in to 

just one more rerun just one more time, if 
only for 30 seconds or so, don't watch the pic-
ture, listen only to the dialogue—most espe-
cially the speeches assigned to Hawkeye, the 
engine of show, and see if you don't detect 
the indelible influence that the star I waited in 
line to see on the "Pabst Blue Ribbon Town" 
radio show near 60 years ago has always had 
on my writing. To say nothing of on my mind. 
And the less said about that, the better. 
I will leave it to others on the occasion of 

CBS's platinum-plus anniversary to com-
mend the efforts of everyone from Murrow 

CBS 75" ANNIVERSARY: WHAT'S INSIDE 
"Amos 'n' Andy" 
revisited by John 
Carman Page 12 
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Tom Shales recalls 
the best of "Play-
house 90" 

Michael Dann and 
the glory years of 
CBS prime time 
Pacie 1 

Sen. Sheila James 
Kuehl remembers 
her "Dobie Gillis" 
days "age 18 

Longtime "CBS Sports 
Spectacular" host Jack 
Whitaker on the early 
days of the groundbreak-
ing sports anthology 
nage 20 

Former CBS 
Cable host 
Patrick Wat-
son recounts Bill Paley's 
bold experiment in the 
new medium 

A look back at 
"The Guiding 
Light's" 65 years 
on the air, by Ed 
Martin .•age 26 

Seeing Groucho Marx at a CBS radio show influenced Gelbart's "M*A*S*H" dialogue. 

to Moonves. For my part, I would like to sing 
a chorus or two in praise of CBS's VP in 
charge of programming for the West Coast 
during my four-year hitch on "M*A*S*H." I 
do this with the full realization that a writer 
complimenting a network VP in charge of 
anything at all is not unlike the United Jew-
ish Appeal awarding a lifetime achievement 
award to Heinrich Himmler. But Perry Laf-
ferty, unlike his co-mavens, was not a mere 
network humanoid. In a universe of suits, 
Perry Lafferty was a sport jacket (and when a 
sticky situation called for him to exert his 
considerable charm and smoothness, he 
could also be Mr. White Tie and Tails). 
What distinguished Perry from the powers 

that were (and all too many that are) was his 
early training in broadcasting. Long before he 
had his own key to the executive loo, he had 
earned a living and the accrued profes-
sional and human relations experience  as a 

Doing M̀*A*S*H' for 
CBS was enough to 
make my heart skip an 
unsymmetrical beat. 
IV cameraman, a director and a producer. In 
the apt words of my friend Leonard Stem, 
"Perry Lafferty is the only televi-
sion executive in the busi-
ness who knows what 
kind of job he's out of" 
Perry was also 

what any entertain-
ment decision-maker 
would or damn ought to 
be: He was an un-
abashed and appre-
ciative fan of those 
talents with which he 
worked. He was in no 

LIN TV President Gary 
Chapman traces the his-
tory of 49-year CBS Buffalo 
affiliate WIVB-TV je 30 

Erstwhile CBS executive Sir 
Howard Stringer explains 
how he landed David 
Letterman 

way interested in being a star executive. He 
was an executive who was content to let the 
stars be the stars. He understood that to be 
gifted is to be a little nuts. Gifted himself, 
and therefore, also a little nutty, but not so it 
ever showed, Perry knew how to mediate; he 
knew how to ameliorate. He was a wonder-
ful bridge between those who were above 
the line and those whose interest was only 
the bottom one. With his seemingly effort-
less, distinctive style, it was a bridge that ex-
tracted a toll from no one. 
Pressing Perry Lafferty for a response to a 

question that was burning a hole in your heart 
or in your intestines always prompted his 
stock response: "If you need to know right 
now, the answer is no"—the wisdom he had 
acquired in all of his years in the trenches hav-
ing taught him that, in an emotion-charged 
business, putting some space between a prob-
lem and a solution could, as often as not, turn 
out to be the very solution to that problem. 
And if, in his WASPy, Godfather-like way, 

he said that he'd get back to you within 24 
hours, you didn't get Perry's call at 24:01. 
Always on the job, blocking and tackling 

in the smoothest, most unobtrusive way, he 
had a way of making the artists who were 
turning out the programming on his watch 
feel as though he was their man at the net-
work. In all the time I worked with the man, 
he never once gave me a note—other than 
the ones that read "thank you." 

It would seem that what started 
out as an appreciation of CBS has 
turned into a confession—or 
rather more of an admission— 
that whenever it is I think of that 
particular network, I really think 
of it as PBS. 
That is to say: Perry's Broad-

casting System.# 
Lan)/ Gelbart co-created the 
"M*A*S*H" series and produced 
and wrote many episodes. 

In his own 
words: Mike 
Wallace de-
scribes the 
years leading to 
his long run on 
"60 Minutes" 
Page 34 

CBS 
President 
and CEO 
Leslie 
Moonves 
reflects 
on CBS's 
legacy of 
industry leadership 
Page 35 
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ALSO: "Survivor's" 
Jerri relates how her 
experience on the se-
ries reshaped her exis-
tence Page 9 
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Wrestling 
with an 

albatross: 
itto it Ailby 

By JOHN CARMAN 

E
ver since Milton Berle first donned a dress, 
TV series have been reviled, blamed for 
everything from lapses in civilization to 

mysterious itches, mercilessly scalded by crit-
ics and terminated with extreme prejudice by 
their networks. And, occasionally, loved. 
But jailed? That's special. Only one show 

has ever been sentenced to life in prison, 
and it's a decent bet that Charles Manson 
will be paroled before CBS frees "The Amos 
'n' Andy Show" from sealed canisters at 
Television City in Los Angeles. 
"Amos 'n' Andy" premiered on CBS in 

June 1951 with some genuine promise. 
Based on the decades-old radio hit per-
formed by two white men, Freeman Gosden 
and Charles Correll, it boasted network TV's 
first all-black cast. 
It had taken two years to settle on three 

leads stage actor Alvin Childress as Amos, 
the sensible Harlem cab driver and the 
show's narrator, veteran director and actor 
Spencer Williams Jr. as the portly cigar-
chomping and eternally gullible Andy; and 
vaudeville star Tim Moore as the conniving 
George Stevens, exalted ICingfish of the Mys-
tic Knights of the Sea, the show's fictional 
fraternal lodge. Mr. Moore had been lured 
out of retirement in Rock Island, Ill., to play 
the Kingfish. 
Laced heavily with exaggerated black di-

alect, "Amos 'n' Andy" found its comedic 
groove with the ICingfish's forever using to 
insurance schemes, real estate schemes or 
whatever to dupe the slowwitted Andy out 
of his meager savings. But the Kingfish's 
connivings usually backfired, often resulting 
in tongue-lashings from his wife Sapphire 
(Ernestine Wade). 
New York Times reviewer Val Adams, as-

sessing the show a few days after its TV pre-
miere, clucked about "injudicious directing 
and overplaying," but he praised the new 
comedy for "several good sight gags" and 
apparently was convulsed by Mr. Moore's 
"robust and flamboyant" performance. It 
was, he wrote, "remindful of Negro actors in 
the old medicine shows so common in the 
Midwest and South many years ago." 
The National Association for the Ad-

vancement of Colored People was less 
amused. Within two weeks of the program's 
television debut, it called the show "a gross 
libel on the Negro and distortion of the 
truth" and asked the Blatz Brewing Co. to 
renounce its sponsorship. 
In its August 1951 bulletin, the NAACP 

issued a bill of particulars. It accused "Amos 
'n' Andy" of portraying blacks as lazy, dumb 
and dishonest, of presenting every cast 
member as a clown or a crook, of depicting 

black doctors as quacks, of suggesting that 
black lawyers were ignorant and dishonest 
and of painting black women as "cackling, 
screaming shrews." 
Despite the protest, "Amos 'n' Andy" 

lasted on the network for two seasons until 
Blatz pulled out. CBS shot an additional 13 
episodes for syndication purposes, and 
"Amos 'n' Andy" aired successfully on local 
stations for another 13 years. Then in 1966 
CBS Films proclaimed that "Amos 'n' Andy" 
was "outdated"—along with "Mama," "Life 
with Father" and several other rerun se-
ries—and withdrew it from the syndication 
circuit. 

Groundbreaking, funny 

The show was a racial albatross in the 
civil rights era; its broadcast on a Chicago 
station had sparked protests, and to the 
embarrassment of CBS, a government 
official in Kenya had banned it in that 
African nation. 
So it was off to the slammer for "Amos 

'n' Andy," and there it has languished for 36 
years. "Amos 'n' Andy" tapes are common-
place in home video stores, but a CBS 
spokesman said those are all bootleg copies 
and that the network has occasionally rein-
forced its legal proprietorship with court ac-
tions against distributors. 
Over time the groundbreaking show be-

came television's oldest and most reliable 
controversy. Not surprising, because "Amos 
'n' Andy" inflames America's most enduring 
blister, racial prejudice, and provides ample 
ammunition to both its defenders and its 
enemies. 
The defense is that whatever its faults, 

"Amos 'n' Andy" was funny. It still is. If the 
TV industry can truthfully claim to pro-
duce art, "Amos 'n' Andy" is art. And who 
can be comfortable calling for the sup-
pression of art? All the more so when by 
any honest evaluation "Amos 'n' Andy" 
was no more offensive than dozens of 
black comedies that followed it 
without lifetime banishment. 
Some of the staunchest de-

fenders are black viewers who 
remember "Amos 'n' Andy" 
fondly, and black performers 
who acknowledge a debt to the 
show's talented and pioneering 
cast. 

• 

On this issue, the NAACP never spoke for 
all black Americans, and perhaps not for a 
majority. It's worth pointing out, too, that 
several of the NAACP's original objections, 
in 1951, weren't even true. It wasn't true 
that all the characters were clowns and 
crooks. It wasn't cue that black doctors 
were routinely depicted as quacks. Nor were 
black women uniformly depicted as 
"screaming shrews." 
But it was true that some characters were 

lazy, dumb and shall we say, ethically chal-
lenged. It was true that in the ICingfish and 

Andy, the show orbited around two broadly 
drawn characters easily traceable to stock fig-
ures in minstrel shows. And it was true that 
in the early 1950s, television provided no ef-
fective counterbalance to the outlandish 
"Amos 'n' Andy" model of black American 
life. That's one of the most persistent burrs in 
the "Amos 'n' Andy" debate—that in its time, 
there was no "Cosby Show" to offset it. And 
that was, of course, the fault of CBS and NBC 
and ABC, not "Amos 'n' Andy." 
For now, the controversy may be as 

moot as it is invigorating. No broadcast net-
work and no rational station 
owner is about to plop old "Amos 
'n' Andy" tapes onto the air-
waves. Nor is CBS about to un-
lock the cellblock doors. 

TV Land possibility 

"Amos 'n' Andy" has one 
chance at redemption in today's 

television environment, and that is the TV 
Land cable network. Just this past February, 
TV Land skimmed over the "Amos 'n' 
Andy" imbroglio in an "Inside TV Land" 
special about African Americans and tele-
vision. There on screen was Julian Bond, 
chairman of the NAACP, repeating the 
organization's old and unchanged com-
plaints about the show. 
I had to chuckle. Back in 1983 at the sug-

gestion of CBS Broadcast Group President 
Gene Jankowski, I'd written a column in the 
Atlanta Constitution suKesting that viewers 
were sufficiently sophisticated to watch 
"Amos 'n' Andy" and place it in context. That 
column led to a gentlemanly debate with Mr. 
Bond on Atlanta's public 1V station. 
There was a live audience that night in 

the station studio. I remember a black man 
in the front row, clutching a copy of "Gone 
With the Wind" and asking Mr. Bond if he'd 
next like to start banning books, starting 
with the Margaret Mitchell classic. Mr. 
Bond, as I recall, had no answer. 
This year's TV Land special got Larry 

Jones, the executive VP and general man-
ager of TV Land, thinking. Clearly "Amos 'n' 
Andy" was a funny show with an undeni-
able niche in TV history. Maybe, under the 
right circumstances and with some sort of 
contextual boost "Amos 'n' Andy" could be 
revived on TV Land. 
"It was the first time I thought maybe it 

could be," Mr. Jones said. "I still don't know 
if it should be." 
Mr. Jones surely has a CBS number in his 

Rolodex. After all, TV Land and CBS are cor-
porate cousins in the Viacom family. 
But don't count on it. If "Amos 'n' Andy" 

ever again sees daylight legally, it'll be an 
occasion for one big national "Holy mack-
erel, Andy. "# 
John Carman is the former TV columnist 

for the Minneapolis Star-Tribune, the At-
lanta Constitution and the San Francisco 
Chronicle. 
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'Playhouse 
was 
thing 

By TOM SHALES 

We think of "Playhouse 90" as belonging 
to, even epitomizing, TV's Golden Age 
of live drama. But this most famous 

of all weekly anthologies really served as a 
bridge between two eras: the bitter and the 
sweet, but not in that order. 
When it premiered on the CBS Television 

Network on Oct. 4, 1956, it could boast a new 
live 90-minute production every week. By 
the time it signed off as a regularly scheduled 
broadcast on Jan. 21, 1960—more than 100 
plays later—the output had been reduced to 
one play every other week, and instead of 
being strictly live, the plays were either en-
tirely or partially on videotape. Some were 
even shot on film. 
Even at the outset it was ending an era, 

the era of "Live from New York." Live it was, 
at least at the beginning, but "Playhouse 90" 
originated at "Television City in Hollywood," 
the vast and handsome production complex 
CBS had built at the comer of Beverly and 
Fairfax—near another great cultural land-
mark, Canter's Delicatessen. While Tele-
vision City has become vaster if not hand-
somer in the intervening years, Canter's, un-
like almost everything else in the world, re-
mains relatively and mercifully unchanged. 
So great is the renown of "Playhouse 90" 

and so lustrous its reputation that casual 
chroniclers of TV history assume it to have 
been among the first of the weekly drama 
anthologies when it was one of the last. 
"Playhouse 90" ushered the era out, though 
that was hardly considered its mission at the 
time. In subsequent years, CBS has at-
tempted the occasional de facto revival of 
the "Playhouse 90" brand name, affixing it 
to this or that drama special, even one 120 
minutes long, but in this case as in so many 
others, "Nothing can bring back the hour 

land a half) of splen-
dor in the grass, of 
glory in the flower." 
Should we, 

"Grieve not, but find 
strength in what re-
mains behind?" No, 
let's grieve. The 
demise of "Play-
house 90" marked 
the demise of the 
Golden Age and all 

these years later that's still to be mourned. 
Popular myth has it that the first "Play-

house 90" drama was Rod Setting's "Requiem 
for a Heavyweight"—a "Requiem" to rank 
with Bach's—but in fact it was the second 
broadcast; the first, "Forbidden Area," also by 
Serling, is largely forgotten. Not forgotten are 
such other intensely memorable dramas from 
that amazing first season as "The Miracle 
Worker," the story of young Helen Keller and 
her teacher Annie Sullivan—one of several 
"Nineties" later turned into a theatrical movie. 

Rod Serling's "Requiem for a Heavyweight" 
was the second "Playhouse 90" broadcast 

But two of the first-season productions 
that remain especially vivid for me, polar 
opposites on the drama scale, are "The Co-
median," a mordant shocker, and "Eloise," 
a sprightly adaptation of some pretty adult 
children's books about a little girl who lived 
at the Plaza Hotel. The great Kay Thompson, 
who also contributed songs, was in the cast. 
For some reason I still remember the refrain, 
"Eloise! What are you doing, doing, doing?!" 
There was nothing sprightly about "The 

Comedian," a brutally scathing portrait of a 
big-time TV comic who seemed loosely 
based on Milton Berle, though Berle would 
deny that in later years, and who was played 
like a house afire—like a whole city block 
afire—by a sweating, shouting Mickey 
Rooney. Critics of the time were not particu-
larly kind, as I recall, to singer Mel Tonne, 
doing a rare straight acting role, but he was 
painfully poignant as the comedian's poor 
old doormat of a brother, ridiculed and ex-
ploited by the comic both onstage and off. 
Sponsor interference supposedly re-

stricted the topicality of "Playhouse 90" and 
other anthologies at the time, but many of 
the dramas proved extremely 
powerful, even shattering, nev-
ertheless; the monster Rooney 
played in "Comedian" was in its 
way as scary as the hungry crea-
ture of "Alien" many years later. 
The 1959-60 season of "Play-

house 90" ended on a bravely 
bleak note with an adaptation of 

"The Days of Wine and Roses" was one 
"Playhouse" production adapted to film. Serling solution 

Thanks to reruns, most viewers 
today are familiar with Rod Serling as 
the host and creative force behind 
"The Twilight Zone," which originally 
ran on CBS from 1959 to 1964. 
But Mr. Serling was actually one of 

the most acclaimed writers in the early 
days of TV, when live dramas were a 
programming staple. 
Ultimately, Mr. Serling grew frus-

trated by advertiser interference in his 
dramas. In a 1957 essay he wrote, "A 
few years ago on a program called 
'Appointment With Adventure,' I was 
called in to make alterations in some 
of the dialogue. I was asked not to use 
the words 'American' or 'lucky.' In-
stead, the words 
were to be changed 
to 'United States' 
and 'fortunate.' 
When told that 

these changes must 
be made, Mr. Serling 
thought he was the 
subject of a joke. No, 
no joke, he was told. 
"Appointment With Adventure" was 
being sponsored by a particular brand 
of cigarettes, and both the "American" 
Tobacco Company and "Lucky" Strikes 
were competitors. 
"In television today," Mr. Serling 

continued in his essay, "the writer is 
hamstrung and closeted in by myriad 
of taboos, regulations and imposed 
dogma that dictate to him what he can 
write about and what he can't." 
Thus a few years later Mr. Serling 

escaped to "The Twilight Zone," a 
world of fantasy and science-fiction 
where he could sometimes write about 
serious issues, but since they were dis-
guised as fantasy and science-fiction, 
sponsors didn't interfere.# 

Pat Frank's novel "Alas, Babylon," a grim vi-
sion of nuclear Annageddon replete with 
mobs ravaging supermarkets for what little 
food remained. A young Burt Reynolds was 
featured, though Don Murray was the star. 
These plays could be disturbing to a 

degree matched by very few of today's net-
work drama shows, even those 
that tackle social and political 
issues and court controversy 
on a regular basis. 
Other great moments for 

"Playhouse 90" included a new 
production of "Charley's Aunt" 
starring Art Carney. Plays later 
adapted into major motion pic-

tures included not only "Requiem" and 
"Miracle Worker" but also "The Helen Mor-
gan Story" with Polly Bergen; J.P. Miller's 
"The Days of Wine and Roses" which starred 
Piper Laurie and Cliff Robertson in the IV 
version (Lee Remick and Jack Lemmon in 
the movie); and "Judgment at Nuremberg," 
with Claude Rains in the role that Spencer 
Tracy later played in Stanley 'Cramer's film. 
"Nuremburg" was among the infamous 

examples of sponsor interference cited in 
"Television's Most Censored Moments," an 
enterprising documentary that aired earlier 
this summer on Trio. The American Gas Co. 
one of the sponsors, you may recall, and its 
advertising agency wanted all references to 
gas chambers removed from this drama 
about accountability for the Holocaust. Rains 
conspired with fellow cast members to defy 
the idiotic censorship and say "gas chamber" 
as originally written in the script, but a loath-
some toady in the booth deleted the words 
with the flip of a switch. Alas, Babylon, indeed. 
The list of names associated with "Play-

house 90" both behind and before the cam-
eras was about as auspicious as a list can get, 
starting with the show's first producer, Mar-
tin Manulis, and the legendary CBS execu-
tive, Hubbell Robinson, who with William S. 
Paley's approval got the show on the air in 
the first place; when Paley saw how commer-
cial breaks disrupted the dramas, he decreed 
that most "Playhouse 90's" have commer-
cials grouped at the beginning and end. 
Actors participating included a virtual 

Who's Who of stars. Johnny Carson, of all 
people, starred in the comedy classic "Three 
Men on a Horse." Eartha Kitt and Oscar Ho-
molka were odd-coupled in a TV adaptation 
of Joseph Conrad's so-often-adapted "Heart 
of Darkness." Another auspicious name that 
definitely merits mention is that of Oscar-
winner Alex North, the composer who came 
up with the imposing musical theme that in-
troduced "Playhouse 90" each week. That 
theme signaled something important ahead. 
A two-part version of Herningway's "For 

Whom the Bell Tolls" starring Jason Robards, 
Maria Schell, Nehemiah Persoff and Eli Wal-
lach was one of the later "Playhouse 90" pro-
ductions, and it was all too clear for whom the 
bell was tolling. It was tolling for live drama. 
"Bell" was also one of several "Playhouse 

90s" to be directed by the late John Franken-
heliner, who was intimately involved with 
the anthology from the beginning; "Days of 
Wine and Roses" was another of the several 
"90s" he directed. Frankenheimer often 
credited the tightrope wallcing he did on live 
1V with teaching him how to cope with unex-
pected catastrophes. He had a repertory of sto-
ries about on-the-air mishaps—the nient the 

CONTINUED ON PAGE 31 
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By LOUIS CHUNOVIC IF rom 1963 until 
1970, Michael 
Dann was CBS's 

head of programming, 
based in NewYork 
City. That was a period 
that included several 
seasons of almost 
unbelievable ratings 
dominance for the 
network. 
In 1963-64, for example, CBS had 14 of 

the top 15 shows (only NBC's "Bonanza" 
made the list); in 1966-67, CBS had eight of 
the top 10 (with only "Bonanza" and ABC's 
"Bewitched" preventing a clean sweep); and 
the following season, all of the top five series 
were on CBS. 
Mr. Daim was praised for his many rat-

ings successes at the time but he also was 
the lightning rod for many of the period's 
controversies. He was blamed for turning 
CBS into the so-called Hillbilly Network, 
with such rural-oriented shows as "The Bev-
erly Hillbillies," "The Andy Griffith Show," 
"Petticoat Junction" and "Green Acres." It is 
said that he was against putting "The Mary 
Tyler Moore Show" and "All in the Family" 
on the air. It was during Mr. Dann's tenure 
that such Golden Age institutions as Red 
Skelton and Jackie Gleason, each of whom 
had been on the air for two decades, were 
canceled. And finally, it was under Mr. Daim 
that one of the key shows of the Vietnam 
War era was born and died: "The Smothers 
Brothers Comedy Hour." 
Mr. Dann talked about all these battles— 

the truths and the myths—in a recent con-
versation with EtEcrRomc MEDIA. He ended 
that conversation by saying, "I'm not trying 
to give you pat answers and I'm not trying to 
hide anything. One of the benefits of being 
geriatric is you can be honest." He began by 
recalling his 80th birthday a year ago this 

'The Beverly Hillbillies" was one of the shows that made CBS the "Hillbilly Network." 

month: Sept. 11, 2001. 

Electronic Media: Did Sept. 11 remind 
you ofN ov. 22, 1963, the day President 
Kennedy was killed? You'd been head of pro-
gramming at CBS for just a few months, since 
that February. 
Mike Dann: Absolutely. We were at the 

Dorado Beach Hotel [in Puerto Rico] at an 
affiliate board meeting. We had just had 
lunch and we were walking back, Dick 
Salant, who was head of CBS News, and 
[CBS President] Frank Stanton and I. And we 
got to the lobby and Dick was listening to 
the news on his own little personal radio, 
and Walter [Cronldte] was 
saying the president had 
been shot. 
Here we were in Puerto 

Rico, three men responsible 
for the leading network. 
Walter was saying, 'The 
president has been killed.' 
What do you do? It was im-
possible to get through to 
New York right away; the 
lines were jammed. Frank 
Stanton looked at me and 
said, 'Mike, we're going to go 
off the air with entertain-
ment programming until the 
president is buried.' I said, 
'What are we going to do to fill?' He said, 
'That's your job.' He said, 'For when news 
isn't being carried, you have to plan a sched-
ule.' 
We walked out of that room and we told 

the affiliate board members who were at-
tending that we were staying with a news-
controlled operation until after the funeral. 
We didn't know when the funeral was going 
to be at that point. 
[Editor's note: In all, CBS 

News carried nearly 55 hours of 
continuous coverage of the assas-
sination and its aftermath that 
weekend.] 
The board members were a 

little taken aback: To go off the air 
until after [the funeral without] 

Michael Dann 
CBS programming veteran 

commercials was an extraordinary thine It 
had never been done before in the history of 
broadcasting.... 
We did a lot of things—the Verdi Re-

quiem, church music, religious music; 
Brahms and Beethoven and chamber music; 
different nature programs; a lot of travel 
things; a lot of very gentle children's pro-
gramming. But no commercials. 
There was so much happening that week-

end. You had the [Jack] Ruby shooting [of 
Lee Harvey Oswald] on Saturday morning. 
We worked practically 24 hours a day try-

ing to find programming that would not re-
peat. And then the physical job of getting it 

cut to airtime! 
The biggest program-

ming challenge was if 
you put on anything but 
musical forms, every-
thing had to be so care-
fully screened that it 
wasn't upsetting to the 
country. 

EM: What was the 
biggest difference be-
tween Nov. 22, 1963, and 
Sept. 11, 2001? 
Mr. Dann: The live 

coverage, whether the 
planes hitting the build-

ing or the building falling, was unbelievable! 
And this time there were no objections from 
advertisers. 

EM: There were objections in '63? 
Mr. Dann: Oh yes. Some of the broad-

casters didn't fully accept the fact that the 
tragedy should be covered for so long a pe-
riod. They thought ...life should go on. 

EM: What was the tenor of 
those times, when you were 
heading programming at CBS in 
the '60s? 
Mr. Dann: It was totally dom-

inated by three networks. Up 
until 1960 there was the struggle 
to introduce color, there was the 

Michael Dann knew the comedy series 
"All in the Family" was "on the edge." 

struggle to have full coverage. 
Bill Paley's relationship with the pro-

gramming department was extraordinarily 
close. Bill was never really concerned by 
how much a show cost. We were called the 
Tiffany Network We were also called in the 
mid-'60s the Hillbilly Network 

EM: Did you feel bad about being called 
that? 
Mr. Dann: Oh sure. Of course. I never 

looked at any of those shows after I put them 
on. I didn't like them. 

EM: You put them on because you knew 
there was a viewership? 
Mr. Daim: They were relatively unpopu-

lar in New York, for example. By and large I 
operated under a principle I was trained in, 
and that was that there was no such thing as 
a good program executive with low-rated 
shows or a bad program executive with 
high-rated shows, and I never changed my 
position as long as I was working in the com-
mercial networks. 
While I did some things I'm very proud 

of, I never lost sight of the fact that if you 
want to do anything good, put on 'S. Hurok 
Presents' or Arthur Miller's 'Death of a Sales-
man,' you had to be able to afford it. 
[The hillbilly shows] saved my job and 

they also saved some very good shows. For 
example, the first year 'The Dick Van Dyke 
Show' was on the air ... I put the show on 8 
o'clock Tuesday night in the first year and it 
wasn't successful at alit got very good re-
views; it was what I like to think of as a 
Tiffany show. You like good reviews, it 
makes you feel better, but it doesn't mean a 
program continues.... 
Paley called me up and said, 'I like the 

show but I just don't think we should have it 
in the schedule next year. What do you 
think?' 
Well, he wouldn't order something— 

ever—but he would tell you what he felt, and 
if you continued to disagree with him he 
would hold you responsible. 
I couldn't take a chance in the second 

season. I scheduled it behind 'The Beverly 
Hillbillies' and it became the No. 2 show on 
the air. 
Imagine having the nerve! It violated all 

the rules [of audience flow]. But I'd learned 
from 'December Bride,' a perfectly ordinary 
show starring Spring Byington that became 
a No. 2 show when it followed 'Lucy' on 
Monday night. In syndication it never did 
anything; it couldn't stand alone.... 
That's when we learned what 'hammock-

ing' a new comedy was. Whenever we got a 
new show, I always hammocked it between 
two comedy shows that were successful. 

EM: Is it true you opposed the original 
concept for 'The Mary Tyler Moore Show?' 
Mr. Dann: I wasn't happy about it be-

cause I didn't think Mary Tyler Moore would 
be a big star. Then we argued about whether 
[Mary Richards, her character] could be a di-

CONTINUED ON PAGE 18 
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vorcee. 
Dick Van Dyke had just said he wanted to 

come back, so I said, 'What the heck' and 
gave him 26 [weeks] firm. Then Mary's 
agents came in with Grant Tinker and said, 
'So what'll you give us?' And I talked to my 
staff and to Paley and we all agreed: 13 
weeks firm. 
Mary, she's an actress, not a comedi-

enne, we thought. Carol Burnett is a come-
dienne. 
Boy were we wrong! ... [MTM1 did a gang 

comedy. Everybody in the newsroom was a 
comic and Mary sort of held it together. She 
was the George Burns. 

EM: Why not let her be a divorced 
woman? 
Mr. Dann: Because everybody knew her 

as a nice woman. Divorced? It was the Viet-
nam War! Who was her husband? Had he 
left her? And she had a child! They wanted a 
kid too. It turned out I wasn't so wrong. 
Dick Van Dyke not only had a failure of a 

show and Mary had a success but Mary 
spawned other shows from her production 
company [including 'Rhoda,' Phyllis,"Lou 
Grant' and 'The Bob Newhart Show% That 
was some investment! 

EM: And the conventional wisdom is you 
opposed 'All in the Family.' True? 
Mr. Dann: I got a call from [an agent] 

who said, 'Norman Lear wants me to show 
you a pilot. It's at ABC. They told me this 
morning they will pass.' 
I said, 'Fine, bring it over.' And I looked at 

it and I was on the floor. I knew it was on the 
edge. 'Kike,"nigger,"dago'—those are not 
words we usually use. 
But I then called Freddie Silverman and 

Irwin Segelstein, who were my two No. l's, 
and said, 'Take a look at this thing.' 
They look at it and say, 'It's smashing, it's 

wonderful!' I called [CBS programming ex-
ecutive] Perry Lafferty and [his program-
ming staff] and they go absolutely ape, and I 
showed it to [my boss] Bob Wood. 
He thought it was pretty good, but said, 

'You can't get away with it, can you?' so I 
showed it to ... [the program practices chief] 
and he said, 'Maybe so.' 

EM: And that was the end of the Hillbilly 
Network era? 
Mr. Dann: Absolutely. I left that June and it 

went on the air four months later. I wanted to 
do it. They were negotiating for it when I left. 

EM: And the Smothers Brothers contro-
versies? You're generally blamed for their 
cancellation at the height of their popularity. 
Mr. Dann: I'd failed with four different 

shows opposite 'Bonanza' at 9 o'clock Sun-
day night. [After we canceled 'The Garry 
Moore Show,' a variety show opposite 'Bo-
nanza% I called the William Morris Agency 
and said, 'I need a variety show,' and they 
said, 'We have the Smothers Brothers,' and I 
said, 'Who are they?' 
I called up Paley and said, 'I found a 

show,' and I ordered nine shows starting 
Jan. 16th and they went on the air and they 
were a runaway success. Everybody talked 
about them. Very often both ['Bonanza' and 
'The Smothers Brothersi were in the top 10. 
They and 'The Mary Tyler Moore Show' 

and 'Mission: Impossible' gave us a new look. 
I had us cancel [Red] Skelton and [Jackie] 
Gleason, but those other shows gave us a new 
look Especially Tom and Dicicie Smothers 
appealed to a whole new generation. 

EM: Is it true that you left CBS because 
you opposed most of those changes and 
wanted to hang on to those shows. 
Mr. Dann: I was very disappointed [to 

lose Skelton and Gleason]. I didn't have any-
thing to take their places. The sales depart-

Not one of... 

T heman y 
Loves 
of Doble 
Gillis Bob Denver, left, Dwayne Hickman and Sheila James in "Dobie Gillis." 

By SHEILA JAMES KUEHL 

Although I spent four sweet years working on a top-rated CBS series, "The Many Loves of Dobie Gillis," I actually started my 
television acting career in the first series to be produced on 

film, "Trouble With Father," starring Stu and June Erwin. I was 
9 years old and it was 1950. I spent six years on that (ABC) show, 
and later, in 1959, while I was attending UCLA, after a few years of 
free-lancing, I was cast as Zelda Gilroy on "Dobie Gillis." 
I had actually worked with Dwayne Hickman earlier on the Stu 

Erwin show, where he played a hapless basketball player and 
friend of my character, Jackie Erwin. Later, when Dwayne was on 
"The Bob Cummings Show," directed by Rod Amateau, we met 
again, and I got to meet some of the people who 
would move over to the "Dobie Gillis" set later, 
at Fox Western. Fox Western was a little auxil-
iary Fox lot where we made some of the early TV 
shows, at the corner of Sunset and Western. 
When I went on my first interview for the 

show, since Rod and Dwayne both knew me, I 
was sent over to talk to the show's creator and 
producer, Max Shulman. I walked into his office 
and wondered where he might be, only to see 
him appear apparently out of nowhere in a 
chair overlarge for him, barely to be seen over 
his desk In other words, Max was about my 
height. He asked me to read the first line Zelda 
has in the first show. "I love you," I read. "You're 
hired," Max said. He later told me that I was ac-
tually hired because I was the only girl he'd in-
terviewed that day who was shorter than he was. 
Working with Dwayne and Bob Denver [who later became 

even more famous as Gilligan on "Giffigan's Island] and Tuesday 
Weld and (in the first year) Warren Beatty, and Steve Franken and 
Frank Faylen and Florida Friebus and Bill Schallert and so many 
other talented people was like a dream. We had wonderful times 
on the set and we always thought the work was good—funny, 
professional, tight and real. 
In the first year, our characters were in high school and after 

that in junior college. Life for our characters was earnest and full of 
the value of friendship, even if we often had to rediscover it at the 
end of a show in which we had been tempted to sacrifice it for 
some selfish end. We always came back to the friendship. We were 
also a bunch of misfits, both in our characters and in our lives. 
Dobie was a poet and a dreamer who wanted any girl so long as 

she wasn't Zelda. Zelda only wanted Dobie and was constantly 
working on him to excel, even though she was the one with brains 
and talent and drive. Thalia (Tuesday Weld) wanted Dobie to earn 
lots of money. Everyone wanted life to be something other than 
what it was, but in the end always did the right thing anyway. 

Sen. Sheila Jam 
Played Zelda Gilr 

es Kuehl 
ay on "Dobie" 
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In our real lives, we were just as sweet but nonconformist. Ten 
years after the series ended, we gathered for our first reunion 
movie. We took one look at each other's lives and couldn't stop 
laughing. Dwayne was dating a very young woman. Bob was dat-
ing a woman, one of the Little People, who came up to about his 
waist in height. And I was dating a woman ... end of story. Amer-
ica's teenagers had grown up all right! 
The fact that I could be open about my sexual orientation by 

then was a testament to the change in America's consciousness 
about private lives. It was, however, still the case, then and now, 
that most actors don't feel they can come out and keep their ca-
reers. My experience with CBS was certainly exemplary of the day. 
At the end of the third year of the series, CBS and Fox decided 

they'd film a pilot for a spinoff series featuring 
Zelda in the lead. It was a heady time for me, of 
course. I was allowed to participate in casting, de-
veloping story line, things that a 21-year-old ac-
tress could only dream about Apparently, CBS 
was fairly high on the show and it looked good for 
success. I was let out of my contract with "Dobie" 
so I could promise to film the new series if it sold. 
Then one evening, after shooting, our director 

asked me to take a walk with him. We walked 
across the lot and got into his car, then simply sat 
there. Talk ranged over a number of things, 
mostly trivial, and then he told me that the pilot 
was not going to be pushed by CBS. Then-Presi-
dent Jim Aubrey had stated he found me "too 
butch" and that was it. Since I was already in a 
long-term but very clandestine relationship with 
another young woman (not in the industry), and 

since that relationship had been discovered by alums in the soror-
ity I belonged to at UCLA, and since I had been expelled by the 
sorority, an act reported to the UCLA administration, I figured that 
the word had gotten out that I was a lesbian. I felt like someone had 
poured cold water over my head and down my neck. My tongue 
stuck to the roof of my mouth and I couldn't talk. 
Since I was no longer under contract to "Dobie," and since 

they had decided that Dobie and Maynard (Bob Denver) would 
be in the Army for the fourth year, that was virtually and suddenly 
the end of Zelda on the show. And virtually the end of my career. 
No one ever talks to you, of course, about why. Actors know very 

little of what goes on behind the scenes, so I don't know whether my 
private life was a topic of administrative review. In the larger sense, I 
certainly never knew whether the network was good to our show or 
a pain in the neck. Ido Imow that the cast and crew of that show 
were the best I'd ever seen and we remain friends to this day.# 
Sheila James Kuehl was known as Sheila James when she ap-

peared on "The Many Loves of Dobie Gillis." She is now a Califor-
nia state senator. 

ment was saying they couldn't sell those 
shows, but they were top 10 shows. 
But I was burned out too. It was my 20th 

year [as a head programmer]. I was not fired, I 
can promise you that We were still winning. 
The conventional wisdom that I was dis-

appointed is very, very accurate, to say the 
least. I mean, canceling Skelton, who's an 
institution, who's getting 38 shares? I can-
celed shows getting 37,38 shares! 

EM: So you've got the Smothers 
Brothers on the air. What about 
the time you supposedly didn't let 
follcsinger Pete Seeger sing Waist 
Deep in the Big Mucldy,' an anti-

war song? 
Mr. Dann: That caused some of the 

problem. Even getting Pete on the show was 
a problem. He'd nevei been on a nighttime 
show before. We put him on a CBS morning 
show so we could say to the advertisers he's 
already been on the air. When we put him 
on the 'Smothers Brothers' show, we got a 
lot of complaints. 

That [show] was the crisis of the 
week It was the crisis of my emo-
tional life [too]. It took me a long 
time to find a show that was suc-
cessful [against 'Bonanza% and then 
the Southern affiliates in particular 
were always up in arms about [the 

brothers'] positions, especially on the Viet-
nam War.... 
Frank Stanton was very close to Lyndon 

Johnson. He would be there Sunday 
evenings in the White House and I would get 
a call. 
The compromise was ... we went to 

Washington and said, 'They finish shooting 
on a Tuesday. We will show the programs to 
affiliates on a Thursday. They can decide 
whether or not they want to carry it' And 
the affiliates said, 'fine.' 
Then what happened was, on a Wednes-

day, I called up Perry Lafferty and asked did 
they have the cassette of the 'Smothers 

CONTINUED ON PAGE 36 
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ELECTRONIC MEDIA 

A 
spectacular 
way to 
present 
an event 

By JACK WHITAKER 

he "CBS Sports Spectacular" was TV's first T 
sports anthology program. It was the brain-
child of Bill MacPhail, the head of CBS 

Sports and a man who was ahead of his time. 
In 1960, CBS had tele-

vised the Olympic 
Games. The Winter 
Games that year were in 
Squaw Valley, Calif., 
where a group of Ameri-
can college kids beat the 
vaunted Russian ice 
hockey team for the gold 
medal. The Summer 
Games were held in 
Rome and produced the 
graceful Wilma Rudolph 
in track and field and the 
graceful Cassius Clay in 
boxing. Interest in 
Olympic events was high 
at the time and so the "CBS Sports Spectacu-
lar" came into being. 
The series was scheduled for the first 13 

weeks of the year, a fill-in on Sunday after-
noons until baseball season opened. The 
show would lean heavily on Olympic-style 
sports, but it would also serve up some 
bizarre events that were difficult to catego-
rize. Bud Palmer was the host in the begin-
ning and when he left I took over. It was like 
diving into a pool of icy water. 
In 1962, television was beginning to cre-

ate a large appetite for sports beyond the 
regular diet of baseball and football. Every 
sports promoter in the country was trying to 
sell an event, no matter how outlandish, to 
one of the three networks. 
Consequently, producers, directors and 

announcers were forced to take cram courses 
in a large array of sports or near-sports. The 
first event I was involved with was typical of 
the offbeat subjects we sometimes covered. 
Someone had sold CBS a film of a fishing 

tournament that had been held in Alimera 
on Spain's Costa del Sol. These were the days 
before videotape. Everything was on film. 
This fishing tournament was all underwater 
and was conducted with spear guns. Who-
ever killed the most pounds of fish would win 
the competition. It was just as grisly as it 
sounds and to leaven the gruesomeness—to 
say nothing of the cruelty of the event—CBS 
arranged an interview with Jacques 
Cousteau. So off we went to Paris to inter-

Jack Whitaker 
Series had more highs than lows 

view the famed oceanogra-
pher. He was a pleasure to 
talk with and he spoke out 
against this fishing tourna-
ment and made a passionate 
plea for caring more about 
our oceans and the creatures 
i n them. 
After the interview we 

went into a cavernous studio 
and saw the film of the 
spearfishing for the first time. 
"Where is the script?" I 

asked. 
"You have to write it," 

said my producer, Chet 
Forte, who later became the 

director for "Monday Night Football" on 
ABC. So while Chet and the man who had 
sold the event to CBS played gin rummy, I 
had to run this dreary film of overweight men 
shooting fish underwater, then rushing up 
on the beach to throw their prey onto a large 
scale. Monsieur Cousteau notwithstanding, I 
have never had a gloomier time in Paris. 
Another of the more not-quite-a-sport 

events was an auto thrill show held on a 
country track 10 miles west of Palm Beach, 
Fla., which in those days was, as we used to 
say, out in the boonies. There was a compe-
tition among drivers of stock cars to see how 
far they could go tilted over on two wheels. 
Another contest was to see how far they 
could go in the air driving off a ramp. It was 
sort of a long jump for automobiles. When 
we went to interview one of the winners, he 
demurred, saying he was wanted by the po-
lice somewhere out West. 
My favorite was the man who blew him-

self up. He would lie on the ground with his 
head between two blocks—on the outside of 
each block were dynamite charges. 
He would count slowly up to 10 and then 

set off the dynamite. A cloud of 
smoke would obscure the fellow 
and then as it slowly blew away, he 
would leap to his feet with a tri-
umphant "Ta-da." In the interview 
I asked him if he didn't have a 
Herculean headache. 
"Oh, no," he said. "I take two 

Tony Verna, the man 
who changed sports 
For almost anyone who loves sports on tele-

vision, Tony Vema is a hero. 
Who? 
Mr. Verna, a former producer/director for CBS 

Sports, made history on Dec. 7, 1963. On that day he 
lu14:ed a huge videotape machine from CBS's New 
York studios to a production truck outside Veterans 
Stadium in Philadelphia, from where CBS was 
about to telecast the Army-Navy football game. 
Back in those days, the Army-Navy game was one of 
the top college football contests of the year. 
Navy's quarterback in 1963 was future Hall of 

Famer Roger Staubach. 
"The missing drama of [football] was bothering 

me," Mr. Verna told USA Today over a decade ago, 
as he recalled that historic December day. "It took a 
long time for the players to get back to the huddle, 
and I felt the energy of the game was being lost." 
On the way to the game, Mr. Verna told vet-

eran announcer Lindsay Nelson that they might 
try something unique during the contest. 
Frustratingly for Mr. Vema, Mr. Staubach 

wasn't doing anything too remarkable during the 
game. Finally, Mr. Verna focused on Army's quar-
terback, Rollie Stichweh. 
Payoff! 
Mr. Stichweh scored a touchdown on a short 

run. 
Mr. Verna cued up his clumsy videotape ma-

chine and told announcer Nelson that CBS was 
about to show the short touchdown run again. 
Worried that viewers would be totally con-

fused, as the run was shown again Mr. Nelson 
shouted into his microphone, "This is not live! 
Ladies and gentlemen, Army did not score again." 
Thus was born instant replay. 
It was the only time during the game that it was 

used. And Mr. Vema didn't apply the technique 
again for six months, until the NFL Playoff Bowl. 
Soon, of course, instant replays became ubiq-

uitous in sports coverage, much to the chagrin of 
Mr. Verna. "It's ironic," he told the Chicago Tri-
bune years later. "The reason I started instant re-
plays was to keep the momentum going. Now the 
replays are slowing the whole thing down."# 

September 2, 2002 

The popularity of the 1960 Games 
sparked "Spectacular's" creation. 

pair of Marika Kilius and Hans-Jurgen 
Balmier skated the program of their 
lives to defeat the magnificent Russ-
ian couple, Ludrnilla Belousova and 
Oleg Protopopov. 
In the early days of the series, a 

Chicago promoter named Bill Mar-
tin sold CBS a show in which Major 
League Baseball players had their 
own golf tournament. It was held at 
the Indian Wells Golf Club in Cali-
fornia and it had quite a number of 
the game's biggest stars. The quality 
of the golf was what you might ex-
pect and our producer wanted to 
inject some entertainment into the 
show. What better way, he thought, 
than to have a party with the ball 
players and the show business peo-
ple who were in attendance. 
It happened to be Mickey Man-

tle's birthday, and a cake was 
brought out. After "Happy Birth-
day" had been sung, someone 
picked up the cake and threw it in 
somebody else's face, setting off a 
huge food fight, ending only when 
most of the participants had dived 
into the swimming pool. The party 
was a disaster and so was the show. 
There were more highs than lows 

on the series. We did a profile of the 
brand-new Air Force Academy in 
Colorado Springs, Colo. The forma-
tion of cadets marching into evening 
Mass, their strong voices bouncing 
off the Rocky Mountains, was a 
memory to keep. That week they as-
signed a plebe to be my guide and 
gofer. He was a very pleasant young 
man, courteous, smart and atten-
tive. Several years ago I received a 
letter from him. He was nearing re-
tirement—as a three-star general. 
The "CBS Sports Spectacular" 

gave us a chance to broaden our view 
of sports, to realize that there were 
other challenging and often beautiful 
events that didn't get the coverage in 

aspirins before the show."  America that they did overseas. When ABC's 
Most of the programs, however, involved  "Wide World of Sports" finally came along, it 

authentic sporting events. The World and Na- went around the world bringing us the thrill of 
tional Figure Skating Championships were a  victory and the agony of defeat, but it was Bill 
staple. In 1963, the World Championships  MacPhail's "Sports Spectacular" that began 

were held in the open-air Olympics  the sports anthology format. 
stadium in Cortina d'Ampezzo in  Sometimes these days when I'm channel 
Italy. There 13-year-old Peggy  surfing, I'll pause, for just a minute, to watch 
Fleming made her debut on the  a motorcycle race up a mountain or one of 
world stage. The following year the  those big tire trucks lumber over a mound of 
Championships were in Dort-  dirt. And I think, "Did that 40 years ago."# 
mund, Germany. It was a rousing  Jack Whitaker was the host of "CBS Sports 
affair because the West German  Spectacular" from 1961 to 1982. 
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Martin & Lewis 

William S. Paley 

CBS through 
the years ... 

Sept. 18, 1927—The Columbia Phonograph 
Broadcasting System begins broadcasting to 16 sta-

tions. The radio pro-
gram consists of 
members of the New 
York City Metropoli-
tan Opera perform-
ing "The King's 
Henchmen." 

Sept. 26, 
1928—William S. 
Paley is elected presi-
dent of the Columbia 
Broadcasting System 
(the word "phono-
graph" had been 
dropped). Within a 

year, Mr. Paley devised a revolutionary plan that will 
make radio stations want to sign up with the fledgling 
CBS network as opposed to the more powerful NBC: 
Give them free programming in exchange for running 
"national" advertising. 

Fall, 1930—The first woman on air, Natalie 
Towers, enters into an exclusive contract with a TV 
station. The station is W2XAB, CBS's experimental 
station in New York City. 

July 21, 1931—CBS becomes the first network 
to begin regular TV programming: 28 hours a week 
on W2XAB in New York City. 

1932—Newsman 
Robert Trout is hired. He 
will later coin the term 
"fireside chat" to de-
scribe the occasional 
radio broadcasts of Pres-
ident Franklin Roosevelt. 

Nov. 8, 1932— 
CBS-TV reports on the 
presidential election. 

Robert Trout 
March 10, 1933 

—Experimental TV station W6)(A0 (later KCBS-TV) 
goes on-air in Los Angeles. At 5:54 p.m. a major 6.4 
magnitude earthquake hits, centered in nearby Long 
Beach, Calif. Film of the damage is broadcast the 
next day. 

1935—Edward R. Murrow joins the network. 

Oct. 30, 1938--Orson Welles' Mercury Theater 
on the Air broadcasts an adaptation of H.G. Wells' 
"War of the Worlds." Many listeners thought they 
were hearing reports of an actual Martian invasion. 

Aug. 29, 1940—CBS research director Peter Gold-
mark announces the invention of color IV. He demon-
strates it on Sept 3 over W2XAB in New York City. 

1948—Mr. Goldmark invents the 33 1/3 long-
playing record. 

April 1948—First network TV newscast. 

June 
20, 1948— 
Debut of 
"The Toast 
of the 
Town" with 
the comedy 
team of 
Jerry Lewis 
and Dean 
Martin as 
guests. On 
Sept. 18, 

1955, the series is renamed "The Ed Sullivan Show" 
after its long-time host. 

Jan. 2, 1949—Jack Benny, the No. 1 star in 
radio, jumps from NBC to CBS William S. Paley, 
armed with a clever tax plan and understanding the 
importance of talent begins a series of raids on NBC's 
top talent. 

Oct. 6, 1949—"The Ed Wynn Show" becomes 
the first regularly scheduled network TV show broad-
cast live from Hollywood instead of New York. 

June 25, 1951—The beginning of regular net-
work TV color broadcasting. Six months earlier the 
FCC had picked CBS's color system, which was not 
compatible with NTSC black & white, as the nation's 
standard. The same day CBS took out its first ad, in 
The New York Times, for a color TV it was going to 
manufacture. 
CBS stopped 
color broadcast-
ing just four 
months later. TV 
manufacturers, 
under pressure 
from NBC par-
ent RCA, never 
adopted the 
CBS system in 
great numbers. 
In 1953 the KC 
reversed itself 
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at a gl ance 
and picked a then much-improved RCA color-com-
patible system as the U.S. standard. 

Oct. 15, 
1951 —"I Love 
Lucy" premieres. 

Nov. 18, 
1951—"See It 
Now" debuts. The 
show, co-produced 
by Edward R. Mur-
row and Fred 
Friendly, sets new 
standards for pub-
lic affairs program-
ming. A series of 
shows in 1954 about Sen. Joseph McCarthy, then 
chairman of a subcommittee trying to root out Amer-
ican Communists, helped to end Sen. McCarthy's 
anti-Communist hysteria. 

Edward R. Murrow 

June 30, 1952—After 15 years on radio, "The 
Guiding Light" premieres on TV. 

Sept 20, 1952—"The Jackie Gleason Show" 
with the "Honeymooners" debuts. 

1956—William S. Paley becomes the primary 
backer of the upcoming Broadway musical "My Fair 
Lady." The show makes musical-comedy history, and 
the cast album becomes the biggest seller in Columbia 
Records history, not overtaken until 1970 by the re-
lease of Simon and Garfunkel's "Bridge Over Troubled 
Water." 

Jan. 28, 1956—Elvis Presley's network TV 
debut on "Stage Show." 

Nov. 11, 
1956—Broadcast of 
the first show on 
videotape, "Dou-
glas Edwards and 
the News." 

Sept 21, 
1957—The premiere 

of "Perry Mason" 

Oct. 2, 1959—"The Twilight Zone" debuts. 

March 16, 1962—Walter Cronkite begins 
anchoring the evening news. 

1964—CBS acquires the New York Yankees. 
Teams drops from first place to last place in two 
years. 

Feb. 9, 1964—The Beatles appear on "The Ed 
Sullivan Show." 

Sept. 24, 1968-60 Minutes" premieres. 

Jan 12, 1971—"All in the Family" debuts. The 
show, addressing prejudice and social issues with a 
candor heretofore unheard on TV, is the No. 1 rated 
show on TV within six months. 

Sept. 4, 1972—"The Price Is Right," which 
had been on TV continuously (except for seven years) 
since 1956, comes to CBS. 

March 21, 1980—J.R. Ewing gets shot on 
"Dallas" in the last episode of the season. "Who 
Shot JR.?" became a catchphrase and whodunit 
became an international obsession. 

Feb. 28, 1983—The final episode of 
"M"A"S"H" draws a 60.3 rating, 77 share, which 
remains the largest audience ever to watch a single 
TV program. 

1986—Ted Turner mounts a hostile takeover 
bid for the network. William S. Paley turns to 
Lawrence Tisch, who becomes president and CEO, to 
stave off Mr. Turner. Mr. Tisch makes major cuts and 
sells the company's records, magazines and publish-
ing divisions. 

Jan 14, 1993—David Letterman, having lost the 
battle to replace Johnny 
Carson, announces he's 
leaving NBC after 13 
years to join CBS. 

November 
1995—Westinghouse 
buys the network 

Sept. 7, 1999— 
Viacom agrees to 
acquire CBS. 

"Survivor" 
May 31, 2000— 

"Survivor" hits the airwaves.# 
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CBS CABLE: 
One brief, 

moment 
By PATRICK WATSON 

T
he CBS Cable initiative, which lasted just a 
little more than a year, was the last great 
risk-taking venture by a major U.S. broad-

caster before the bean counters and bottom 
liners took over altogether, and the once 
proud claims of daring, initiative and public 
service—never a large 
component of commercial 
broadcasting but long a 
cherished one—were fi-
nally sequestered for good 
in the Gulags of Account-
ing Practices, Debt Man-
agement and all those 
other rubrics that have 
been making us so proud 
of Corporate America 
these past few months. 
William S. Paley, the 

chairman of CBS, set so 
many things in motion in 
his long career. He in-
vented the modem notion 
of the network, with its affiliation of inde-
pendent broadcasters across the country, its 
benefits to the parent company of a distribu-
tion system built on somebody else's capital 
and to the local broadcaster of a source of 
national entertainment and national and in-
temational information programming. 
(They actually broadcast news of events tak-
ing place outside the United States in those 
days!) 
Paley and CBS had done well. William R. 

Murrow and his news chief Fred Friendly 
had set benchmarks for television journal-
ism and aired the McCarthy-Senate Com-
mittee hearings that showed the power of 
television to unmask a political charlatan. 
Their specials in entertainment and drama 
had set breathtaking standards of excellence 
and their ongoing series "The Honeymoon-
ers" and "All In the Family" had left an in-
delible footprint on the American psyche. 
Just think of the list that includes Jack 
Benny, Ed Sullivan, Walter Cronkite, Frank 
Sinatra, "60 Minutes" and "M*A*S*H." 
It was 1980. The network had prospered, 

and Bill Paley was going to put something 
back into the pot by accepting the palpable 
risk of a cable service devoted to the arts that 
would, predictably, take at least five years to 
emerge from the red ink and another five to 
pay back the investment. It would be a glori-
ous gift in its beginning, and the business 
plan saw it gradually coming out of the red 
as cable penetration spread, and in the end 

Patrick Watson 
Former host of CBS Cable 

generating a modest profit. 
This glorious idea was 

christened CBS Cable—a 
24-hour service of music, 
theater, cinema, programs 
about literature, painting, 
sculpture, the world's best 
in ballet, symphony, 
chamber music, the clas-
sics and the avant-garde. 
This was minority broad-
casting with tactical 
smarts. Counting on its 
special (but in America ul-
timately very large) audi-
ence to find it out, pro-
gramming Vice President 

Jack Willis devised a schedule in which pro-
grams were put on a 24-hour "wheel" com-
posed of three-hour blocks beginning at 8 
p.m. and then repeated throughout the 24-
hour schedule. A new wheel would begin the 
following day at 8 p.m. Viewers could count 
on a good, solid block of high-quality pro-
grams at any time of the day, of repeats of 
items that had particularly struck them, and 
of finding the service at its best wherever 
they were in the country, at any time of the 
day, and relatively unencumbered with ad-
vertising. 
I was brought in as host of the whole ser-

vice, briefly sketching in the contents of the 
entire three hours as the block began, and 
then appearing to give background, gossip 
and setups to each program as it appeared. 
The presentation studio was a big one, usu-
ally elaborately set, with a simulated con-
cert stage, a part of a museum or an art col-
lection, among whose sculptures and hang-
ings I would walk out to begin the evening. 
One time the whole 10,000-square-foot 
space was hung with dozens of huge Rothko 
originals—millions of dollars worth of spec-
tacular (and controversial) canvases 
through which I moved as I introduced the 
upcoming programs. The set might 
have nothing to do with the pro-
grams that followed. Often it was 
just a striking sui generis visual state-
ment by designer David Mitchell 
("Annie," "My Dinner with André"), 

a ballsy, in-your-face way of saying, "Look 
at this! Ain't this elegant!" 
A block might begin with Greg Jackson's 

provocative one-on-one, uninterrupted in-
terview program "Signature," in which the 
interviewer was never seen; as host of the 
whole service I often got undeserved credit 
for Greg's trenchant interviews. Powerful 
films you would never see on the regular 
channels were frequent fare on CBS Cable: 
Wemer Herzog's "Aguirre, The Wrath of 
God" had its U.S. debut there. A richly pro-
duced 10-part dramatized biography of 
Napoleon Bonaparte. Original profile docu-
mentaries of artists like Twyla Tharp ("Con-
fessions of a Comer Maker") made dozens 
of such specialized and relatively unknown 
American and international greats familiar 
figures to what was becoming an increas-
ingly loyal and slowly growing CBS Cable 
audience. 
But growing too slowly. And the Finan-

cial Floor at Black Rock, CBS's glowering 

\t II 1( Ii kiiltsi) 

head office on Sixth Avenue, was beginning 
to get restless when revenues did not pull 
ahead of the forecasts and the first year's 
predicted loss of $40 million was turning 
into a reality. 
In the meantime, we on the production 

floor were living an exhilarating time. Pro-
grams commissioned especially for the ser-
vice were exceeding expectations, and the 
acquisitions from abroad were dazzling. 
There was a constant sense of invention and 
playfulness. Greg Jackson persuaded David 
Letterman to sit for a "Signature" interview. 
Letterman's producers told Jackson and his 
producer firmly that there must be no refer-
ence to any rumors about sexual irregulari-
ties. Jackson and Letterman, who were on 
good terms, winked at each other conspira-
torially and Jackson had a quiet word with 

the director. 
As the story goes, when Jackson 

knew he had the interview in the 
bag he made a small signal, and 
the director, without anyone else 
in the control room being aware of 

CBS Cable made unknown greats such as 
Twyla Tharp familiar to audiences. 

it, stopped recording but kept shooting as if 
the show were still going on. 
Jackson said, "Now, David, I know this 

may make you a bit uncomfortable, but the 
stories are going around about you hanging 
around schoolyards and inviting young boys 
to get into the car with you. Why don't you 
come clean, here with me now." 
Letterman looked anguished, leaned for-

ward, acting with great conviction, and said 
something like, "Greg, I... I ... how did you 
find out about this? I didn't think anybody 
knew anything about this. I—I know it's 
wrong. It's just that ... well look, I don't want 
to hurt anybody but..." 
Well, he probably didn't get that far be-

fore the Letterman team in the control room 
was screaming "Stop tape," and accusing 
treason and running out to the floor to save 
their star from this madness. I had the story 
directly from Jackson, and it doubtless ac-
quired some color in the telling. But it does 
say something about that heady feeling of 
confidence and play and risk-taking that un-
derlaid our days and nights in that wonder-
ful enterprise. 
At the launch party, at the New York Pub-

lic Library, I went over to shake hands with 
Paley feeling a slight touch of apprehension. 
Here was one of the richest men in Amerier., 
notoriously despotic, who had bet a bundli 
on our wild scheme. Would it be up to his 
standards? He stood up as I came toward his 
table and walked toward me with both 
hands held out. He took my hands in his. His 
eyes were shining. 
"Patrick," he said, "it's got The Feel!" 
But the feel didn't count at Black Rock. 

Toward the end of that season Bill Paley 
stepped down from the chair and turned 
CBS over to Tom Wyman. He would later 
regret that move and take back the chair. 
But not before Wyman and the Black Rock 
group had killed his noble experiment. It 
had been on target, according to the busi-
ness plan. With cable penetration growing, 
it would have become viable. With the 
spirit of respect for the audience, which 
was programming VP Jack Willis' driving 
motive, it would have built steadily and 
risen as a monument to what broadcasting 
can be when the profit motive is enriched 
by a sense of public service. But it had cost 
them $40 million in that first year. And the 
guys at Black Rock were nothing if not pm-
dent.# 
Patrick Watson is the former chairman of 

the Canadian Broadcasting Corp. Besides his 
stint on CBS Cable, Mr. Watson has been an 
award-winning journalist in both the United 
States and Canada Currently he is creative 
director of the Historica Foundation's media 
activities. 
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Leaving 
the 

on for 
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years "The Guiding Light" successfully moved from radio to TV in 1952. Charter cast members were Lyle Sudrow, left, kine 
Allison, Herb Nelson and Susan Douglas. 

By ED MARTIN 

I
t isn't difficult to find baby boomers who recall racing home after 
school to catch either "Dark Shadows" in the '60s or "General Hospi-
tal" in the '70s and early '80s, in those now seemingly unwieldy days 

before the advent of VCR-facilitated soap opera viewing. 
Those two shows earned their places in 

history books by captivating older children 
and teenagers as well as adults. 
I recently learned that another serial 

once engaged young and old alike to such an 
extent that kids would dash home from 
school to enjoy it—all the way back in the 
'40s, even before television. That franchise is 
"Guiding Light," and the person who recalls 
racing home for the show is my mother. The 
circumstances were somewhat different: 
"Guiding Light," now a long-running CBS 
TV soap, was at the time a radio serial. My 
mother would listen to it every day with her 
mother on the radio in their kitchen. 
Just as to this day I remain interested in 

both "Dark Shadows" and "General Hospi-
tal," my mother still watches "Guiding 
Light" Her interest in the show has waned 
from time to time throughout its long televi-
sion run, but she always comes back to it, if 
only to follow the adventures of the descen-
dants of the characters who used to fasci-
nate her during the radio daze of her youth. 
Currently, she's caught up in the story of 

Rick Bauer, a descendant of the Bauer family 
she remembers well from the '40s. Rick 
spent much of 2002 hovering at death's door 
in dire need of a heart transplant. In grand 
soap opera style, Rick's prayers were an-
swered last month when another character 
on the show died in a car accident, conve-
niently providing Rick with the needed 
organ. 
It is the Bauers and other core families 

and the complexity of their relationships 
that have kept "Guiding Light" going longer 
than any program in American broadcasting 
history. "Guiding Light" began its existence 
as a daily 15-minute radio serial on Jan. 25, 
1937. It crossed over to television on June 30, 
1952. Throughout its first four years as a tele-
vision program, the show's cast performed 
each script twice daily: first on live television 
and later live on radio. 
This has been a year of multiple mile-

stones for "Guiding Light." The franchise 

The watery death of character Reva Shayne in 1990 was a landmark event for the show. 

marked its 65th anniversary with its 16,293rd 
episode on Jan. 25, 2002. Six months later, 
on June 30, "Guiding Light" celebrated its 
50th year on television. Currently, it is televi-
sion's longest-running drama and the sec-
ond-longest-running television program, 
behind NBC's Sunday morning news fixture 
"Meet the Press," which pre-
miered Nov. 6, 1947. Later this 
month, "Guiding Light" will cele-
brate yet another major achieve-
ment: The addition to the cast of 
'80s prime-time-soap diva Joan 
Collins as the wealthy and power-
mad Alexandra Spaulding, matri-

arch of another core family on the show. 
Also distinguishing "Guiding Light" is its 

unique status as an enduring example of a 
bygone tradition in radio and the early years 
of television, when programming was cre-
ated and maintained by advertisers. Procter 
Re Gamble has produced "Guiding Light" 

since it began. P&G has also pro-
duced "As the World Turns," an-
other CBS soap, since 1956. 
As is true of every soap opera 

on television "Guiding Light" has 
over the years altered its dramatic 
focus and storytelling style to ac-
commodate shifting trends within 

TSE ANDY mum 
_snow* , 

the genre. It has been periodically infused 
with teen and 20-something characters 
throughout the past two decades in an ongo-
ing effort to capture some of the demographic 
magic "General Hospital" enjoyed during the 
long-ago Luke and Laura story arc. "Guiding 
Light" has also indulged in the occasional 
over-the-top story line (another contempo-
rary soap staple), often involving science-fic-
tion or the supernatural and calculated to at-
tract young viewers who may otherwise shy 
away from watching a program they generally 
perceive as their mother's or grandmother's 
soap. 
There might be something to this theory: 

"Guiding Light" is my mother's soap and 
was one of my grandmother's favorites, and 
I have never watched it on a regular basis. 
But I have tuned in during high-profile 
bizarre stories, most notably in 1998, when 
the show's much put-upon heroine, Reva 
Shayne, was cloned and eventually kid-

napped by her dysfunctional duplicate, 
Dolly. 
Such stories always generate publicity, 

but for "Guiding Light" they haven't always 
generated lasting success. According to 
Nielsen measurements, "Guiding Light" is 
currently one of the three lowest-rated soaps 
among adults 18 to 49, and in households it 
has recently ranked No. 8 out of 10 on the 
Nielsen charts. (It ranked No. 5 out of 10 on 
Nielsen's household chart during summer 
2001.) Whatever the numbers, it's clear from 
P&G's longtime sponsorship that the show 
serves the needs of the packaged-goods 
giant. 
My own experience suggests that the 

show's taller tales don't do much for long-
time (meaning older) viewers. My mother 
thought the clone story was ridiculous—per-
haps not as silly as a more recent story, in 
which Reva traveled back to the Civil War by 
somehow moving through a painting, but 
close. Additionally, mom's tired of the 
show's mob story line. She often leaves the 
room during scenes of mob drama and gen-

CONTINUED ON PAGE 28 



Leslie and CBS, 

Congrats on this, your 
75th network "birthday". 
I alT1 so happy to have 
become part of the 
CBS network family 
in recent years. 

Mark Burnett 
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A survivor 
CONTINUED FROM PAGE 9 

over and over again, making the answer 
seem like it's never been said before, acting 
surprised as if I'd never heard the question. 
"YES, I really do believe Kel had beef jerky.... 
NO, Keith couldn't make rice.... YES, it really 
was tough and very real.... NO, I had no idea I 
was going to come across so harsh.... NO, I'm 
really not a bitch.... YES, I did find Colby at-
tractive._ NO, we never had any sexual rela-
tions with each other (even though I tried)." I 
could have taped my answers and replayed 
them until the tape broke. 
But I've had fun. And I learned a lot about 

the power of the media, and the wary fact that 
people believe almost everything they see on 
television. Now things are different. I get called 
in to auditions from casting directors who 
loved the show and want to meet me. I get in 
the door only to have them be shocked that I 
actually can act. Then they are surprised that 
I've been out here for so long. You see, I un-
derstand the frustration of the struggling actor. 
I've been struggling—and I'm still struggling. 

Defending reality TV 

I see the way reality television has taken 
over, has taken jobs away from actors and 
has reshaped the entire industry. I get it. But 
now I have to take the other side. Reality tele-
vision is in high demand. It is a new genre of 
entertainment. It is not going to go away. 
If you sit back and look at past TV pro-

gramming, we have had reality television in 
our faces for a long time. "That's Incredi-
ble!" "Candid Camera," "Dance Fever" and 
"American Bandstand." These are all reality 
television shows. We just hadn't labeled 
them yet. Now the label is in place. And one 
should seriously take note of the careful 

Being hungry and tired made challenges tough for Jerri Manthey and her tribemates. 

wording (i.e., reality-based entertainment). 
So now, in a post-strike-that-didn't-happen 
business, when we need something or 
someone to blame for our lack of work, we 
blame reality television and all the people 
involved in it. This is just plain wrong. 
I understand the frustration in a town 

already flooded with actors trying to make it, 
seeing their jobs go to people from reality-
based shows who decided yesterday to be an 
actor. I feel and see both sides of it every day. 
I think this will change. From what I've seen, 
these "newcomers" are realizing it's not so 
easy to be an actor. People are not giving us 
scripts or handing us roles (at least not sub-
stantial ones), and we are struggling all the 
same. The only difference is that we have rec-
ognizable faces. lama "celebrity," yet I still 
have to fight and kick and scratch to get an 
acting gig and let me just tell you how frus-
trating and bizarre that is! 
Please, don't for a second believe that 

the person you saw on "Survivor" is the 
complete person that I am. I've eaten and 
slept since then, and when people irritate 
me in my everyday life, I can walk away. And 
let us not forget—in the "real" world, we're 
not all fighting each other for the same mil-
lion-dollar prize! 
And by the way, to those people out 

there who have made it a point to tell me 
that they enjoyed me on the show, that they 
can only imagine how rough it all was, and 
how much they appreciated seeing a strong 
woman stand up for herself and speak her 
mind without fear of judgment, THANK 
YOU. It means the world to me! 
OK. I've said my piece  and this has been 

an opportunity that would not have hap-
pened, of course, if it weren't for a six-month-
long trek to the land of reality television.# 
Jerri Manthey describes herselfa s an 

"assertive woman/actress/writer/human beingl 
generally nice person and occasional bitch." 

'Light' 
CONTINUED FROM PAGE 26 

eral lunacy. But bring on a Bauer or a char-
acter-driven, gimmick-free story of genuine 
substance, which has kept "Guiding Light" 
going for so many decades, and she's there. 
To its credit, "Guiding Light" hasn't just 

followed soap trends; early in its television 
history it initiated them and advanced the 
genre in the process. The show broke new 
narrative ground in 1962 with the story of 
Bert Bauer having a pap smear and the early 
detection of her uterine cancer, a controver-
sial story that educated women as to the im-
portance of early detection. In 1966 "Guid-
ing Light" challenged daytime's color bar-
rier by introducing the first African Ameri-
can characters in a soap opera, Martha and 
Dr. Jim Frazier. Martha through the years 
has been portrayed by Cicely Tyson and 
Ruby Dee, Jim by Billy Dee Williams and 
James Earl Jones. 
How significant is the 50-year endurance 

of "Guiding Light" on television? Consider 
the sad realization that only four new day-
time soap operas have been introduced 
during the past 10 years—ABC's "The City" 
and "Port Charles" and NBC's "Sunset 
Beach" and "Passions"—and of these four, 
only "Port Charles" and "Passions" remain. 
More than any other show on television 

"Guiding Light" connects the present with 
the past. It stands as nothing less than a 
tribute to its genre, its producers and the 
generations of viewers who have embraced 
it through two mediums.# 
Ed Martin has been writing about TV pro-

grammingf or more than a decade, first at In-
side Media and currentlyf or The Myers Report. 

Congratulations on 75 years 
of broadcasting history. 

We're looking forward 
to partnering with you for 

CARAT 



It's about taking a moment to catch up on world events. 

It's a date with a comfy couch and a familiar cast. 

It's edge-of-your-seat action. 

It's slow-burning, daytime seduction. 

It's a much-needed laugh when the world feels like crying. 

It's CBS. 

Happy 75th Anniversary, 

Mel, Leslie, Peter and the CBS Family. 

AlBROADCASTING GROUP 
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"See It Now," a collaboration between Edward R. Murrow, left, and Fred Friendly, was 
among the shows VVIVB got when it joined the network. 

Keepin 
an eyeon the 
Buffalo 
affiliate 
By GARY CHAPMAN 

As the licensee of WIVB-TV in Buf-
falo, N.Y., the 

longest-running CBS 
affiliate not owned 
byViacom, LIN TV is 
happy to congratulate 
the network on its 
75th anniversary. 

From its early days and under its current 
management, CBS has been a class act, pro-
viding blue-chip programming to the Ameri-
can people and a strong partner for WIVB. 
The rich history of WIVB and its relation-

ship with CBS provides some valuable in-
sights into what the future may hold for our 
partnership. WIVB, which started life as 
WBEN-TV, signed on May 14, 1948, with a 
regular evening schedule of two hours of pro-
gramming, including a ventriloquist and— 
deja vu all over again—a live local telecast of 
professional wrestling. 
For the next five years, WBEN was the only 

station on the air in Buffalo. Its programming 
could best be described as "local, local, local." 
In fact, the call letters of the station, 
as was common back then, indicated 
the local nature of 1V. The BEN in 
WBEN stood for the local station 
owner, which was the local newspa-
per, the Buffalo Evening News. 
In addition to the news and local 

sports, the station aired everything 
from a local cooking show to its own 
locally produced mystery show, "The 
Clue," which launched the careers of 
Broderick Crawford and Lome 
Greene, among others. (Before we 
wax too nostalgic about the good old 
days, let us not forget that the station 
also broke new ground with what I am sure was 
the first, and probably the last, live telecast of 
prostate surgery at Millard Fillmore HospitaL) 
As the only show in town, WBEN, like other 

early TV stations, could cherrypick individual 
programs from all the then-existing networks 
(including "Howdy Doody" with Buffalo's own 
Buffalo Bob Smith). And we always showed, of 
course, a number of CBS shows. Later, with 
other Buffalo stations signing on the air, the 
station finally had to pick a single network 
partner. On Nov 1, 1953, it became a CBS affili-

75 years of eye-opening programming. 

CBS, congratulations on your outstanding legacy. 
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ate, airing "Gunsmoke," "The Honeymooners," 
"Jack Benny" and, of course, the "CBS Evening 
News" and the legendary Fred Friendly/Edward 
Munow collaboration "See It Now." 
The fortunes of CBS and the station have 

been deeply intertwined ever since. Although 
both the network and the station started at the 
pinnacle, there have been periods since when 
each has fallen from grace. I am happy to re-
port, however, that things have rarely been 
better than they are today. CBS once again is 
winning the prime-time household war— 

•  thank you, Mr. Moonvcs and, thanks in large 
part to the rebuilding program LIN initiated 
when we bought the station (five] years ago, 
every one of WIVB's local newscasts was No. 1 

in the last book, quite a 
feat considering that the 
station now carries 43 
newscasts every week. 
Though we both may 

again be No. 1, we cannot 
pretend that nothing has 
changed since 1953. We 
are not blind to the inroads 
made by our multichannel 
competitors, the continu-
ing fragmentation of the 
television audience and 
the impending threats pre-
sented by interactive tech-

Gary Chapman  nologies. Nor are we blind 
to the fact that competitive 

pressures have exacerbated the historic ten-
sions in the network-affiliate relationship over 
division of dayparts and programming costs 
and the new-world tension over "repurpos-
ing." 
It seems idle to deny that the intensity of 

today's video marketplace makes the ineffi-
ciencies inherent in the network-affiliate rela-
tionship less tolerable. We simply have to find 
ways to improve the quality and pace of our 

joint decision-making process. 
But there cannot be any doubt that the syn-

ergies of the network-affiliate relationship are in 
some ways more valuable than ever. With the 
proliferation of programming options, quality 
branding is crucial and both of our brands bring 
great value. It is for this reason that we are ex-
cited that we will broaden our relationship with 
Viacom  by affiliating WNLO with UPN next year. 
As a company with affiliates of all six net-

works, I can say with certainty that network 
performance still has a great impact on station 
performance in local time periods. Yet the 
quality of our local programming, and particu-
larly local news, still is indispensable to net-
work success. Without the broadcast platform, 
there would be no launch pad for syndicated 
programming and precious little content for 
the networks' cable distributors. 
Which brings me to the digital transition. 

This is a historic journey, fraught with both 
danger and promise. The enormous capital 
outlay, the uncertainty of the technical perfor-
mance and the tumult of massive channel 
changes make the digital conversion an intimi-
dating prospect. But the potential payoff is 
also great: a substantially larger and more flex-
ible "bitstream" than we have today, more and 
better for everybody. 
In any event, both affiliates and networks 

must recognize that we are embarking on this 
historic journey not alone but together. It is 
time, past time really, to get serious about re-
defining the network-affiliate relationship in 
the digital world. CBS has led the way with HD 
programming and has done an unusually 
good job of keeping open the lines of commu-
nication with its affiliates. It is time to use that 
leadership and good will to undertake the 
tough but rewarding job of setting the agenda 
for the future.# 
Gary Chapman is president and CEO of LIN 

TV Corp. 

'Playhouse' 
CONTINUED FROM PAGE 14 

corpse got up and walked away and that sort 
of thing and recounted one of them to the 
authors of "Television," companion book to a 
so-so 1985 documentary made by England's 
Granada IV and shown on public Where. 
Frankenheimer worked as assistant di-

rector on a particular production, whose 
title he could not recall. The director, also 
nameless in the anecdote, wanted to end 
one scene with a shot of star Lee Marvin 
smoking a cigarette and begin the next 
scene with Marvin talking in a telephone 
booth. Frankenheimer pointed out the obvi-
ous logistical problem: how to get Marvin 
from Point A to Point B in time to make the 
second shot. The director's eventual solu-
tion: Put the phone booth on wheels so it 
could be rolled up to Marvin and as one 
camera moved in for a closeup of the ciga-
rette smoldering in an ashtray Marvin could 
hop into the booth for the next shot. 
Unfortunately when the live show aired 

and the camera moved in for the closeup of 
the smoking butt, Marvin experienced "this 
terrific burst of adrenalin" common on live 
TV shows and hit the rolling phone booth at, 
Frankenheimer estimated, about 20 miles 
an hour. Result It kept rolling, right across 
the studio floor, with a camera panning to 
keep up. "We even panned past one actress 
who was completely naked, changing for 
her next scene," Frankenheimer recalled. 
The trip "came to an end when the booth hit 
the wall at the end of the studio." 
That adrenalin rush Marvin experienced 

was integral to the whole experience of 

doing live W drama. It's also what gives 
"Saturday Night Live" an indefinable extra 
spark of electricity, and it is something that 
cannot be simulated or faked on film. It gave 
live dramas like "Playhouse 90" the edgiest 
edge of all—even though having an "edge" 
wasn't the cliché and badge of honor in 
those days that it is now. 
We all know the factors that helped kill 

the genre: Economics, economics and eco-
nomics. Filming programs and showing 
them over and over and over was ever so 
much more cost-effective. And dull. 
But while their era lasted, "Playhouse 90" 

and its brethren brought glory and honor to 
television. "Playhouse 90" ended the age 
with artistry and excellence and will stand 
forever as a credit not only to CBS but to all 
those who ventured out onto the barren ter-
rain of television and brought taste, dignity 
and class to the new frontier. 
"My Favorite Year" was an affectionate 

look back at the comedy, not the drama, of 
TV's Golden Age, and yet it's hard to watch 
that film and not recall "Studio One"—also 
on CBS— and "Kraft Television Theater" 
and, naturally, "Playhouse 90" as well. The 
dramas were the real shows of shows, and 
director Richard Benjamin wisely began "My 
Favorite Year" with poetry that serves as an 
apt epitaph to the genre—the verse, just the 
verse, to Hoagy Carmichael's "Stardust": 
"You wander down the lane and far 

away/ Leaving me a song that will not die/ 
Love is now the stardust of yesterday, the 
music of the years gone by."# 
Tom Shales is a regular columnist for Fi Fr-

TRoNic MEDIA. His latest book, "Live From New 
York City:An Uncensored History ofSaturday 
Night Live," co-written with Jim Miller, will be 
published Oct. 5 by Little Brown. 
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By LOUIS CHUNOVIC 

Sir Howard Stringer, chairman and CEO of Sony Corp. of America since 1998 and a 
British knight since 1999, spent the first 30 

years of his career at CBS. 
From 1976 to 1981 Mr. Stringer was execu-

tive producer of "CBS Reports," the much-hon-
ored documentary unit; from 1986 to 1988, dur-
ing a period of painful cost-cutting, he was pres-
ident of CRS News; and from 1988 to 1995, he 
was president of CBS. In 1993, after the easily 
satirized missteps and comically tortuous nego-
tiations that were chronicled in the best-selling 
"The Late Shift," by Bill Carter, Mr. Stringer's 
self-described crusade to bring David Letter-
man from NBC to the Eye Network paid off. 

ELECTRONIC MEDIA: Here's your chance to 
correct the record: Anything in The Late Shift' 
you want to take issue with? 
Howard Stringer: The man who played 

me [in the HBO movie] was too short 
When I read the details of the desperate 

attempts we made to lure David Letterman to 
the network, I cringe.... We probably didn't 
need any of that. Because in the end, intelli-
gence was his motivating factor. 

EM: How so? And what was your motivat-
ing factor in pursuing him? 
Mr. Stringer: Even in the greatest days of the 

so-called Tiffany Networlç when we were No. 1 
in daytime, No. 1 in evening news, No. 1 in 
prime time, the bookends never worked. The 
morning news has had more anchors than the 
U.S. Navy, and [in late-night] we were ... never 
able to dent Johnny Carson. So in retrospect, Howard Stringer in his CBS days 
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Howard Stringer's long CBS career included 
a stint answering phones for "The Ed Sulli-
van Show" in the mid-1960s. 

going after David Letterman was still ... the best 
thing I could have done.... For me, even though 
the word 'Tiffany' doesn't get used in this day 
and age, given the competition, he himself, his 
guiding intelligence on that show, is what gives 
the network its sheen and brands it, in a way 
connects it to the days of 'MASH' and 'Mary 
Tyler Moore.' 

EM: Had you met David before you first of-
fered him a show at CBS? 
Mr. Stringer: I had met him twice. Once in 

a softball game at Yankee Stadium, where he 
tagged me out, and once I tracked him down 
to one of those award lunches.... I ambushed 
him somewhat on the way out the door. 

EM: Why David? 
Mr. Stringer: I grew up in the United King-

dom.... The tradition [of university-educated 
humor], of the well-educated, smart come-
dian, as opposed to the blue-collar stand-up, 
was very familiar.... That's why he was so ef-
fective after Sept. II. We're not talking about 
someone who does one-liners, we're talking 
about someone who thinks. 

EM: Was there any time during the negoti-
ations when you thought you'd lost him? 
Mr. Stringer: Oh, lots of times! As a matter 

of fact, I had a sort of run-in with my friend Jeff 
Sagansky (currently president and CEO of Pax 
1V, who was then president of CBS Entertain-
ment) because as we were closing on the deal, 
we were at an affiliates' event and he let it slip 
to a bunch of people that we've got Dave. I was 
terrified—terrified—that NBC would see that 
in print somewhere and reverse, because they 
always had the last shot (at matching the deal]. 
For 24 hours I was an absolute basket 

case. I remember standing at some phone 
somewhere and saying to Jeff, 'No, no, you 
can't do that!' 

EM: It was your personal idea to get David? 
Mr. Stringer: Yes, yes, it was my crusade, 

but a lot of people shared it. And to put him 
in the Ed Sullivan Theater.... 
When I came to this country, CBS was the 

only network that I had any idea of, because of 
Ed Murrow and Jack Benny and Bums & Allen 
and Phil Silvers. So a sentimental relationship to 
the history of the industry made David Letter-
man's arrival at CBS so utterly compelling to me. 
And the Ed Sullivan Theater! My first job at 

CBS in '65 was answering viewers' phone 
calls after 'The Ed Sullivan Show,' and I would 
take people [who] were yelling at me whether 
they liked Barbra Streisand or didn't like Bar-
bra Streisand, or whether they liked the Beat-
les or didn't like the Beatles. So 'The Ed Sulli-
van Show,' which I watched every Sunday, 
waiting for phone calls, was another kind of 
connection which I felt was absolutely appro-
priate, and I was delighted. 
A lot of people thought this was a rather 

silly idea, but David understood that theater. 

'Going after David 
Letterman was stifi... 
the best thing I could 
have done.' 
And that place was sort of a link to something 
we both believed in. 

EM: The obvious name at this point is Larry 
Tisch, then the chairman of CR5 and ofL oews 
Corp. Is it true, as EM columnist Tom Shales 
once reported, that you called David before the 
premiere of the CRS show to ask whether Mr. 
Tisch could sit in the audience, and David said 
no? 
Mr. Stringer: Yes.... I don't think I was al-

lowed to sit in the first-night audience either, 
because David has this strong feeling that the 
audience ought to be real.... [In fact] I never 
ever sat in the audience of the Letterman show. 

EM: What did Mr. Tisch say? 
Mr. Stringer: He didn't mind.... [any is 

not pretentious. You don't have to treat him 
like a demigod. 

EM: Mr. Tisch is known for being tight with 

Dan Rather 
A high point 

a dollar. Did he balk at the price for Dave? 
Mr. Stringer: Listen, we'd overpaid for base-

ball by $300 million.... I never had concerns. 

EM: What were some of the low points? 
Mr. Stringer: I had one major low point and 

that was being sued by General Westmoreland. 
[Gen. William Westmoreland, who headed U.S. 
forces in Vietnam, sued CBS, claiming he was li-
beled in a 'CBS Reports' Vietnam documentary. 
The case, in which Mr. Stringer and correspon-
dent Mike Wallace were among the defendants, 
was eventually settled out of court] That was 
the longest year of my career.... 
That was so easily the low point. And then 

later on when I was News president doing 
layoffs and so forth, that was a pretty miser-
able experience. 

EM: When the foreign bureaus were closed? 
Mr. Stringer: Some of them. I didn't close 

all of them. But yeah, that was a tough time. 

EM: What were 
some of the high 
points ofy our CBS ca-
reer? 
Mr. Stringer: I 

think taking Dan 
Rather into first place 
by the margin that we 
did.... 
The five-hour 'De-

fense of the United 
States' documentary 
series that we did ... 
all of which won their 

time periods ... 
Doing '48 Hours on Crack Street,' which 

began the '48 Hours' series ... 
Some of the Bill Moyers documentaries.... 

I remember every documentary that I ever 
worked on.# 

Congratulations 
from the So 

itates 
Advisory 
hoard 
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In it 
for the 

long 
run 
F
. or years, Milton Berle was known as 
Mr. Television. He got that moniker 
by becoming TV's first superstar 

back in 1948. Eight years later, Mr. 
Berle's reign as a TV superstar was over. 
But the true Mr. 

Television, in our 
view, is a man who 
started in the 
medium two years 
before Mr. Berle as-
cended to fame, and 
who is, 57 years later, 
still on TV. In other 
words, he has been 
on TV about as long 
as IV has been 
around. He has ap-
peared on the tube as  Mike Wallace 
an actor, as a game 
show host and, most notably, as a 
news personality. 
He's Mike Wallace. 

A few weeks ago 
ELEcrRonac MEDIA 
National Editor 
Michele Greppi 
caught up with Mr. 
Wallace as he was 
staffing to prepare 
his segments for the 
upcoming season's 
"60 Minutes." 
Since Mr. Wal-

lace is a natural sto-
ryteller, we present 
Mr. Wallace's fasci-
nating story in his 

own words, as told to Ms. Greppi. 

Mike Wallace: I started in televi-

sion in Chicago in 1946 when I got 
back out of the Navy. I started in 
Grand Rapids, Mich., out of the Uni-
versity of Michigan, at WOOD and 
moved from there down to Detroit 
at WXYZ. Then I came to Chicago 
and was free-lance and then worked 
NBC locally in Chicago, and did the 
air edition of the Chicago Sun. 
And finally, finally, and this is 

where I picked up with the network 
at CBS. [The network] was looking for 
people around the country to bring 
to New York to go to work. And in 
1951, they came out to Chicago and 
saw some of the things that I was 
doing and I was offered a contract for 
$15,000 a year, which was big money. 
I was being asked to come into the 
big time, to New York City. 
[One of the first shows Wallace 

did for CBS was "Mike and Buff," a 
morning show with his then wife, 
Buff Cobb. At first the show was 
titled "Two Sleepy People."] 
We were the first regular color 

show. That was back in the days 
when [color TV] was not compatible 
[with the transmission of black-and-

Ikegami 
Congratulates 

CBS 
On 75 Years Of Excellence 

Here's Looking At You! 

Ikegpmi 

Mike Wallace, above right, with 
"60 Minutes— Don Hewitt and 
Harry Reasoner. In photo at left, 
CBS News great Edward R. Murrow. 

white signals]. It was whirling circles 
of color, which (was a different trans-
mission system and) somehow came 
together as a real picture. And there 
was a big, big fiffit between CBS and 
NBC at that time. And CBS won. One 
of the reasons that it won was be-
cause it had a fine lawyer by the name 
of Dick Salant, who later became the 
head of the news division. Then after 
a while, NBC had compatible color. 
Peter Goldmark was the engineer 

for CBS and Bill Paley was fascinated 
about the possibility of color in televi-
sion. It was Goldmark who devised 
this particular color operation. Paley 
poured millions and millions into it, 
an immense amount of money, which 
eventually, of course, went down the 
drain because of the fact that NBC 
came up with compatible color. 
It was fascinating. You were just 

happy to have a job and a job that was 
not a chore, but that was a thoroughly 
entertaining way to spend your life. 
And when I think back to those 

days, who were some of the people 

Bill Paley, left, with Frank Stanton, spent millions on color TV technology. 

that we worked with back then. Of 
course, [Edward R.] Murrow and 
[Fred] Friendly, [Charles] Coiling-
wood, [Eric] Sevareid. [Walter) 
Cronldte came along. A lot of the 
people—and this was back in the 
days of the Tiffany Network, when 
Bill Paley had decided that he was 
going to make it what eventually was 
called the Tiffany Network—and we 
were all caught up in the excitement. 
There was no 555 W. 57th St. 

Everything was at 485 Madison Ave., 
the studios and the color show, 
[which] lasted I think for one season. 
That broadcast, incidentally, was 
just an experiment, really, in trying 
to show people in various depart-
ment stores, where there were color 
television sets, that there was some-
thing to watch. 
[Wallace says he did-

n't particularly dress col-
orfully for the early color 
TV broadcasts.] You 
wore what you wore. I 
remember at the begin-
ning at WBKB in 
Chicago, where I did my 
first television. I had 

••• 

been out of the Navy maybe two or 
three months and I was offered a 
television [show], I forget what the 
series was, and I figured this was not 
going to be for me, because the lights 
were too damn hot and it made me 
sick to my stomach. And there was 
something about you couldn't wear a 
white shirt because that would some-
how bleed on the screen. So that was 
when we learned that we had to wear 
off-whites or blues or whatever. 
[In 1955 Wallace left CBS for Chan-

nel 5, the DuMont network station in 
New York] I was doing, at that time, 
the 7 and 11 o'clock news on Channel 
5. My then partner, Ted Yates, who 
was an extraordinary reporter, pro-
ducer, etc., came up with the notion of 
something called "Night-Beat," which 
was an overnight phenomenon. 
It was on at 11 o'clock at night, 

each night, on Channel 5. Everybody 
began to pay attention to it, because 
it was the first time that [anyone 
broadcast] that kind of unvarnished 
[interview]—up to that time inter-
view broadcasts on radio and televi-
sion had been pabulum mostly, with 
the microphone hidden in the flow-
ers on the coffee table in between 
the interviewer and the interviewee. 

We just simply did a lot of research 
and it became an overnight hit. 
The first time that I became aware 

of the fact that people recognized me 
was during "Night-Beat." Everybody 
watched. And it was the first time that 
somebody really went after [someone 
on TV], sometimes with nosy, abra-
sive, interesting questions. And every-
body wanted to be on the broadcast 
because they knew that everybody 
was watching. So whether it was cab 
drivers or people in department 
stores or just people on the street, 
they said, "Oh, give 'em hell, Mike. 
Way to go, Mike." And you can imag-
ine what a kick that was, because I'd 
been reasonably anonymous all my 
working life up until then, and in as 
much as I was born in 1918 I was 
pushing 40 by the time that began to 

happen. I finally felt that I 
had found my metier. 
That was very, very satisfy-
ing, as you can imagine. 
Everybody watched. 

As a result of which, ABC 
came along and Leonard 
Goldenson offered me a 
CONTINUED ON PAGE 36 
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Looking 
back7 

on  years 

of proud 
leadershi 

By LESLIE MOONVES 

A
s viewers, we all have shared in 
CBS's proud heritage. Working at 
CBS, it's impossible not to feel 

great pride knowing you are part of a 
company with such a great history. 
I'm reminded of 

this every time I 
walk the halls at 
Television City and 
the Broadcast Cen-
ter or when I get the 
chance to talk to 
CBS legends such 
as Walter Cronkite, 
Mary Tyler Moore 
and Carol Burnett, 
living ambassadors 
to the network's 
rich legacy. All of us 
at CBS now are the 
heirs of this history, and we are hum-
bled by its stewardship. 
CBS through the years has carved 

indelible memories in so many 
lives—unifying us, entertaining us, in-
forming us.... After all, when you 
think of the moment we learned that 
JFK had died, you see a saddened 
Walter Cronkite removing his glasses. 
So many viewers still remember 

those nights sitting in front of the TV 
set with their family, watching Lucy 
stuff chocolate into her mouth, Glea-
son shouting "One of these days, 
Alice...," Dick Van Dyke tripping over 
the ottoman and Archie telling Edith 
to "Stifle it." Or Ed Sullivan introduc-
ing the Beatles, John-Boy's "good 
night" as the lights clicked off on 
Walton's Mountain, Rod Serling 
inviting us on a journey into the un-
known or CBS Sports' broadcast of 
the very first Super Bowl in 1967. 
There's a special pride at all levels 

of CBS because we are the caretakers 
of something that's more than a busi-
ness. This Company has always been 
about something... broadcasting. 
It was about broadcasting when 

William S. Paley got the idea 75 years 
ago to link 16 independent radio sta-
tions and offer programming to the 
broadest possible audience over the 
Columbia Broadcasting System. It was 
about broadcasting in 1948, when the 
CBS Television Network linked five 
stations together to provide news, en-
tertainment, special events and 
sports—this time with pictures. 
And it has been about broadcast-

ing ever since. For 75 years CBS has 
set out to entertain and inform the 
widest possible audience. From news 

Leslie Moonves 

veterans such as Ed-
ward R. Murrow and 
Dan Rather and the 
correspondents of 
"60 Minutes" to 
groundbreaking 
dramas such as 
"Dallas" and "CSI" 
to classic family fare 
such as "Gun-
smoke" and "Dr. 
Quinn, Medicine 
Woman" and come-
dies such as "All in 
the Family" and 

"Everybody Loves Raymond," CBS 
has provided viewing experiences 
that families, friends and the entire 
country have enjoyed together. 
Throughout that time, CBS has 

brought viewers the best in televi-
sion movies such as "Hefter Skelter" 
and "Sarah Plain and Tall," long-
running daytime dramas such as 
"Guiding Light" and "The Young and 
the Restless" and popular game 
shows such as "The Price Is Right." 
And CBS Sports has captured some 
of the greatest moments in sports 
history, from Super Bowls and the 
Masters to NCAA Basketball and U.S. 
Open Tennis Championships. 
Our past achievements have left 

big shoes to fill, but we continue to 
carry that tradition through our cur-
rent offerings. Shows such as "Every-
body Loves Raymond" and "The 

2002's Super Bowl XXXVI, the 
Rams vs. the Patriots, drew more 
than 75 million viewers to CBS. 

Walter Cronkite's teary report of JFK's assassination is an indelible memory. 

King of Queens" follow in the tradi-
tion of CBS classics "All in the Fam-
ily" and "The Honeymooners." And 
David Letterman continues to set 
the standard for variety television, 
much as Ed Sullivan did before him. 
While we honor our past with 

quality programming in the present, 
we are also forging new territory and 
breaking new ground, advancing the 
medium as we know it. Shows such as 
"CSI" are taking the great procedural 
dramas of yesterday to a new level, 
combining great storytelling with the 
highest-caliber acting and production 
qualities. And nonscripted shows 
such as "Survivor" and "The Amazing 
Race" have introduced a bold new 
form of programming. 
I often go back to the literal defin-

ition of broadcasting—casting your 
program over the broadest possible 
audience—because it is not only our 
legacy as a top television network 
but our responsibility. Today CBS's 
prime-time lineup reaches its vast 
audience because of diverse enter-
tainment programming and bold 

scheduling that offers something to 
everyone, not just martini-sipping 
city dwellers with disposable in-
come, although we like them too. 
CBS has been successful in at-

tracting an audience that's getting 
younger and more upscale, but we 
have not abandoned our roots. Our 
schedule today offers a diversity of 
programming that appeals to view-
ers on all levels in every sector of the 
country and society. 

Past achievements 
have left big shoes 
to fill, but we con-
tinue the tradition. 
While our commitment remains 

the same, the landscape surround-
ing network television has changed 
drastically. There are now hundreds 
of cable channels, millions of Inter-
net sites and upstart networks all 
clamoring for a piece of the pie. 

Broadcasters are also faced with a 
dizzying array of new technologies 
that test our ability to continue to 
offer free over-the-air programming. 
To fend off these challenges, the 

onus is clearly on CBS and all net-
works to deliver the kind of pro-
gramming audiences will watch in 
masses and to be the place where 
Blue Chip advertisers turn to market 
their products. And in almost every 
case we are succeeding. 
Nearly 40 million viewers 

watched CBS's presentation of the 
"9/11" documentary last March. 
More than 75 million watched the 
Super Bowl. Millions of viewers con-
tinue to flock to the broadcast net-
works for events such as the Gram-
mys and the Enunys and sports pro-
gramming such as the NFL and PGA 
tournaments. On an average day 37 
million Americans get their world 
news from the major networks. 
No other medium delivers the 

amount of viewers that network 
television can—and does day after 
day. It remains the most powerful 
medium in our society today, help-
ing unite and inform us in times of 
crisis and entertain and enlighten us 
in times of prosperity. 
The executives before me— 

William S. Paley, Frank Stanton, Fred 
Silverman and Howard Stringer, 
among many others—understood 
the power, impact and responsibility 
that come with broadcasting, and so 
do Viacom leaders Sumner Redstone 
and Mel Karmazin and all of us at 
CBS. The landscape may have 
changed since we first signed on 75 
years ago, but our attitude hasn't 
Our predecessors left us a sterling 
legacy with many riches and we are 
determined to provide the next era 
of great television programming. 
That's been the enduring spirit at 

CBS for the last 75 years, and that's 
how it should be for the next 75.# 
Leslie Moonves is president and 

CEO of CBS. 

Proud to be part 
of the CBS Family. 

1We‘ 
Happy 75th Anniversary! 

The NewYorkTimes 
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Dann's CBS 
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Brothers, because every week they were a bit late. It was 
only two weeks after we renewed [the show]. 
He said no, he didn't have it. I said, 'Where is 

Tommy?' He said, 'He's in San Francisco.' What I didn't 
know was he was shopping for a new location for shoot-
ing [away from the Sunset& Vine studios], because he 
wanted to get away from the CBS eye. 
So finally, Friday came and I still didn't have the cas-

sette. We had a meeting in Bob Wood's office and ... our 
chief attorney was there. Bob said, 'Well, have you got 
the cassette?' And I said, 'I don't.' And [the attorney] 
jumped up and said, 'We've got him!' 
And I looked at him. I couldn't believe it. I said, 'What 

do you mean, "We've got him"?' Well,' he said, 'we've 
got to show it to the affiliates, so they broke their con-
tract.' 
And Bob Wood backed him and we canceled the 

'Smothers Brothers' right then and there. And there was 
nothing I could do about it. I was always on their side, but I 
couldn't do anything about it. It was dead, dead in the water. 

EM: What about cutting the Seeger song? 
Mr. Dann: Oy, the trouble I had with that! Tommy 

was always playing games with me and the program 
standards and practices department. He'd leave in 
things that he thought we'd cut out and we would let 
them go by and he would get upset because we let them 
go by. He didn't want them in the show. He just did it to 
tease us. You couldn't win with him. He was really anti-
establishment. It made him absolutely smashing with 
the kids. When [the attorney] jumped up and said, 'We 
have him,' I thought I was going to die. [The show] was a 
touch of class and we were proud of it. 

EM: That was a show you canceled at the end ofy our 
CBS career. At the beginning you canceled 'Leave It to 
Beaver' at the end of its first season. It was then picked up 
by ABC. Do you regret that? 
Mr. Dann: We canceled 'Leave It To Beaver' after 

about three days of arguing among the executives simply 
because the ratings were just too low and the demograph-
ics then were appealing to such young people that on the 
whole it just didn't attract the right advertisers. That was 
the sales department's point of view. The program depart-
ment, of course, wanted to hold it because the ratings 
were not bad, and we didn't have very many gentle shows 

and DESI: 
The Laughs They Didn't Wart 

• DOREEN TRACY: 
' Disn• Daerlin 

GOING STRONG: "I Love Lucy," CBS's seminal hit 
sitcom, continues to attract audiences as it ap-
proaches its 51st anniversary. Its 50th was the 
subject of an EM special issue on Oct. 1, 2001. 

like that that were truly all-family.... 
But in the end the sales department won, and many 

people were sorry to see it go. Incidentally, we got more 
mail probably about canceling 'Leave It to Beaver' when 
we did, so I was very happy to see ABC pick it up. It 
didn't do much better over there, but at least it took the 
pressure off us. 
[Editor's note: Though popular in syndication, during its 

network run on both CILS and ABC "Leave It to Beaver" never 
cracked the top-25 highest-rated shows for any season.] 

EM: Of all the shows you put on, which were you 
proudest of? 
Mr. Dann: 'The Defenders' in drama was my favorite. 

The year we had Uudy] Garland and [Danny] Kaye [in va-
riety shows] contributed to our image so much.# 
Louis Chunovic is a senior editor at ELECTRONIC MEDIA. 
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Wallace 
CONTINUED FROM PAGE 34 
half-hour once a week on the net-
work [called] "The Mike Wallace In-
terview." 
[According to the Museum of 

Broadcast Communications, for that 
show Mr. Wallace was promoted as 
"Mike Malice" and "The Terrible 
Torquemada of the TV Inquisition."1 
That lasted for a couple of years 

until I was weaned to Ch. 13 because 
we were going to do a half-hour in-
terview program and the first half-
hour—believe it or not—the first 
half-hour newscast in New York, 
which was called "Newsbeat." 
[Up until then newscasts were] 

15 minutes. It was unheard of to 
have a half-hour local news broad-
cast. Channel 13 was private. It was 
independent. The first big sponsor 
that we had as I remember it was 
Xerox, which was a little-known— 
it's so funny when you think of it—a 
little-known company that for the 
first time was beginning to put out 
something, it looked like purple ink 
on a paper, for copies. 
Anyway, so Ted Yates and I and a 

fellow by the name of Lou Lomax, 
who was the first black reporter on 
television [did the show]. 
And that is when we, for the first 

time, began to tell a story about 
something called the Nation of 
Islam. Lou Lomax came to interview 
me for a black magazine and told me 
about the black Muslims. It caused 
quite a stir when we told that story of 
the Nation of Islam and the black 
Muslims, and Elijah Muhammad 
and Malcolm X and so forth. That's 
how Malcolm and I became friends. 
[In 1963 Mr. Wallace, having 

found his calling as a newsman, re-
turned to CBS for good.] 
I've been blessed with working 

with three of the great producers of 
television. First was Ted Yates, 
whom I met in '56. Then I came 
[back] to CBS and Av Westin and I 
were given the opportunity to do the 
first half-hour network news show. 
We did it from 10 to 10:30 in the 
morning and Cronldte turned it into 
a half-hour that same night. This 
would have been September of '63. 
Westin was like Yates. He was feisty 
and a pioneer and would try any-
thing and we just had a good time 
together. Everybody was having a 
good time. This is 40 years ago. And 
then finally Don Hewitt. We lived in 
a house on East 74th Street, and He-
witt came to visit me one Sunday af-
ternoon. I didn't really know him 
well, and he began to talk about the 
possibility of doing an hour. At that 
time Hewitt was not in particularly 
good odor at CBS. 
When I say he was in bad odor at 

CBS News it's because he was a bit 
of a cowboy. Again, we're talking [al-
most] 40 years ago. He was trying to 
put together an hour show, a maga-
zine. Harry Reasoner had already 
been tapped to be the anchor. There 
was a still unnamed hour that was 
going to go on. And Hewitt said, 
"Can you imagine? You'll have a 
chance to do those wonderful 
'Night-Beat' interviews all over 
again." And when he's in full cry, 
he's irresistible. And I'm sure that 
[CBS News executives] Bill Leonard 
and Dick Salant had to be per-
suaded. And, of course, they were. 
We put together a pilot of sorts. Rea-
soner was the top banana and I was 
the second. It must have been Feb-
ruary or March of '68. I was covering 
Richard Nixon at the time for CBS 

News. I had to make up my mind 
what I was going to do: Continue 
covering Nixon on the chance that 
he would go to the White House and 
I would wind up with him, or was I 
going to go to work with Hewitt. 
So I opted for "60 Minutes." Can 

you imagine? 
Every time I have rolled the pro-

fessional dice, they have come up 
seven. If you take the chance, if you 
believe in yourself and if you are 
willing to work with somebody you 
respect and admire—and I did with 
Yates, Westin and Hewitt—that's 
had an immense amount to do with 
the fact that I have survived and 
have been reasonably successful. 

Television news pioneers 
This has been collaboration, al-

ways, with Yates and with Westin 
and with Hewitt. We had such 
good time, from the get-go. From 
1968 in September, when we finally 
went on the air, and when you think 
about it—we're entering the 35th 
season—back in those days we 
would work 10 hours a day, seven 
days a week and we were doing 
things that nobody else had ever 
thought of doing on television. 
Yates was a cowboy of sorts. I 

don't think Westin was. But Hewitt 
was an adventurer. He had been in it 
since the beginning. Talk about doing 

Mike Wallace talks with Richard 
Nixon during an interview. 

things that had never been done be-
fore in television, he was the guy who 
was doing it in all kinds of ways. And 
to work with him in the control room 
back in those days was to watch—I'm 
sure there's a better word to describe, 
but it was a joy to watch this man 
help to develop what has become a 
staple of television news. 
You remember the political con-

ventions? Talk about reality shows. 
That was a reality show. Those were 
indeed reality shows. Now they're 
packaged displays in effect hand-
written by the Democrats or the Re-
publicans. 
In the early days, what you saw 

was what was raw and real, back in 
the days when John Chancellor was 
led off the floor. "This is John Chan-
cellor reporting from somewhere in 
captivity," that kind of thing. To have 
had the privilege to have taken part 
in the development of television 
news—when they tell stories about 
how Hewitt stole the NBC playbook 
and then when it was discovered he 
threw it out of the window, a 24th-
story window of a hotel in San Fran-
cisco—was really an extraordinary 
time to be in this business. 
We're still learning, but there was 

something so brand-new, fresh, 
honest and untried in it back in 
those days. 
And of course, we were a half-

century younger, too.# 
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CLASSIFILJAli amum 
To place your ad, contact John Stipe at (323) 370-2415 Email jstipe@crain.com Fax (323) 658-6174 

Career Opportunities 

DIRECTOR OF CREATIVE 
SERVICES 

WFTS, the ABC affiliate in Tampa, 
Florida (DMA14) is currently looking 
for a Director of Creative Services. 
This position will be responsible for 
all  marketing,  promotional  and 
design efforts of the station.  The 
ideal candidate will possess creativ-
ity and innovation with a proven 
track record in audience growth. 
Five to Seven years management 
experience in a medium to large 
market required. WFTS is a Scripps 
Broadcasting Station. Qualified can-
didates please send resume to WFTS-
TV; Human Resources; 4045 N. Himes 
Avenue; Tampa, FL 33607.  No 
phone calls please! EOE/AA 

EM Online: News 

EXECUTIVE PRODUCER. 
WOKR-TV,  Rochester  NY's  news 
leader, seeks creative, content ori-
ented leader for its newscasts.  EP 
will  supervise  producer  and 
reporters and will be responsible for 
the overall content and look of our 
newscasts and special projects. Ideal 
candidates should have at least 5 
years experience producing news-
casts plus strong writing and deci-
sion-making skills. Please send cover 
letter, tape and resume to: Human 
Resources, WOKR-TV, 4225 W. Hen-
rietta Rd., Rochester, NY, 14623. 
EOE. 

EM Online: News 

NEWS PRODUCER 
The successful candidate is a self-
starter with the ability to create fast 
paced, balanced newscasts under 
pressure. Must be a quid( study and 
willing to work various shifts. Send 
resume and recent non-returnable 
VT with brief critique (no calls/faxes) 
to Camille Edwards, Asst.  News 
Director, WPVI-TV, Suite 500, 4100 
City Avenue, Philadelphia, PA 19131. 
EOE 

EM Online: News 

SUNDAY MORNING 
ANCHOR/REPORTER 

ABC 7, Chicago's number one news 
organization,  is looking  for an 
anchor with the ability to connect 
with the audience.  Excellent writ-
ing, reporting and research skills 
required.  Candidates must have a 
minimum of 3 to 5 years experience 
in a top market. Direct tapes and 
resumes to Jennifer Graves, News 
Director, WLS-TV News, 190 N. State 
Street, Chicago,  IL 60601.  Abso-
lutely no telephone calls or emails. 
EOE. 

EM Online: News 

PROMOTION PRODUCER 
WAVE-TV in Louisville,  Kentucky 
seeks experienced promotion pro-
ducer to help promote local news in 
highly competitive metered market. 
If you have at least two years experi-
ence in television promotions with 
familiarity in all phases of promo 
production from concept and copy-
writing to directing talent, creating 
graphics and non linear editing, 
send cover letter, non-returnable 
demo reel and resume to Personnel, 
WAVE-TV PO Box 32970, Louisville, 
Kentucky 40232. EOE 

EM Online: Promotion 

Need help getting 1st job in TV 
News? Let Emmy Award Winning 
News Director help you. 

Newscareercenter.com 
603-312-2826 

WWW.EMONLINE.COM 

PROGRAM MANAGER 
TELEVISION BROADCAST 

WGBH is currently seeking a Program 
Manager responsible for developing 
and  implementing  the  monthly 
broadcast schedules for WGBH-TV 
(GBH 2) and WGBX-TV (GBH Select 
44) and digital services. The Program 
Manager is also responsible for pro-
gram acquisition for the local sched-
ules and is the primary liaison with 
program syndicators and distribu-
tors. This position will report to the 
Director of Programming. 

Three to five years related experi-
ence in public television program 
scheduling or an equivalent combi-
nation of experience is preferred. 
The ideal candidate will have: a 
bachelor's degree in communications 
or closely related field, or equivalent 
combination of experience and edu-
cation; a thorough knowledge of 
audience research tools and method-
ologies; demonstrated ability in the 
application of audience research to 
television  program  scheduling; 
demonstrated ability to administer a 
budget; a thorough knowledge of 
public  television  national  and 
regional organizations; a general 
knowledge of broadcast operations 
technology and procedures; demon-
strated ability to work under the 
pressure of constant deadlines, and 
strong organizational skills. 

Please email your resume with a 
cover  letter  to: 
human_resources@wgbh.org or send 
to: WGI3i-i, Human Resources, 125 
Western Avenue, Boston, MA 02134. 
WGBH  is an  equal  opportunity 
employer. 

EM Online: Management 

NEWS REPORTER/ANCHOR 
UNIVISION 41 

New York's leading  Spanish-lan-
guage news organization is looking 
for experience, aggressive, self-start-
ing television journalists.  Candi-
dates must be proficient in Spanish 
and English and be able to write in a 
style  that  clearly  communicates 
information, work efficiently and go 
LIVE at moments notice. One to two 
years on-air experience preferred. 
No phone calls please. EOE. Send 
tape and resume to 

News Director 
Univision 41, WXTV 

500 Frank W. Burr Blvd., 6th Fl. 
Teaneck, NJ 07666 
EM Online: News 

CREATIVE SERVICES MANAGER 
KGET-TV17,  NBC Affiliate / Eye 
Street Productions is looking for a 
manager to oversee production of 
commercials,  station  promotion, 
special  projects,  and  community 
events.  And, manage one of the 
most respected full video production 
facilities between Los Angeles and 
San Francisco. Need an experienced, 
creative, energetic, positive leader 
to work with station personnel, 
local, regional and corporate clien-
tele.  We are looking for a team 
player to join a first class operation. 
Send resume to: VP/GM 

KGET-TV17 
2120 "L" Street 

Bakersfield, CA 93301 
Equal Opportunity Employer 
EM Online: Creative Services 

WWW.EMONLINE.COM 

CRECTOROFADVERIEINGEMZCIVIODON 
\ lartha Stewart Living Omnimedia currently seeks a Director of Advertising & Promotion, based out of our Westport. 

Ct office/studio. We offer a generous benefits package along with a competitive compensation plan. 

l'he Director of Advertising & Promotion is responsible for developing and managing successful advertising and pro-

motion campaigns for Martha Stewart Living's television programs induding the On-Air Promotion for MSLTV's three 

16 television series and various one-hour specials, Media Buying Plans for Nielsen-rated Sweeps, national newspa-

per listings. cross-platform promotion via the MS0 website, radio promotions and sweepstakes Additionally. is 

responsible for managing on-going distribution relationships with Kingworid Entertainment, affiliated stations. the 

Food Network. Home t; Garden Television and international licensees 

J Television Business Operations and Executive Producer, creates, produces and delivers quarterly and annual 

advertising marketing and promotional campaigns Ito budgetl for the one-hour show, "Martha Stewart Living", cur-

rently distributed via King World to I 77 broadcast stations each Monday through Saturday. 

J Manages day-to-day operations of in-house "On-Air Promotion" department and is responsible for creating each 
week. 37 different promos for six different episodes for the daily syndicated MSL program, one-hour network specials 

and additional promos for Food Network and Home & Garden Television, to budget. 

J Working with SVP, Creative Services and Ad Sales, oversees the creative development of all marketing and pro-

motional collateral materials for MSLTV programs induding extensive print campaigns for Sweeps and Specials as 

well as for MSLTV partners e,g. Food Network and Home & Garden Television, international licensees ICanada. 

lapan), manages sweepstakes, special promotional pieces for Entertainment Tonight, Inside Edition and coordinates 

weekly with MS0 outside public relations firm, Susan Magrino Agency and MSO's national newspaper listing agency. 

Steve Syatt Agency 

J Serves as the primary point of contact for Kingworld. affiliated broadcast stations, Food Network, Home F. Garden 

Television Network, various international licensees Liaises quarterly with MSO Corporate/Investor Relations and 

works dosely with Television Ad Sales, Post Production. Susan Magrino Public Relations and Steve Syatt Agency 

J Responsible for responding and trouble-shooting problems in a timely and efficient manner 

J Oversees promotional events related to the distribution and sales of MSLTV programs. Such annual events 
riclude NATPE and PROMAX 

,hdlified candidates must have a minimum of ten 110) years experience writing and produdng on-air television pro-

motions for cable and/or broadcast network or station), sweepstakes, radio, print advertising and "sweeps" media-

l'trying campaign strategy. Working knowledge of national and overnight Nielsen ratings system essential. Ability to 

work under deadline with talent and outside suppliers Bachelor's degree required. 

Please send your resume and salary requirements, along with a cover letter to careersemarthastewart.COM or via 

mail at I I W42nd St, 25th Fl./New York. NY 10036. Martha Stewart Living Omnimedia is an Equal Opportunity 

mployer Please no phone calls and no agencies MS0 does not accept unsolidted resumes horn agencies unless 

signed "MS0 Rider" agreement is on file. 

MARTHA 

STEWART Livin g,,,,\,„, 1) I \ 

RESEARCH DIRECTOR 
Milwaukee's own WB 18 and UPN 
24 are seeking a self-motivated, 
innovative research director.  The 
ideal candidate should possess a 
strong work ethic, the ability to find 
the stations' stories, be able to com-
municate effectively, be a team 
player, and be able to work with 
sales management, marketing direc-
tor and sales staff.  Duties include 
development  of  sales/marketing 
pieces  and  maintaining  ratings 
trends/analysis.  Prior  media 
research and/or ad agency experi-
ence preferred. Knowledge of Sim-
mons, Donovan, CMR, Excel and 
Powerpoint a plus. Send resume to: 
Bev Captain, HR Manager, 4041 N. 
35th Street Milwaukee, WI 53216, 
or email to: bcaptain@sbgnet.com, 
or fax to 414-874-1812. 

EM Online: Research 

REPORTER 
Self-starter with strong broadcast 
writing skills and compelling on-air 
delivery. Must deal well with live, 
breaking news. Videotape editing 
and computer skills required, with 
at least one year of commercial TV 
news experience.  Send tape with 
resume 

NEWS PHOTOGRAPHER 
Prefer at least one year of TV news 
videography/editing  experience, 
but less experience and the right 
tape could get you the job. Tape 
should include your best work and 
raw footage from one story you 
edited. Send tape with resume. 

NEWS PRODUCER 
Strong news judgement is a must, 
along with compelling broadcast 
writing skills and videotape editing 
ability. At least one year of com-
mercial TV news experience is pre-
ferred. 

To apply, send resume (and tape if 
requested) to Personnel, VVTVC, PO 
Box 60028, Chattanooga, TN 37406-
6028. Equal Opportunity Employer 

SITUATION WANTED ADS 
$1.75 per word. Get the job you 

deserve! 

PROMOTIONS PRODUCER 

KGO-TV/ABC7 in San Francisco, seeks 
an experienced Writer/Producer to 
create effective News Topicals, Spe-
cial Report Promos and Image Cam-
paigns.  Candidates  should 
understand strategic marketing and 
viewer benefit.  Excellent writing 
and  non-linear  editing  skills 
required.  Prior newsroom and/or 
production experience preferred. 

PLEASE SEND COVER LETTER, REEL 
and RESUME TO: 

KGO-TV / ABC 7 
900 Front Street 

San Francisco, CA 94111 
Attn: HR Department 

NO PHONE CALLS ACCEPTED 
EOE 

EVENING PRODUCER 
KHOU TV- Houston, Evening Pro-
ducer: If you are a top producer 
w/solid news judgement, excellent 
writing & organizational skills a 
proven track record handling multi-
ple lives,breaking news & have 3-5 
yrs. exp. in med.mkt., send a recent 
tape & resume to: W Walker, KHOU 
TV 1945 Allen Parkway, Hou, TX 
77019 by Sept.13. EOE 

EM Online: News 

medialand 
jobs 

The #1 
place for 
television 
jobs 

www.medialandjobs.com 

Scripps Productions, part of the Scripps Networks family (HGTV, Food Net-
work, DIY, and Fine Living), is seeking a 

POST PRODUCTION MANAGER 

This position offers an excellent opportunity for an individual who has demon-
strated management qualifications in addition to direct post production edit-
ing experience. The successful candidate will be responsible for management of 
a large editing staff, utilizing state-of-the-art post production  facilities 
including Quantel Editbox, Sony linear, and Avid Media Composer edit bays. 

Candidate should possess an intimate understanding of the editing process, 
including the off-line to on-line workflow, compositing, color correction, graphics 
importing, sound design, and final conforming. Demonstrated experience with 

shared media applications preferred. Strong communication and leadership 
skills required. This position reports to the Vice President of Post Production 
and is based in Knoxville, Tennessee, headquarters for Scripps Networks. 

Scripps Productions offers a competitive salary and compensation package. 

Send resume and salary requirements to: 
Scripps Networks 
Attn: Human Resources Dept. 
(Post Production Manager) 
P.O. 13ox 50970 
Knoxville, TN 37950 
(no calls, please) 
Scripps Networks, part of the E.W. Scripps Co., is an Equal Opportunity 
Employer providing a drug-free workplace through pre-employment screening. 

W M: 

1A11 
SCRIPPS 
PRODUCTIONS 
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"Everybody Loves Raymond" 
Airing in high-def on CBS 

BRIEFLY NOTED 
Clear Channel names regional VPs 
Clear Channel Television President Bill Moll named five of the station group's 

executives regional VPs to help streamline the reporting structure. "It's a way of 
simply getting our arms around nearly 40 television stations," he said. 
KCBA-TV and KION-TV General Manager Mark Faylor will oversee the North 

Coast Group consisting of Monterey-Salinas, Santa Rosa and Eureka in California 
and Eugene, Ore. Former Ackerley regional executive Steve Kimatian will over-
see the New York Group stations in Albany, Syracuse, Rochester, Binghamton, 
Elmira, Ithaca and Watertown. Don Perry, of KMOL-TV and KPXL-TV, will over-
see the Southwest Group stations in San Antonio, Tulsa and Wichita. Former 
Ackerley executive Dave Reid will oversee the Northwest Group stations in 
Bellingham, Wash.-Vancouver, B.C., and Fairbanks, Alaska. KSTU-TV's Steve 
Spendlove will oversee the Central Coast Group stations in Salt Lake City and in 
Bakersfield, Calif., Fresno, Calif., and Santa Maria-Santa Barbara-San Luis 
Obispo, Calif. Mr. Moll himself will continue to have direct oversight of Clear 
Channel's Continental Group of stations in Cincinnati, Little Rock, Memphis, 
Jacksonville, Fla., Mobile, Ala., and Harrisburg, Pa. 

CBS, ABC to broadcast in HD 
CBS Television last week said it will 

offer all of its 18 prime-time comedies 
and dramas in high-definition TV format 
in the 2002-03 season, with sponsorships 
from Zenith Electronics Corp. and Sam-
sung Electronics America. CBS said this 
would be the fourth year the network has 
broadcast the majority of its prime-time 
schedule in HDTV. It also offers its cur-
rent prime-time programming in HDTV. 
ABC also plans to broadcast all of its 
scripted series and theatrical movies for 
the 2002-2003 season in HD, an ex-
panded commitment made easier by a 

partnership with Zenith, which is sponsoring the prime-time HDTV this fall. 
Zenith will get an on-air billboard mention at the beginning of the programs. 
ABC broadcast the majority of its lineup in HDTV last season. 

Broadcast regulations under scrutiny at FCC 
The Federal Communications Commission is expected to formally launch a 

wide-ranging review of its broadcast ownership rules on Sept. 12. Among the 
regulations that could be axed or relaxed in the wake of the proceedings is one 
that bars daily newspapers from buying broadcast stations in their market. 
Among the other regulations subject to scrutiny are the duopoly rules, which 
limit the ability of broadcasters to acquire a second TV station in many markets, 
and the national cap, which bars a single company from owning TV stations 
reaching more than 35 percent of the nation's homes. At a news conference in 
June, Ken Ferree, FCC media bureau chief, said he hopes to conclude the review 
in time to recommend action on the regulations next spring. 

Pax TV launching media campaign 
Pax TV, beginning its fifth season this fall, has laid out a multitiered media 

campaign and promotional efforts for its 2002-03 season series premieres. The 
centerpiece of the promo campaign is "The Million Dollar Giveaway," which Pax 
TV claims will put multiple cash prizes totaling more than $1 million into the 
hands of multiple winners throughout the country. Media elements include local 
spot radio, local spot cable, online, outdoor in up to 31 markets and national 
print ads in TV Guide for Pax TV's new and returning series. Pax TV's "Million 
Dollar Giveaway" will be promoted on more than 1,100 radio stations owned by 
Clear Channel Communications, with more than 1.6 million promotional an-
nouncements between Sept. 16 and Nov. 1. 

Tennis Channel lands Wilson ad deal 
The Tennis Channel, which plans to launch by the end of the year, has set its first 

original series, "No Strings," a look at the lifestyles of professional tennis players off 
the court. The network also announced a charter advertising deal with Wilson Rac-
quet Sports, a division of Chicago-based Wilson Sporting Goods. Financial terms of 
the multiyear advertising deal were not disclosed, but a TTC statement called it a "sig-
nificant financial commitment by Wilson." As part of the deal, shows will be devel-
oped to take viewers behind the scenes as new Wilson equipment is developed. Wil-
son and its distribution infrastructure will provide tactical marketing support for TTC. 
The first episode of "No Strings" will be a profile of Pete 
Sampras, the sport's all-time leading money winner and 
one of the channel's investors. Subsequent episodes in-
clude "Lindsay Davenport: No Strings," focusing on the 
three-time Grand Slam winner, and "Andy Roddick: No 
Strings," about the rising American tennis star. 

Short takes 
Quan Phung has been promoted to VP of com-

  edy development at Fox Broadcasting Co, from_direc. —. 
tor of comedy development.... Patricia Kiel was 
named executive VP of corporate communications 
and media relations at NBC, from head of communi-
cations at Sony Music Entertainment.# 

Quan Phung 
Fox Broadcasting 

CBS 
CONTINUED FROM PAGE 3 

in its once unassailable Thursday 
schedule. 
Neither agency sees a new show 

reaching the breakout-hit strato-
sphere, with the possible exception 
of "CSI: Miami," which is an "exten-
sion of a franchise," as Bob Flood, 
Optimedia's senior VP and director 
of national TV, pointed out. 
Both agencies also gave the 

thumbs up to "American Dreams," 
NBC's new Sunday 8 p.m. hour, and 
to The WB's overall strategy of tar-
geting young adults, particularly fe-
males. Both agree that it's a rebuild-
ing year for ABC, with the Nielsen 
jury yet to weigh in on the network's 
8 p.m. "Happy Hour" family-viewing 
strategy. 
ABC needs to "stop the bleeding 

before it can recover from its 
wounds," said Steve Stemberg, 
Magna's senior VP and director of 
audience analysis. 
The six major broadcast net-

works are debuting 36 shows. Of 
those, 13 new series get a thumbs 
down from Optimedia. ABC has the 
most with five, followed by Fox with 
four and CBS with three. NBC and 
The WB have one clwiker each, ac-
cording to Optimedia. 
"Being on our 'miss' list doesn't 

mean a show won't draw a follow-
ing," Mr. Flood said. "But the mar-
ketplace is so hotly competitive that 
the networks want to see strong rat-
ings almost from the start or they 
don't consider a show a success." 

Mum about the 'misses' 

Not surprisingly Optimedia was 
reluctant to name its "misses." 
That's at least partly because all the 
big agencies, including Optimedia, 
will inevitably have placed clients in 
shows that are destined to fail. How-
ever, it is understood that a partial 
list of shows Optimedia believes will 
soon be gone includes NBC's "The 
In-Laws," CBS's "Bram & Alice," 
ABC's "Less Than Perfect" and 
"Dinotopia" and Fox's "Meet the 
Marks," "30 Seconds to Fame" and 
"The Grubbs." The WB's "Family Af-
fair" and Fox's "Oliver Beene" have 
borderline places on that list as well. 
Many of these same shows are on 

Magna's thumbs-down list, which 
also includes NBC's "Hidden Hills." 
"Where do we start?" Mr. Sternberg 
said of ABC's potential misfires. 
Both Magna and Optimedia gave 

the thumbs up to just one new ABC 
series, "8 Simple Rules," starring 
John Ritter, although Magna's Mr. 
Stemberg added that he liked the 
"Push, Nevada" pilot and is "hop-
ing" that it can do well in its tough 
9 p.m. Thursday time period too. 
Also in Optimedia's thumbs-up 

NBC's "American Dreams" got a thumbs up from Optimedia and Magna. 

column are two new series from Fox 
("Cedric the Entertainer" and "girls 
club," the new David E. Kelley se-
ries), two new series from The WB 
("Everwood" and "Do Over") and 
two new series from UPN ("Half & 
Half' and "The Twilight Zone"). 
Mr. Stemberg said he wasn't pre-

pared to call either Fox's "Cedric" or 
UPN's "The Twilight Zone" potential 

"8 Simple Rules" appears to be one 
of the few bright spots for ABC. 

hits yet, but that his own dark-horse 
possibilities included "Fastlane" on 
Fox and The WB's "What I Like 
About You," starring Jennie Garth, 
which is a compatible lead-in to 
"Sabrina" on Friday nights. 
Also on Fridays, CBS's "Hack" 

and Fox's "John Doe" "both look 
good, but they're on opposite each 
other, so maybe one will make it and 
one won't," Mr. Stemberg said. 
Every season bad things happen 

to good shows that find themselves 
in tough time periods. This year, 
once "Monday Night Football" ends, 
ABC will be airing "Dragnet" and 
"Miracles" in the 9 p.m.-to-11 p.m. 
time periods, and the competition 
will include everything from "Every-

body Loves Raymond" and "CSI: 
Miami" on CBS to "Third Watch" 
and "Crossing Jordan" on NBC. 
"That's going to be quite a fight," Mr. 
Flood said. 
Fox's "Fastlane," airing Wednes-

days against NBC's "The West 
Wing," CBS's "Amazing Race" and 
ABC's "The Bachelor," is another 
show that will be in an immediate 
time-period fight for its life, he said, 
which will be exacerbated by the 
show's  high  production  costs. 
"There are a number of good shows 
there. Somebody's going to have to 
fall off the radar screen," he said. 

Handicapping the networks 

The fourth quarter will see a "vir-
tual dead heat" in households be-
tween NBC and CBS, while NBC will 
lead among adults 18 to 49 and 
adults 18 to 34, edging out Fox in the 
latter category, Mr. Sternberg pre-
dicted. He also foresees Fox leading 
among teens, followed closely by 
The WB, and among persons 12 to 
34. CBS will continue its dominance 
in the older demos, Mr. Stemberg 
said, and will be locked in a tight 
race with Fox for second place in the 
18 to 49 demo. 
Broadcast network ownership of 

new series is more of a force this year 
than ever before, Mr. Stemberg said. 
"In fall 2002, the six networks will 
own a combined 67 percent of the 
schedule and a remarkable 75 per-
cent of new series hours," he said, 
comparing that with 1995, the year 
before the financial interest and syn-
dication rules were repealed, when 
the networks had an ownership stake 
in just 31 percent of their new shows. 
Ownership "really hasn't bene-

fited [the networks] yet," Mr. Stem-
berg said, "but if one or two shows 
become major hits and they go into 
syndication, then it's worth it."# 

Mazda 
CONTINUED FROM PAGE 3 

ment complexes in major markets. 
The campaign includes approxi-

mately 500 co-branded promo spots 
across all four ESPN networks, in-
cluding pre-Sunday game "En-
hanced TV Presented by Mazda" 
weekly kickoff promos that will point 
viewers to a play-and-win Web-
based contest with a Mazda 6 as the 
grand prize. A similar contest for 
Mazda dealers offers a trip to the 
Super Bowl as the grand prize. 
Other components of the cam-

paign are a 52-week ESPN The Truck 

tour to football-game cities and 
other sports events that will include 
stops at local Mazda dealers; ESPN 
Radio ads; and ads and cover wraps 
in ESPN The Magazine. 
"It's a 360," said Ed Erhardt, ESPN 

ABC sports customer marketing and 
sales president. "We've got every one 
of our mediums used in a way that 
makes sense. It's not gratuitous." 
Mr. Erhardt also saluted John 

Lisko, Doner Advertising's senior VP 
and media director, who "deserves 
significant credit for making this 
thing work" 
One of the contests will employ 

ABC / ESPN's Enhanced TV tech-
nology, a two-screen application 
that allows viewers to play along 

with live or other programming. 
ABC has already used the technol-
ogy for the Oscars telecast as well 
as with prime-time programming 
"Alias" and "Who Wants to Be a 
Millionaire." 
For the Mazda campaign, view-

ers will be able to play along with 
games at Etv.go.com. Viewers get 
points for picking what the next play 
will be and who will get the ball. A 
second contest that lets users pick 
the winning teams in the weekly 
slates of games will run on 
ESPN.cornIn both contests, winners 
for the entire season will get a Mazda 
6, as will the winner of a sweepstakes 
into which all contest players are au-
tomatically entered.# 
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Duopoly stations competing 
CONTINUED FROM PAGE 5 

from the WBZ newsroom (which 
also produces WSBK's 10 p.m. 
news) for the additional hour of 
news, it is another Viacom family 
resource that is enabling WPSG in 
Philadelphia to get into the news 
business in the early morning, 
where HUT levels have been rising 
for several years. 
WPSG General Manager Kevin 

O'Kane's new show is produced by 
ICYW Newsradio, which is owned 
by Viacom's Infinity. The hour, ti-
ded "ICYW Newsradio This Morn-
ing," is modeled after the radio sta-
tion's format and is anchored by 
ICYW Newsradio's Beth Trapani 
from a desk in the radio station's 
studio. There will be video from 
KYW-TV and weather reports from 
KYW-TV's Tom Lamaine. 
"There is a niche that's avail-

able," Mr. 01Cane said. 
Announced in early June, the 

new news show has been in discus-
sion "for at least a year," said Mr. 
01Cane, who has been running 
paid programming in the slot. 
"Paid is just what it is until you can 
come up with something better," 
said Mr. Reynolds, who believes 
that on the UPN stations, which 
have to program 22 hours or more a 
day, the only way to grow is with 
better entertainment, sports and, 
perhaps, news. 
"I have not forced news on any-

one," Mr. Reynolds said. "I say to 
the general managers: If you think 
there's an underserved market of 
viewers, that they're not getting 
something—local, because that's 
what we can do best—then you 
should look at it. But you should 

WSBK's morning team includes meteorologist Barry Burbank, left, and anchors Kerry Connolly and Scott VVahle. 

look at getting the local sports fran-
chises; you should look at getting 
the best possible syndicated pro-
gramming. So those are the three 
rungs we are going to go after." 

Searching for a niche 

An empty niche does not neces-
sarily guarantee success. WSBK 
launched a 7 p.m. newscast on 
Labor Day 2001 but shelved it late 
last winter. "I think we kind of got 
hung up in the Sept. 11 attack and 
people went to the more traditional 
[outlets], but we then moved to a 
10 p.m. news which is doing fine," 
Mr. Reynolds said. 

In Los Angeles, news-heavy in-
dependent station KCAL-TV al-
ready was competing with KCBS-
TV newscasts at noon and 4 p.m. 
when KCAL was acquired by Via-
com from Young Broadcasting in 
mid-May. Now, several times a 
day, anchors from both stations 
share an amiable bit of cross-talk 
designed to tell viewers where to 
tune if they want to continue 
watching news. Starting Tuesday, 
the two stations, which produce 
some 11 hours of local news each 
weekday, will divvy up the 4 p.m.-
to-5 p.m. hour, with KCAL anchors 
handing off to KCBS anchors at 

4:30 p.m. 
KCBS-KCAL general manager 

Don Corsini is hoping the cross-
promotions can "enhance the visi-
bility of KCBS," especially when 
there is big breaking news. On July 
18, when authorities in San Diego 
detained Alejandro Avila in the 
kidnapping and killing of 5-year-
old Samantha Runnion, KCAL had 
exclusive reports and momentum. 
KCAL scrapped the 15-minute 
sportscast regularly scheduled at 
10:45 p.m. weeknights and "tossed 
hot" to KCBS, Mr. Corsini said. 
"That night it was a perfect exam-
ple of how this is working."# 

Clutter 
CONTINUED FROM PAGE 3 

the other broadcast networks and 
that, at one time, it aired "as much as 
all the other [broadcast] networks 
combined." 
Clutter, according to Mind-

Share's definition, includes com-
mercials, public service announce-
ments and promos, which are the 
networks' own commercials for 
themselves. 
Not surprisingly, the report finds 

that the broadcast networks in 
many cases have "strategically allot-
ted the highest number of non-
program minutes to some of their 
highest-rated shows, popular series 
in which advertisers are already 
paying premiums." 
For example,  "60 Minutes" 

might better be named "41 Minutes 
Plus," as the popular CBS news-
magazine averaged 18:16 minutes 
of nonprogram material during the 
first quarter. 
In addition to "60 Minutes," 

other Nielsen favorites with groan-
ing commercial and promo loads 
include NBC's "ER" and "Will & 
Grace," with 16:10 and 16:00 of non-
program minutes per average hour, 
respectively, and CBS's "Everybody 
Loves Raymond," with 16:58. 
In the quarter, ABC averaged 

15:10 nonprogram minutes per 
prime-time hour (up from 14:50 in 
the same quarter last year), of which 
10:01 was filled with commercials 
(up from 9:40 last year). 

A high level of clutter at ABC is 
not a new phenomenon related to 
the network's recent ratings and 
make-good problems, Ms. Solomon 
said. "ABC was more cluttered even 
when they had the best ratings ... 
and they were more cluttered before 
Disney owned them, too." 
The prime-time environment on 

Fox, which added more than a 
minute of clutter, deteriorated the 
most of the four networks in the pe-
riod, a distinction it earned for the 
first time in the history of Clutter 

TV CLUTTER 
(First quarter) 
Total nonprogram minutes 

2002  2001 
ABC 
CBS 
Fox 
NBC 

15:10  14:50 
14:09 
14:33  13:10 
14:39 

14:10 

14:43 
Source MindShare Clutter Watch First Quartef 
2002 report 

Watch. Fox, which programs fewer 
prime-time hours than the Big 3, av-
eraged 14:33 nonprogram minutes 
in the quarter (compared with 13:10 
last year), of which 8:39 was com-
mercials (up from 7:51). 
By comparison, NBC had 14:39 

nonprogram minutes (down 4 sec-
onds from 14:43), of which 9:45 was 
commercials (up from 9:18); and CBS 
had 14:09 nonprogram minutes 
(down 1 second from 14:10), of which 
9:31 was commercials (up from 9:24). 
"We do not begrudge our national 

broadcast partners their right to 
make money," Ms. Solomon wrote. 
"Nevertheless, we are alarmed by the 
continuing deterioration of the TV 
environment caused by the increas-
ing number of distracting elements 
present in prime time. More restraint 
would be most welcome." 
Adding to the prime-time deteri-

oration are relatively new forms of 
"screen clutter," according to the re-
port, including the "split screen," in 
which a commercial or promo runs 
next to a show's credit crawl; the 
"snipe," in which a text message 
crawls across the bottom of the 
screen; and even "clutter within pro-
grams," in which a network inserts 
its own logo or plugs one of its pro-
grams in one comer of the screen. 
Last season even saw clutter go 

high tech in the form of the Time 
Machine, a digital device employed 
by local stations and others to elimi-
nate duplicate frames and imper-
ceptibly shorten programs and com-
mercials (and thereby make time for 
even more commercials). Use of this 
device seems to have been curtailed 
since it was first exposed (ELEcrRomc 
MEDIA, Nov. 5, 2001), Ms. Solomon 
said. "I haven't heard complaints 
about it very recently," she said. 
Clutter at some of the biggest 

cable networks was down in the pe-
riod, according to the study. ESPN 
had 11:11 nonprogram minutes 
(compared with 11:43), of which 8:32 
was commercials (compared with 
9:17); Lifetime had 12:35 nonprogram 
minutes (compared with 14:05), of 
which 9:59 was commercials (down 
from 11:26); TNT had 13:28 nonpro-

gram minutes (down from 13:33), of 
which 9:23 was commercials (down 
from 9:29); and USA Network had 
13:29 nonprogram minutes (down 
from 14:16), of which 9:58 was com-
mercials (down from 11:35). 
Of course, those cable network 

drops probably don't represent 
anything more than the vagaries of 
the depressed marketplace in the 
first quarter, Ms. Solomon said. 
Nonetheless, "Cable is generally 
less cluttered than broadcast," she 
said. "That's something we've seen 
consistently over time." 
The most cluttered shows tend to 

change from month to month, Ms. 
Solomon said, but when MindShare 
issues its next Clutter Watch, it's 
"probably a safe bet that ABC will re-
tain its dubious tide." 
The MindShare Clutter Watch 

report, which has been on ongoing 
series for the past five year, is based 
on monthly data compiled by CMR. 
For the past five years Clutter Watch 
reports have been tracking how 
many minutes of nonprogram mate-
rial the networks cram into an aver-
age prime-time hour.# 

SHALES 
Tom Shales 
appears on 
Page 14 of this 
week's special 
section de-
voted to CBS's 
75th anniver-
sary. His column will return to its 
usual spot next week# 
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isel All in the Family 

Boy the way Glenn Miller played. Songs that 

made the hit parade. Guys like us we had it 

made, those were the days. And you knew 

who you were then. Girls were girls and 

men were men. Mister we could use a man 

like Herbert Hoover again. Didn't need no 

welfare state, everybody pulled his weight. 

Gee our old LaSalle ran great.Those were 

the days. 

Je The Beverly Hillbillies 

Come and listen to a story about a man 

named Jed, a poor mountaineer, barely kept 

his family fed.Then one day he was shootin' 

at some food, and up through the ground 

came a bubblin' crude. Oil that is, black 

gold,Texas tea. Well the first thing you 

know ol' Jed's a millionaire. Kinfolk said "Jed 

move away from there." Said "Californy is 

the place you ought to be," so they loaded 

up the truck and moved to Beverly. Hills, 

that is. Swimmin' pools, movie stars. 

Gilligan's Island 

Just sit right back and you'll hear a tale, the 

tale of a fateful trip. That started from this 

tropic port aboard this tiny ship.The mate 

was a mighty sailing nnan.The skipper brave 

and sure. Five passengers set sail that day 

for a three-hour tour, a three-hour tour. 

The weather started getting rough, the tiny 

ship was tossed, if not for the courage of 

the fearless crew, the Minnow would be 

lost, the Minnow would be lost. The ship's 

aground on the shore of this uncharted 

desert isle. With Gilligan.The skipper, too. 

The Millionaire, and his wife. A movie star. 

The Professor and Mary Ann. Here on 

Gilligan's Isle! So this is the tale of the cast-

aways, they're here for a long, long time, 

They'll have to make the best of things, 

it's an uphill climb.The first mate and the 

Skipper too, will do their very best, to make 

the others comfortable, in the tropic island 

nest. No phone, no lights no motor cars, 

not a single luxury. Like Robinson Crusoe, 

as primitive as can be. So join us here each 

week my friends, you're sure to get a smile, 

from seven stranded castaways, here on 

Gilligan's Isle! 

ge Green Acres 

Green Acres is the place to be. Farm livin' is 

the life for me. Land spreadin' out so far 

and wide. Keep Manhattan, just give me that 

countryside. New York is where I'd rather 

stay. I get allergic smelling hay. 1 just adore a 

penthouse view. Dah-ling 1 love you but give 

me Park Avenue...The chores...The stores... 

Fresh air...Times Square. You are my wife. 

Goodbye, city life. Green Acres we are 

there! 

.0 Have Gun Will Travel 

Have Gun Will Travel reads the card of a 

man.A knight without armor in a savage 

land. His fast gun for hire heads the calling 

wind.A soldier of fortune is the man called 

Paladin. Paladin, Paladin Where do you 

roam? Paladin, Paladin, far, far from home. 

Electronic Media 
would like 

to sing the praises 
of CBS ( 

on the network's 
75th anniversary 

; The Mary Tyler Moore Show 

Who can turn the world on with her smile? 

Who can take a nothing day, and suddenly 

make it all seem worthwhile? Well it's you 

girl, and you should know it With each 

glance and every little movement you show 

it. Love is all around, no need to waste it. 

You can have a town, why don't you take it? 

You're gonna make it after all.You're gonna 

make it after all. How will you make it on 

your own? This world is awfully big, girl this 

time you're all alone. But it's time you start-

ed living. It's time you let someone else do 

some giving. Love is all around, no need to 

waste it.You can have a town, why don't 

you take it? You're gonna make it after all. 

You're gonna make it after all. 

ee Mighty Mouse 

Mister Trouble never hangs around, when 

he hears this Mighty sound: "Here I corre 

to save the day." That means that Mighty 

Mouse is on his way. Yes sir, when there is a 

wrong to right, Mighty Mouse will join the 

fight. On the sea or oil the land, he gets the 

situation well in hand. 

(J/ Mr. Ed 

A horse is a horse, of course, of course, 

and no one can talk to a horse of course 
That is, of course, unless the horse is the 

famous Mr. Ed. Go right to the source and 

ask the horse, he'll give you the answer that 

you'll endorse. He's always on a steady 

course.Talk to Mr. Ed. People yakkity yak a 

streak and waste your time of day, but 

Mister Ed will never speak unless he has 

sorrething to say.A horse is a horse, of 

course, of course, and this one'll talk 'til his 

voice is hoarse.You never heard of a talking 

horse? Well listen to this: "I am Mister Ed." 

me The Many Loves of Dobie Gillis 

Dobie, wants a little cutie. Dobie, wants a 

little beauty. Dobie, wants a gal to call his 

owr.Any size, any style, any eyes, any smile, 

any Jean, any Jane, any Joan. Oh Dobie, 

wants a girl who is dreamy, Dobie, wants a 
girl who's creamy. Dobie, wants a girl to cal 

his own. Is she blond, is she te, is sne dark, 
is she small? Is she any kinda dreamboat at 
all? No matter, he's hers and hers alone. 

J/ Rawhide 
Rollin', rollin', rollin.' Rollin', rollin', rollin' 

Rollin', rollin', rollin' Rollin', rollin', rollin.' 

Rawhide! Rollin', rollin', rollin' though the 

streams are swollen. Keep them dogies 
rollin.' Rawhide! Rain and wind and weather. 

Hell-bent for leather.VVishin' my gal was by 
my side.All the things I'm missin.' Good 

vittles, love, and kissin', are waiting at the 
end of my ride. Move 'em on, head 'em up. 

Head 'em up, move 'ern on. Move 'em on, 
head 'em up. Rawhide. Count 'em out, rice 

'em in. Ride 'em in, count 'em out, Count 
'em out, ride 'em in, Rawhide! Keep movin', 

movin', movin'. Though they're disapprovin'. 

Keep them dogies movin' Rawhide! Don': 
try to understand 'em. Just rope, throw, and 

brand 'em. Soon we'll be living high and 
wide. My hearts calculatin'. My true love will 

be waitin', be waitin' at the end of my ride. 
Rawhide! Rawhide! 
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