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Introduction

The Complete Television, Radio & Cable Industry Directory, most recently published as Broadcasting & Cable
Yearbook, has consistently filled the need for current, comprehensive television, radio and cable industry information
for both U.S. and Canadian markets for nearly 80 years. We are pleased to continue to offer authoritative information
on this dynamic industry in both print and online formats.

Praise for previous edition:

“This updated work includes three major sections and a few smaller chapters . . . [plus] useful chronology
of electronic media . . . associations . . . regulatory agencies . . .trade shows . .. awards. The Grey
House directory will be useful for major research libraries with specialized media collections serving
communications graduate programs. Recommended.”

-Choice

“... For libraries serving users in the broadcasting industry or for anyone working in these fields, this is a
valuable assemblage of a massive amount of information. . . . Highly recommended.”

-American Reference Book Annual

Important Features

The front matter of the 2017 edition includes industry statistics including lists of station transactions, top shows, and
sales of TV receivers and HDTVs. This is followed by a new article: “The Future of Television: Where the US Industry
is Heading.” “A Closer Look at the Future of Radio” is another new article at the front of the Radio section.

Users will find clear separation of U.S. and Canadian material for television, radio and cable. Comprehensive sections
include market areas, call letter lists and station profiles. Each station profile separates important elements, such as
web sites, ownership, and programming. Key contact names are indented for quick recognition; all television stations
include virtual channel as well as digital, and all radio stations include Arbitron’s market area.

The Complete Television, Radio & Cable Industry Directory includes eight major sections, with the “big three” —
television, radio and cable — arguably the most detailed and most significant. More than just call letters, however, this
directory includes professional services from producers and engineers to equipment manufacturers and legal services,
plus those who consult and advocate for this diverse industry.

Television

U.S. television starts with statistics that include ranking data. This is followed by detailed listings of national and
regional networks, and group owners. TV stations are arranged by DMA (Designated Market Area). These station
listings include dozens of technical details direct from the FCC, such as digital and virtual channel numbers, hours of
operation, frequency, and antenna height. Corporate information follows — licensee, owner and network — plus
names of important decision makers, such as President, Station Manager, Program Director and more.

Following the U.S. stations, are informative lists — TV stations by call letters, by digital and virtual channels, and a list of
U.S. stations that broadcast in Spanish. Comprehensive Canadian TV information follows the U.S. sections — including
networks, group owners, detailed station listings, and lists by call letters and channels.

Thousands of television listings have been updated, with particular attention paid to group owners and major networks.
Due to the frequent restructuring typical of this industry, users of this directory will find not only updated listings, but
many new and combined listings.

Radio

U.S. radio starts with a statistical summary, which is followed by detailed listings of national and regional radio
networks, and group owners, all with key contact names. Listings are arranged by state of license, then city within the
state. Like the television stations, these listings include dozens of technical details direct from the FCC, such as power,
frequency and hours of operation, plus the station’s market area. Users will find type of programming and special
programming, including hours of news programming, and target audience. Long lists of key contacts follow, assuring
you will always be able to reach the right person.

Following the detailed station listings is information on international radio, satellite radio, and call letters listed by AM
and FM and frequency. The U.S. radio section ends with detailed programming information — putting each radio station
into one or more listening designations, from Adult Contemporary to Vietnamese. This programming index is followed
by special programming, where you will find specifics, like which stations in Portland, Oregon offer jazz on Sunday
afternoon.

Comprehensive Canadian radio information follows the U.S. sections — including networks, group owners, detailed
station listings, lists by cali letters and frequency, and programming.
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Introduction

As the radio section of Directory of Television, Radio & Cable is the largest, here is where users will noltice the most
updates — to both US and Canadian listings — with particular focus on the large stations and major malrkets.

Cable

The cable section starts with a variety of updated statistics on U.S. cable programming, followed by detailed listings of
national and regional cable networks, with a separate section on regional cable sports networks. Cable’ data for
Canada follows, with detailed listings of Canadian cable networks. This section also includes industry statistics.

Technical Equipment and Services

In addition to the detailed station listings, the Complete Television, Radio & Cable Industry Directory includes current,
comprehensive information on those who provide services, materials and equipment to the industry. From major
television syndicators to radio news services, from producers to distributors, from equipment manufacthrers to cable
audio services, this 2017 edition will help you find the product or service you need.

Professional Services and More

This comprehensive directory also includes listings of employment services, technical consultants, legal services, and
talent agents. There is a separate section on associations, trade shows and vocational schools and, finally, complete
listings for the FCC and other regulatory agencies, as well as Canadian agency information.

This directory is your key to this dynamic industry, all in one place, with valuable profiles, industry statistics, and
comprehensive indexes. Find out specifics of any station in the U.S. and Canada, including their audience, how to
reach them, what school offers industry training, where to find the latest studio sound board, and how tﬂ’ keep up on
the latest industry regulations.

Online Database

For even easier access to this information, the Compete Television, Radio & Cable Industry Directory ig available by
subscription to our online database — G.O.L.D. For more information or a free trial, call 800-562-2139 or visit
www.greyhouse.com.
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A Chronology of the Electronic Media

From Isaac Newton to the 2016 Presidential Debate

1666
Sir Isaac Newton performs basic experiments
on the spectrum.

1794
Allessandro Volta of Italy invents the voltaic
cell, a primitive battery.

1827

George Ohm of Germany shows the relation-
ship between resistance, amperage and volt-
age. Sir Charles Wheatstone of England
invents an acoustic device to amplify sounds
that he calls a “microphone.”

1844

Samuel F.B. Morse tests the first telegraph
with “What hath God wrought?” message sent
on link between Washington and Baltimore.

1858

First trans-Atiantic cable completed. President
James Buchanan and Queen Victoria ex-
change greetings.

1867
James Clerk Maxwell of Scotland develops
the electromagnetic theory.

1875

George R. Carey of Boston proposes a sys-
tem that would transmit and receive moving
visual images electrically.

1876
Alexander Graham Bell invents the telephone.

1877
Thomas A. Edison applies for a patent on a
“phonograph or talking machine.”

1878

Sir William Cooke of England passes high
voltage through a wire in a sealed glass tube,
causing a pinkish glow\Mevidence of cathode
rays. It's the first step toward the development
of the vacuum tubes.

1884
Paul Nipkow of Germany patents a mechani-
cal, rotating facsimile scanning disk.

1886

Heinrich Hertz of Germany proves that elec-
tromagnetic waves can be transmitted through
space at the speed of light and can be re-
flected and refracted.

1895
Wilheim Conrad Roentgen of Germany dis-
covers X-rays.

Guglielmo Marconi sends and receives his
first wireless signals across his father's estate
at Bologna, Italy.

1896

Marconi applies for British patent for wireless
telegraphy. He receives an American patent a
year later.

1899
Marconi flashes the first wireless signals
across the English Channel.

1900

Constantin Perskyi (France) coins the word
television at the International Electricity Con-
gress, part of the 1900 Paris Exhibition.

1901

Marconi at Newfoundiand, Canada, receives
the first trans-Atlantic signal, the letter "S,”
transmitted from Poldhu, England.

1906

Dr. Lee de Forest invents the audion, a
three-element vacuum tube, having a fila-
ment, plate and grid, which leads to the ampli-
fication of radio signals.

1910

Enrico Caruso and Emmy Destinn, singing
backstage at the Metropolitan Opera House in
New York, broadcast through the De Forest
radiophone and are heard by an operator on
the SS Avon at sea and by wireless amateurs
in Connecticut.

United States approves an act requiring cer-
tain passenger ships to carry wireless equip-
ment and operators.

1912

The Titanic disaster proves the value of wire-
less at sea; 705 lives saved. Jack Phillips and
Harold Bride are the ship’s wireless operators.

1920

On August 20, 8MK (later, WWJ) in Detroit,
owned by the Detroit News, starts what is later
claimed to be regular broadcasting.

The Westinghouse Co.'s KDKA(AM) Pitts-
burgh broadcasts the Harding-Cox election on
returns November 2 as the country's first li-
censed commercial radio station.

1921

The Dempsey-Carpentier fight is broadcast
from Boyle's Thirty Acres in Jersey City
through a temporarily installed transmitter at
Hoboken, New Jersey. Major J. Andrew White
was the announcer. This event gave radio a
tremendous boost.

1922

The superheterodyne circuit is demonstrated
by its inventor, Edwin H. Armstrong. It dramat-
ically improves AM radio reception.

WEAF(AM) New York broadcasts what is
claimed to be the first commercially spon-
sored program on September 7. The
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advertiser is the Queensborough Corp., a real
estate organization.

WOI(AM) Ames, lowa, goes on air as the
country’s first licensed educational station.

1923
Dr. Viadimir K. Zworykin files for a U.S. patent
for an all-electronic television system.

A “chain” broadcast features a telephone
tie-up between WEAF(AM) New York and
WNAC(AM) Boston.

1924

The Republfican convention in Cleveland and
the Democratic convention in New York are
broadcast over networks.

1925

President Calvin Coolidge’s inaugura! cere-
mony is broadcast by 24 stations in a trans-
continentat network.

1926

President Coolidge signs the Dill-White Radio
Bill creating the Federal Radio Commission
and ending the chaos on the radio dial caused
by the wild growth of broadcasting.

National Broadcasting Co. is organized on
November 1 with WEAF(AM) and WJZ(AM) in
New York as key stations and Merlin Hall
Aylesworth as president. Headquarters are at
711 Fifth Ave., New York.

1927

The Columbia Broadcasting System goes on
the air with a basic network of 16 stations.
Major J. Andrew White is president.

Philo T. Famsworth applies for a patent on his
image dissector television camera tube.

1928
NBC establishes a permanent coast-to-coast
radio network.

1929
William S. Paley, 27, is elected president of
the Columbia Broadcasting System.

Vladimir Zworykin demonstrates his kine-
scope or cathode ray television receiver be-
fore a meeting of the Institute of Radio
Engineers on November 19.

1930
Experimental TV station W2XBS is opened by
National Broadcasting Co. in New York.

1931

Experimental television station W2XAB is
opened by Columbia Broadcasting System in
New York.

The first issue of Broadcasting magazine ap-
pears on October 15.



A Chronology of the Electronic Media

The National Association of Broadcasters re-
ports that more than half of the nation’s radio
stations are operating without a profit.

1932

CBS, NBC, and New York area stations, nota-
bly WOR(AM), go into round-the-clock opera-
tions to cover the Lindbergh kidnapping,
radio's biggest spot-news reporting job to
date.

NBC lifts its ban on recorded programs for its
owned-and-operated stations, but continues
to bar them from network use.

NBC withdraws prohibitions against price
mentions on the air during daytime hours; two
months later, both NBC and CBS allow price
mentions at nighttime as well.

1933

Associated Press members vote to ban net-
work broadcasts of AP news and to restrict lo-
cal broadcasts to bulletins to stipulated times
with air credit to member newspapers.

The American Newspaper Publishers Associ-
ation declares radio program schedules are
advertising and shouid be published only if
paid for.

CBS assigns publicity director Paul White to
organize a nationwide staff to collect news for
network broadcast. General Mills agrees to
sponsor twice-daily newscasts.

1934

Congress passes the Communication Act,
which, among other things, replaces the Fed-
eral Radio Commission with the Federal Com-
munications Commission.

1935
RCA announces that it is taking television out
of the laboratory for a $1 miliion field-test pro-
gram,

1936

A year of TV demonstrations begins in June
with the Don Lee Broadcasting System’s first
public exhibition of cathode ray television in
the U.S., using a system developed by Don
Lee TV director Harry Lubcke. One month
later, RCA demonstrates its system of TV with
transmissions from the Empire State Building,
and Philco follows with a seven-mile transmis-
sion in August.

FM (frequency modulation) broadcasting, a
new radio system invented by Major Edwin H.
Armstrong, is described at an FCC hearing as
static-free, free from fading and cross-talk,
having uniformity day and night in all seasons
and greater fidelity of reproduction.

A.C. Nielsen, revealing his firm's acquisition
of the MIT-developed "Audimeter,” proposes a
metered tuning method of measuring radio
audience size.

1937

WLS(AM) Chicago recording team of Herb
Morrison, announcer, and Charles Nehlsen,
engineer, on a routine assignment at

Lakehurst, New Jersey, records an
on-the-spot account of the explosion of the
German dirigible Hindenburg. NBC breaks its
rigid rule against recordings to put it on the
network.

1938

Broadcasting publishes the first facsimile
newspaper in a demonstration at the National
Association of Broadcasters convention.

1939

After 15 years of litigation, the patent for
iconoscope-kinescope tubes, the basis for
electronic television, is granted to Dr. Vladimir
Zworykin.

A telecast of the opening ceremonies of the
New York World's Fair marks the start of a
regular daily television schedule by RCA-NBC
in New York.

The first baseball game ever tele-
vised\MPrinceton vs. Columbia\Mappears on
NBC.

1940

The FCC authorizes commercial operation of
FM, but puts TV back into the laboratory until
the industry reaches an agreement on techni-
cal standards.

CBS demonstrates a system of color TV de-
veloped by its chief TV engineer, Dr. Peter
Goldmark.

1941

Bulova Watch Co., Sun Qil Co., Lever Bros.
and Procter & Gamble sign as sponsors of the
first commercial telecasts on July 1 over
NBC's WNBT(TV) New York (until then
W2XBS).

President Roosevelt's broadcast to the nation
on December 9, the day after war is declared,
has the largest audience in radio his-
tory\Mabout 90 million listeners.

1942

The Advertising Council is organized by ad-
vertisers, agencies, and media to put the tal-
ents and techniques of advertising at the
disposal of the government to inspire and in-
struct the public concemning the war effort.

1943

Edward J. Noble buys the Blue Network from
RCA for $8 million in cash. RCA had two net-
works, NBC Red and NBC Blue.

1944

With the FCC approval of the transfer of
owned stations, the Blue Network assumes
the name of its holding company, the Ameri-
can Broadcasting Co.

1945

Pooled coverage of the Nazi surrender in May
brings the American people full details of the
end of the war in Europe. Peace heralds a
communications boom: Not only will program-
ming restrictions end, but new station con-
struction, frozen for the duration, will proceed
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at an explosive pace so¢n after V-J Day in
August. |

1946 |

A telecast of the Louis-Conn heavyweight title
fight, sponsored by Gillette Safety Razor Co.
on a four-city hookup, reaches an estimated
100,000 viewers and convinces skeptics that
television is here to stay.

RCA demonstrates its all-electronic system of
color TV.

Bristol-Myers is the first advertiser to sponsor
a television network pro-
gram\MGeographically Speaking\Mwhich
debuted October 27 on NBC TV's two-station
network.

1947

Radio comedian Fred Allen uses a gag, which
NBC had ruled out, about network vice presi-
dents, and is cut off the fair while he tells it.
The story is front-page fews across the coun-
try as the sponsor’s ad ggency demands a re-
bate for 35 seconds of dead air.

1948

Texaco puts an old-stqu vaudeville show on
NBC TV; the hour-long series stars Milton
Berle. T

1949

The Academy of Television Arts & Sciences
presents the first Emmy Awards at ceremo-
nies televised by KTSL(TV) Los Angeles.

1950

General Foods drops actress Jean Muir, who
denies any communist affiliations or sympa-
thies, from the cast of The Aldrich Family
(NBC TV) after protests against her appear-
ance by “a number of groups.” The Joint Com-
mittee Against Communism claims credit for
her removal, announcing a drive to “cleanse”
radio and television of pro-communist actors,
directors, and writers.

The FCC approves CBS's color TV system,
effective November 20. The network promises
20 hours of color programming a week within
two months. TV set manufacturers are di-
vided, however, over whether to make sets,
since the CBS system is incompatible with
black-and-white broadcasts. In the meantime,
RCA continues work on its color system.

1951

Witness Frank Costello’| hands provide TV's
picture of the week as he refuses to expose
his face to cameras covering New York hear-
ings on organized crime of the Senate Crime
Investigation Committee, chaired by Senator
Estes Kefauver (D-Tenn.)

Sixteen advertisers sponsor the first commer-
cial color telecast, an hour-long program on a
five-station East Coast CBS TV hook-up.

Bing Crosby Enterprises announces the de-
velopment of a system for recording video and
audio programs on magnetic tape. The pic-
tures shown at demonstrations are described
as “hazy” but "viewable.” A year later the im-
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ages are described as improved “more than
20-fold.”

1952

By rushing equipment across the country,
from Bridgeport, Connecticut, to Portland, Or-
egon, KPTV(TV) Portland goes on the air as
the first commercial UHF TV station.

1953

With the end of daylight-saving time, CBS TV
and NBC TV inaugurate “hot kinescope” sys-
tems to put programs on the air on the West
Coast at the same clock hour as in the East.

RCA demonstrates black-and-white and color
TV programs recorded on magnetic tape.
RCA-NBC Board Chairman David Sarnoff
says two years of finishing touches are
needed before the system is ready for market.

The FCC approves RCA’s compatible (with
black-and-white transmission) color TV stan-
dards. System supplants the incompatible
CBS system.

1954

CBS President Frank Stanton broadcasts the
first network editorial, urging that radio and TV
be allowed to cover congressional hearings.

1955

A contract between the DuMont TV network
and Jackie Gleason Enterprises calls for
Gleason’s The Honeymooners to be done as
a filmed program for CBS TV on Saturday
nights.

1956

Ampex Corp. unveils the first practical video-
tape recorder at the National Association of
Radio and Television Broadcasters conven-
tion in Chicago. The company takes in $4 mil-
lion in orders.

1957

Videotape recorders are seen as the solution
to the TV networks’ daylight-saving time prob-
lems.

1958

Subliminal TV messages are put under the
spotlight at hearings in Los Angeles and
Washington.

The BBDO ad agency converts live commer-
cials to videotape.

1959

Sixty-eight TV stations defy the broadcasters’
code of conduct by refusing to drop Prepara-
tion H commercials.

The quiz show scandal climaxes when famed
Twenty-One prizewinner Charles Van Doren
admits to a House committee that he had
been provided with answers and strategies in
advance. The sad ending to the quiz show era
prompts cancellation of big-prize shows and
vows by NBC and CBS to end deceptive prac-
tices.

1960
A satellite sends weather reports back from a
400-mile-high orbit.

RKO-Zenith plans a $10 million test of an
on-air pay TV system in Hartford, Connecticut.

Sam Goldwyn offers a package of movies to
television.

The last daytime serial on network radio ends.

The opening Kennedy-Nixon debate attracts
the largest TV audience to date.

1961

FCC Chairman Newton Minnow shakes up
the National Association of Broadcasters con-
vention with his assessment of TV program-
ming: Although it occasionally shines with
programs like Twilight Zone and CBS Re-
ports, it is, more than anything, from sign-on
to sign-off “a vast wasteland.”

Off-network shows become popular as syndi-
cated fare.

The Ampex “electronic editor” permits inserts
and additions to be made in videotape without
physical splices.

ABC TV engineers develop a process for the
immediate playback of videotape recordings
in slow motion.

1962
John Glenn’s orbital space flight is seen by
135 million TV viewers.

Telstar, AT&T's orbiting satellite, provides a
glamorous debut for global television.

1963
Astronaut Gordon Cooper sends back the first
TV pictures from space.

All radio and TV network commercials and en-
tertainment programming are canceled follow-
ing the assassination of President Kennedy.
In the same week, the first trans-Pacific
broadcast via satellite previews live TV cover-
age of the 1964 Olympics in Tokyo.

1964

The govemment and the tobacco companies
each ponder their next move after the surgeon
general's report links cigarette smoking and
lung cancer. Within weeks, American Tobacco
drops sports broadcasts, radio stations begin
to ban cigarette ads and CBS TV orders a
de-emphasis of cigarette use on programs.

1965

Early Bird, the first commercial communica-
tions satellite, goes into stationary orbit, open-
ing trans-Atlantic circuits for TV use.

1966

Fred W. Friendly quits as president of CBS
News when his new boss, John Schneider,
CBS group vice president for broadcasting,
cancels coverage of a Senate hearing on the
Vietnam War and runs a rerun of | Love Lucy
instead.
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Network TV viewers see live close-up pictures
of the moon\Msent back by Surveyor \Mas
they come into the Jet Propulsion Laboratory.

1967

ABC Radio introduces a radical plan: four net-
works instead of one, each tailored to suit dif-
ferent station formats.

President Johnson signs the Public Broad-
casting Act into law, establishing the Corpora-
tion for Public Broadcasting, federal funding
mechanism.

1968

The Children’s Television Workshop is cre-
ated by the Ford Foundation, the Carnegie
Corp., and the Office of Education to develop
a 26-week series of hour-long color programs
for preschool children. Sesame Street is the
result.

The U.S. Supreme Court gives the FCC juris-
diction over all cable TV systems.

Pictures taken inside Apollo 7 in flight and
sent back to Earth revive public interest in the
space program.

NBC TV eams the life-long ire of sports fans
when it cuts off the end of a Jets-Raiders
game to air ks made-for-TV movie Heidi.
Viewers miss the Raiders’ two-touch-
downs-in-nine-seconds defeat of the Jets.

1969

The Corporation for Public Broadcasting plans
the creation of the Public Broadcasting Ser-
vice to distribute programming to noncommer-
cial TV stations.

In the same week that ABC-TV announces its
$8 million Monday Night Football deal (games
to begin in 1970), Apollo 10 sends back the
first color TV pictures of the moon and of
Earth from the moon.

The world watches live coverage of Neil
Armstrong’s walk on the moon.

1970

House and Senate conferees agree on legis-
lation to outlaw cigarette advertising on radio
and TV, but change the bill's effective date
from January 1, 1971, to January 2, so com-
mercials can appear on New Year's Day foot-
ball telecasts.

The FCC rules that TV stations in the top 50
markets cannot accept more than three hours
of network programming between 7 and 11
p.m., and bars them from domestic syndica-
tion and from acquiring subsidiary rights in in-
dependently produced programs.

1971
National Public Radio debuts with a 90-station
interconnected lineup.

1972

Judge Benjamin Hooks of Memphis, Tennes-
see, is nominated to the FCC. He becomes
the first black to serve on a federal regulatory
agency.
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Home Box Office inc., New York, is formed as
a subsidiary of Sterling Communications to
provide pay-cable TV systems with live and
film programming.

1973

Western Union becomes the first company to
receive federal permission to launch a com-
mercial communications satellite in the U.S.

Broadcast media around the world open their
coverage of the Senate select committee’s in-
vestigation of the Watergate scandal.

1974

RCA inaugurates the nation’s first domestic
satellite communications service, using a Ca-
nadian satellite.

More than 110 million viewers watch Presi-
dent Nixon announce his resignation.

1975

Home Box Office, Time Inc.'s pay cable sub-
sidiary, announces that it will inaugurate a sat-
ellite delivery network in the fall.

1976

Ampex Corp. and CBS develop the electronic
still-store system, which uses a digital record-
ing technique to store 1,500 frames in random
mode, each accessible in 100 milliseconds.

Cable network launches include Showtime
and Univision.

1977

ABC's eight-day telecast of the miniseries
Roots becomes the most watched program in
television history, with ratings in the mid-40s
and shares in the mid-60s. Eighty million peo-
ple watch at least some part of the final epi-
sode.

Sony unveils its Betamax videocassette in Au-
gust and later the same month RCA intro-
duces its SelectaVision home videotape
recorder.

1978

The U.S. Supreme Court upholds the FCC in
the “seven dirty words” case involving
Pacifica’'s WBAI(FM) New York. The ruling
says the FCC may regulate and punish for the
broadcasting of “indecent material.”

1979

Ampex demonstrates its digital videotape re-
corder at the Society of Motion Picture and
Television Engineers conference in San Fran-
cisco in February. Sony unveils its version two
months later.

Cable network launches include C-SPAN,
ESPN, The Movie Channel, and Nickelodeon.

1980

"Who Shot J.R.?" episode of Dallas garners
the highest rating for any program in modern
TV history, with a 53.3 rating and a 76 share.

Cable network launches include Cable News
Network, Black Entertainment Television, the
Learning Channel, Bravo, and USA Network.

1981

With five ENG cameras rolling, the shooting of
President Reagan becomes history's most
heavily covered assassination attempt.

The first U.S. demonstration of high-definition
television (HDTV) takes place at the annual
convention of the Society of Motion Picture
and Television Engineers. The Japanese
Broadcasting Corp.'s (NHK) 1,125-line analog
system draws raves from engineers and film-
makers.

Cable network launches include MTV: Music
Television and the Eternal Word Television
Network.

1982

Having reached a settlement with the Justice
Department to divest itself of its 23 local tele-
phone companies, communications giant
AT&T hopes to lead the country into the “infor-
mation age.” The National Cable Television
Association, Congress, and the FCC wonder
what the agreement has wrought.

Cable network launches include the Weather
Channel and the Playboy Channel.

1983

Reagan appointee Mark Fowler, chairman of
the FCC, tells a common carrier conference
that the U.S. is heading toward a regula-
tion-free telecommunications marketplace.

In February, the two-and-a-half-hour final epi-
sode of CBS's M*A*S*H is the most watched
program in TV history, garnering a 60.3 rating
and a 77 share.

Cable network launches include the Disney
Channel and Country Music Television.

1984
The U.S. Supreme Court ruies that home vid-
eotaping is legal.

Congress passes the Cable Telecommunica-
tions Act of 1984, landmark legislation dereg-
ulating cable. Law accelerates the growth of
cable.

Cable network launches include the Arts &
Entertainment Network (A&E), American
Movie Classics, and Lifetime.

1985

Ted Turner makes inquiries at the FCC about
a possible takeover of CBS. Later, in March,
media company Capital Cities Communica-
tions purchases ABC for $3.5 billion. Turner's
efforts to acquire CBS fail by the end of July,
when a federal judge approves the network’s
stock buyback plan.

The Advanced Television Services Committee
(ATSC) votes in favor of the NHK HDTYV stan-
dard: 1,125 lines, 60 fields, 2:1 interlace,
5.33:3 ratio. This standard is put forward by
the U.S. to the International Radio Consulita-
tive Committee (CCIR) for consideration as
the international standard. The CCIR adopts
the recommendation later in the year.

Having lost his bid to buy CBS, Ted Turner
makes a $1.5 billion offer for MGM/UA.
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Cable network launches include The Discov-
ery Channel, Home Shopping Network, and
VH-1. |

1986 !

MGM and Color Systen;ls Technology sign an
agreement for the conversion of 100 of the
studio’s black-and-white films to color.

Cable network launches include C-SPAN2
and QVC.

1987 [

Fox Broadcasting Co. introduces its primetime
lineup with 108 affiliates in its bid to become
the fourth major U.S. commercial television
network.

The National Associatic{n of Broadcasters and
the Association for Ma)ﬁqmum Service Televi-
sion broadcast HDTV over standard TV chan-
nels during public demgnstrations in
Washington. T

President Reagan vetoes legislation to write
the fairness doctrine intp law. The doctrine re-
quired broadcast stations to allow opposing
views of issues, but critjcs claimed that it dis-
couraged open debate.

Cable network faunches include Movietime
(renamed E! Entertainment Television in
1990), The Travel Channel, and Telemundo.

1988

The FCC adopts prelianary ground rules for

HDTV. It tentatively decides to require HDTV
broadcasts to be compatible with NTSC sets

and says it will not make additional spectrum

available outside the VHF and UHF bands for
HDTV because there is enough already avail-
able to accommodate the service.

|
Cable network launches include Turner Net-
work Television.

1989

Time Inc. and Warner Communications agree
to swap stock and merge into what will be
world's largest media and entertainment com-

pany.

1990

Digital audio broadcasting is demonstrated at
the National Association of Broadcasters con-
vention and is heralded as the HDTV of radio.

General Instrument revlolutionizes the devel-
opment of high-definition television by propos-
ing an all-digital system. The video
compression system also has implications for
satellite transmissions.

Cable network taunches include CNBC and
The Inspiration Network (INSP).

1991

The U.S. air attack on l[aq begins January 16
with dramatic live coverage from network re-
porters in Baghdad. CNN is the lone network
to maintain contact with its Baghdad reporters
through the night. 7

Free to move around Moscow and ready to
commit resources to coverage, television and

|
|
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radio provide gripping details of the short-lived
Soviet coup and the collapse of communism
in the Soviet Union. During his detention in
the Crimea, Soviet President Mikhail
Gorbachev keeps track of events by listening
to the BBC, Voice of America, and Radio Lib-
erty.

Cable network launches include Court TV,
Comedy Central, and Encore.

1992

In March, the Supreme Court let stand an ap-
peals court ruling that struck down the FCC'’s
around-the-clock ban on broadcast indecency
as unconstitutional and requiring the commis-
sion to establish a safe harbor\Ma part of the
day when few children are tuning in and dur-
ing which radio and TV stations may broad-
cast without fear of FCC sanctions for
indecency.

General Instrument and MIT show the first
over-the-air digital HDTV transmission to
Washington lawmakers and regulators. The
12-minute transmission of 1,050-line video
was broadcast by noncommercial WETA-TV
Washington.

The FCC raises the limit on radio stations a
single company may own from 12 AM and 12
FM to 30 of each, then backpedals and lowers
the caps to 18 each, with no more than two
AMs and two FMs in large markets and three
stations\Monly two in the same service\Min
small markets.

Fox expands its programming lineup to seven
nights a week, ending its status as a "weblet’
and becoming the fourth full-fledged commer-
cial TV network in the U.S.

The FCC unanimously approves allowing
broadcast TV networks to purchase cable sys-
tems that serve no more than 10 percent of
U.S. homes and up to 50 percent of a particu-
lar market's homes.

The FCC tells TV broadcasters they will have
five years to begin broadcasting in HDTV
once the agency adopts a standard and
makes channels available.

Cable network launches include The Cartoon
Network and the Sci Fi Channel.

1993
Warner Bros. announces it will launch a fifth
broadcast TV network in 1994,

The FCC expands the AM band’s upper limit
from 1605 kHz to 1705 kHz.

General Instrument, Zenith, AT&T, and the
ATRC join forces as the “Grand Alliance” to
develop a single HDTV system. Later in the
year, the Grand Alliance announces its sup-
port of the emerging MPEG-2 digital compres-
sion HD system: six-channel, CD-quality
Dolby AC-3 music system; 1,920-pixel by
1,080-line interlaced scanning picture; and
progressive scanning.

Paramount Communications begins talks with
TV stations about forming a fifth broadcast TV
network.

Southwestern Bell and Cox Cable form a
$4.9-billion partnership.

Cable network launches include ESPN2 and
the Television Food Network.

1994

Two companies, Hubbard’s United States Sat-
ellite Broadcasting and Hughes’s DirecTV, be-
gin direct broadcast satellite transmissions to
18-inch home dish antennas from a shared
sateliite.

Paramount and Viacom merge in a deal worth
$9.2 billion, forming the world's most powerful
entertainment company. Viacom’s Sumner
Redstone becomes the new company's chair-
man. Later in the year, Viacom adds Block-
buster Entertainment to its portfolio.

Cable network launches include FX, Home &
Garden TV, the International Film Channel,
Starz!, Trio, the Game Show Network, and
Turner Classic Movies.

1995

Seagram pays $7 billion for the 80 percent of
Hollywood studio MCA Inc. owned by
Matsushita Electric Industrial Co. Seagram is
controlled by the Bronfman family and is
headed by President/CEO Edgar Bronfman
Jr.

The Megamedia Age begins when, in the
same week, Walt Disney Co. announces it is
buying Capital Cities/ABC for $18.5 billion and
then Westinghouse Electric Co. releases word
of its purchase of CBS Inc. for $5.4 billion.

Time Warner and Turner Broadcasting Sys-
tem agree to merge in an $8 billion stock
swap deal.

Live television coverage of the verdict in the
0O.J. Simpson murder trial sets viewing re-
cords when 150 million people watch the jury
return a “not guilty” verdict.

Microsoft buys 50 percent stake in NBC's ca-
ble channel America’s Talking for $250 mil-
lion. AT's talk format will be dropped and the
network will become a news operation after
being rechristened MSNBC.

The FCC repeals its Prime Time Access and
Fin-Syn rules. These rules restricted the major
broadcast networks from owning interest in
their own primetime programming.

Cable network launches include CNN/fn, The
Golf Channel, Great American Country, the
History Channel, and the Outdoor Life Net-
work.

1996

Congress passes\Mand President Clinton
signs\Mthe Telecommunications Act of 1996,
the first major overhaul of telecommunication
legislation since 1934. Its key provisions in-
clude: replacing the 12-station TV ownership
limit with a national home coverage cap of 35
percent; eliminating the national ownership
limits on radio stations and allowing one com-
pany to own different numbers of stations lo-
cally, depending on the market size; requiring
TV sets sold in the U.S. to be equipped with a
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V-chip to enable blocking of channels based
on encoded ratings; deregulating cable rates.

Westinghouse/CBS buys Infinity Broadcasting
for $4.9 billion, creating the country's largest
radio station group in terms of earnings. The
deal results in Westinghouse/CBS owning 83
radio statiors in 15 markets.

The FCC releases its first list of proposed digi-
tal TV channel assignments for all U.S. analog
television stations.

In July, WRAL-HD Raleigh, North Carolina,
begins HDTV transmission on channel 32 un-
der an experimental FCC license, making it
the first HDTV station to broadcast in the U.S.

The Washington-based Model HDTV Station
Project demonstrates live, over-the-air digital
TV transmission and reception. A few months
later, it bounces digital signals off a satellite
and displays them on a receiver.

Cable network launches include Animal
Planet, Fox News Channel, MSNBC, the
Sundance Channel, and TVLand.

1997

After several starts and stops, the TV industry
unveils content-based V-chip ratings to mixed
reviews. Recalcitrant NBC maintains it will not
implement the new ratings.

Paxson Communications chief Bud Paxson
announces plans to launch a new television
network, Pax Net, using his 73 owned UHF
stations as a base and airing family friendly
off-network programming.

ABC Television Network President Preston
Padden and Sinclair Broadcasting President
David Smith say broadcasters ought to con-
sider using DTV channels for broadcasting
multiple channels of conventional TV rather
than a single channel of HDTV.

Hearst Corp. (8 TVs) and Argyle Television (6
TVs) join their TV stations and create a new
company, Hearst-Argyle Television Inc., that
is valued at $1.8 billion.

The FCC gives TV broadcasters a second
channel for the delivery of HDTV and other
digital services and said that all network affili-
ates in the top 10 markets have 24 months to
start broadcasting a digital signal; those in
markets 11-30 have 30 months; all other com-
mercial stations have five years. Noncommer-
cial broadcasters have six.

DTV service provider EchoStar plans to
launch two satellites that will give it the ability
to provide local broadcast TV signals to about
43 percent of the U.S.

Cable network launches include WE.

1998

The Natlonal Association of Broadcasters
agrees to support plans by satellite TV provid-
ers to retransmit local TV station signals into
their markets as long as the satellite services
carry all a market’s signals.

At 2:17 p.m. on February 27, WFAA-TV Dal-
las broadcast what it claims is the first non-ex-
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perimental HDTV signal (in 1080i, 16:9
format). The broadcast began with a half-hour
of taped HD programming, followed by a live
simulcast of the station's NTSC programming
that was upconverted to HDTV. The next
month, Sinclair Broadcasting becomes the
first TV group owner to broadcast multiple dig-
ital channels.

AT&T pays $50 billion for cable system giant
Tele-Communications inc.

Paxson Communications launches its broad-
cast television network, now called Pax TV,
with a lineup of 90 stations covering about 75
percent of U.S. TV homes.

Radio group owner Clear Channel Communi-
cations purchases competitor Jacor Commu-
nications for $4.4 billion. The deal gives Clear
Channel 453 stations in 101 markets. The
year's other big deals include: Chancellor Me-
dia’s purchase of Capstar Broadcasting for
$3.9 billion; Hearst-Argyle Television's pur-
chase of Pulitzer Broadcasting for $1.85 bil-
lion; Chancellor's purchase of LIN Television
for $1.5 billion; and Sinclair Broadcast
Group's purchase of Sullivan Broadcasting for
$1 billion.

CBS is the first broadcast TV network to air a
live HDTV sports event with its Nov. 8 telecast
of the New York Jets-Buffalo Bills NFL game.
It is carried by CBS stations in New York; Phil-
adelphia; Washington; Cincinnati; Charlotte,
North Carolina; Raleigh, North Carolina; and
Columbus, Ohio.

Hughes Electronics Corp., parent of DBS pro-
vider DirecTV, announces deal to buy rival
U.S. Satellite Broadcasting from Hubbard
Broadcasting for $1.3 billion. The DBS busi-
ness now has three providers: DirecTV,
EchoStar, and Primestar.

Cable network launches include BBC Amer-
ica, the Biography Channel, Cinemax, Tech
TV, and Toon Disney.

1999

Hughes Electronics Corp., parent of DBS pro-
vider DirecTV, buys rival Primestar for $1.1
billion plus stock. The DBS business now has
two providers: DirecTV and EchoStar.

Paxson Broadcasting sells its 30 percent in-
terestin The Travel Channel to the cable
channel's 70 percent owner, Discovery Chan-
nel.

MSO Comcast offers $58 billion for MediaOne
Group's cable systems. AT&T then comes in
with a $69 billion offer that has AT&T swap-
ping and selling Comcast systems with 2 mil-
lion subscribers for roughly $9 billion. In
return, Comcast agrees to withdraw its $58
billion offer.

CBS pays $2.5 billion for syndication giant
King World Productions, whose properties in-
clude the hit shows Oprah, Wheel of Fortune,
and Jeopardy!

FCC votes to allow a broadcaster to own two
TV stations in a market under certain condi-
tions and liberalizes its radio/TV cross-owner-

ship restrictions. A flood of station deals fol-
low.

Viacom Inc. buys CBS Corp. for $36 billion,
merging Viacom’s Paramount Station Group,
UPN network, cable networks, and other prop-
erties, with those of CBS.

Clear Channel Communications pays $23.5
billion in stock and assumption of debt for the
443 radio stations of AMFM Inc., the country's
largest radio broadcaster. Clear Channel will
have to divest about 100 stations to comply
with FCC and Justice Department regulations.
Those spinoffs will bring Clear Channel $4.3
billion.

Legislation takes affect allowing satellite deliv-
ery of local television stations in their markets,
increasing DBS providers' ability to compete
with cable.

2000

America Online Inc. and Time Warner merge
in a deal worth $181 billion. The merged com-
pany, AOL Time Warner, combines the com-
pany that serves the largest number of
Internet users with the largest producer of TV
shows and movies and cable programming,
plus cable systems passing 20 percent of U.S.
homes.

Tribune Co. buys Times Mirror Co. for $6.5
billion, acquiring seven daily newspapers and
various magazines. The deal will give Tribune
co-ownership of TV stations and major daily
newspapers in the top three markets and the
assets to sell packages of multimedia adver-
tising to clients on national, regional, and local
levels.

Harry Pappas, head of Pappas Television, the
country's largest privately held TV station
group, announces plans to launch Azteca
America, the third U.S. Hispanic television
network (Univision and Telemundo are the
others) in 2001.

Cable network launches include Oxygen.

2001

FCC approves the $5.4-billion sale of
Chris-Craft Broadcasting's ten TV stations to
Fox Television.

DBS operator EchoStar Communications en-
gineers a $26-billion bid for competitor
DirecTV, owned by GM's Hughes Corp. The
move follows attempts by Rupert Murdoch'’s
News Corp. to acquire DirecTV. But regulatory
reviews keep the deal in limbo.

XM Satellite Radio begins broadcasting a na-
tionwide radio service of 200 channels from
two satellites\M"Rock”" and “Roll"\Min orbit
above the equator. The Washington-based
company charges subscribers $9.95 a month
for the service. A rival, New York-based Sirius
Satellite Radio, plans to launch a similar ser-
vice later in the year.

The September 11 terrorist attacks on New
York and Washington result in
around-the-clock news coverage, dropping
commercials. It's estimated that the networks
lost $200 million-$300 million in the first four
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days of coverage. FourlFM and nine New
York TV stations whose antennas were on top
of the World Trade Center are knocked off the
air and several stations lost employees who
had been manning the transmitters in Tower
1. Across the country, broadcasters raised
money and arranged blood drives. The fall TV
season is delayed, late-night talk/comedy
shows are put on hiatus, the Emmy Awards
are postponed, and several industry gather-
ings are canceled.

NBC buys Telemundo, the No. 2 U.S. Span-
ish-language TV network, for $2.7 billion.

Comcast negotiates $72 billion merger with ri-
val cable operator AT&T Broadband, topping

bids by AOL Time Warmner and Cox Communi-
cations.

Cable network launches include ABC Family,
Hallmark Channel, and | National Geographic
Television.

2002
Sirius Satellite Radio la fnches its satellite-de-
livered subscription radlp service in four mar-
kets in February, then rolis out nationally in
July. Sirius follows XM §atellite Radio to be-
come the second U.S. Tatellite radio program-
mer.

Prompted by lawsuits from Fox, Viacom,
NBC, and Time Warmer| a three-judge panel
of the federal appeals court in Washington re-
fuses to uphold an FCCjrule limiting a TV sta-
tion group owner's audience reach to 35
percent of U.S. TV hougeholds and strikes
down a rule barring a cable system from own-
ing TV stations in its market. The court orders
the FCC to rewrite or justify the ownership
limit rule.

Tom Brokaw of NBC Negws announces he will
step down as evening news anchor after the
2004 presidentiat electic?n. to be succeeded
by NBC's Brian Williams. Brokaw will then fo-
cus on in-depth reportinF projects.

The Securities and Exchange Commission
begins a formal investig'Ltion into the account-
ing practices of cable MSO Adelphia Commu-
nications. Five of Adelphia's top
executives\Mincluding f?under John Rigas
and his two sons, Michael and Tim\Mare ar-
rested on fraud charges! alleging that the fam-
ily used the company as a “personal piggy
bank,” financing various personal transac-
tions, including $3.1 billion in loans for stock
and family businesses.

The FCC mandates that all TV sets must be
equipped with digital tuqers by 2007 and pro-
poses strong copy~protqction measures in-
tended to prevent widespread copying and
streaming of content over the Internet.

Lifestyle diva Martha Stewart, whose media
empire included TV, mapazines, and books, is
investigated by the Just\ce Department for al-
legedly lying to federal guthorities looking into
insider trading involving |Stewart's sale of
ImClone Systems stockthe day before it be-
came public that the Food and Drug Adminis-
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tration had denied the company's application
to market a new cancer drug.

In October, both the FCC and the Department
of Justice reject DBS operator EchoStar Com-
munications’ proposed $26-billion purchase of
competitor DirecTV, and a revised agreement
fails to sway either agency. in December,
EchoStar withdrew its merger request from
the FCC. Rupert Murdoch's News Corp.,
whose previous bid for DirecTV had been re-
buffed, puts together a new deal.

2003

Rupert Murdoch's News Corp. receives FCC
and Justice Department approval of its deal to
acquire 34 percent of DBS operator DirecTV's
parent company Hughes Electronics for $6.6
billion in cash and stock.

New York City's Metropolitan Television Alli-
ance agrees to place a new broadcast tower
for New York-area television stations on top of
the Freedom Tower, a 1,776-foot office tower
that will be built on the site of the World Trade
Center, where the stations’ towers were lo-
cated prior to 9/11. The MTVA comprises all
the city's major TV broadcasters. After the ter-
rorist attacks, most of the stations operated
from backup facilities atop the Empire State
Building. Ground is expected to be broken on
the Freedom Tower in the summer of 2004,
and broadcasters should begin operating from
the tower by 2008.

The FCC releases new media ownership rules
in response to a federal appeals court ruling in
2002. Among the changes: raising the na-
tional coverage cap for TV groups from 35
percent to 45 percent; allowing ownership of
two TV stations (duopoly) in markets with five
or more commercial stations; allowing owner-
ship of three TV stations (triopoly) in markets
with at least 18 stations; newspaper-TV
cross-ownership is permitted in markets with
at least four TV stations; radio-TV cross-own-
ership now include newspapers in the for-
muia\Mowners in markets with nine or more
TV stations face no cross-ownership restric-
tions per se but are limited by individual radio
and TV limits applicable to specific markets.
TV-duopoly owners would not be permitted to
own newspapers in markets with fewer than
nine TV stations. In markets with three or
fewer TV stations, no cross-ownership of TV,
radio, or newspapers is permitted. In markets
with four to eight TV stations, an owner may
form one of the following combos: (1) A daily
newspaper, one TV station, up to one-half the
number of radio stations permitted to one
owner in that market.

(2) A daily newspaper, the total number of ra-
dio stations permitted to one owner there, no
TV stations.

(3) Two TV stations and the total number of
radio stations permitted there.

Congress quickly reacts with legislation intro-
duced by Rep. John Dingell (D-Mich.), which
would restore the 35 percent cap. Other critics
of the new rules challenge them in federal
court.

Liberty Media pays $7.9 billion for Comcast's
56 percent stake in home shopping giant
QVC. With 2002 sales of $4.4 billion, QVC is
not just the largest shopping network, it's the
second-largest television network of any kind.

A panel of federal appeals court judges in
Philadelphia agrees with public advocacy
groups and imposes a stay of the FCC's new
broadcast-ownership rules scheduled to take
effect on September 4. The stay will remain in
effect until lawsuits to overturn the new rules
are settled. The Philadelphia court then de-
cides to retain the case attacking the new
FCC broadcast-ownership limits rather than
granting broadcast networks’ pleas to transfer
it to a court in Washington.

The Bush White House brokered a surprise
compromise over media deregulation by
agreeing to permanently set the national TV
station ownership cap at 39 percent of U.S.
television households. That percentage allows
Fox and Viacom to retain all their stations.
Wielding a threat to veto a catch-all spending
bill over a provision that would roll the limit
back to 35 percent, aides to President Bush
persuaded Senate Appropriations Committee
Chairman Ted Stevens (R-Alaska) to back
down from the tighter limit. Stevens’s action
came less than a week after he had per-
suaded reluctant House leadership to go
along with the old level. The compromise
splits the difference between the 45 percent
limit set by the FCC in June and the previous
35 percent level that rank-and-file lawmakers
on both sides of Capitol Hill had been pushing
to reinstate. The agreement is part of a
spending bill that funds the FCC and many
other agencies in fiscal 2004.

After a 36-year run, the California Cable Tele-
communications Association's annual West-
ern Cable Show makes its curtain call in
December, citing consolidation in the cable in-
dustry and economic pressure.

Cable network launches include Spike TV.

2004

NBC gets Federal Trade Commission ap-
proval for its $14 billion purchase of Vivendi
Universal Entertainment, its last regulatory
hurdle. The FCC was not required to review
the deal because it involved no station li-
censes. Among other things, NBC acquires
USA Network and the Sci Fi Network. The
new entity will be called NBC Universal.

Congress and the FCC react swiftly to the
“wardrobe malfunction” that bared Janet Jack-
son's breast during the MTV-produced
half-time entertainment in CBS TV's Super
Bowl broadcast. Congress passes legislation
that dramatically increases the limits on FCC
fines for indecency violations.

Congress and the FCC take the first steps to-
ward punishing stations that air “excessively”
violent shows. Under orders from leaders of
the House Commerce Committee, FCC Chair-
man Michae! Powell by the end of the year will
start investigating whether the commission
should restrict onscreen violence. Cable can't

WorldRadiXMistory

count on immunity either. Growing ranks of
lawmakers say cable must do more to make
sure that children aren’t exposed to potentially
traumatizing content.

A panel of federal appeals court judges in
Philadelphia concludes that the FCC wasn't
justified in its June 2003 decision relaxing
ownership restrictions in the newspaper, tele-
vision, and radio industries. The rules, which
were blocked from taking effect in September
2003, have been sent back to the FCC for a
rewrite. A frustrated FCC Chairman Michael
Powell criticized the decision, claiming that it
created a “clouded and confused state of me-
dia law”" and makes it nearly impossible for his
agency to design standards for ownership lim-
its.

Cable network launches include TV One.

2005

George W. Bush, on January 20, becomes
the first president to have his inauguration
covered in HDTV. ABC News deploys 36 HD
cameras and four HD production vehicles
throughout the parade route to give viewers
an unparalleled view of American history.

President Bush chooses FCC commissioner
Kevin Martin to be chairman of the agency.

In a King Solomon-like answer to critics that
Viacom has become too big to grow, Chair-
man Sumner Redstone proposes cleaving it in
half. The resulting companies would be
Viacom and CBS Corp.

Longtime ABC World News Tonight anchor
Peter Jennings, 67, died August 7 at his home
in Manhattan, four months after being diag-
nosed with lung cancer.

Following Hurricane Katrina, local TV broad-
casters and cable operators in the Gulf Coast
area say rebuilding their stations and plants
could take several months.

The Disney-ABC Television Group announces
that three ABC shows, Desperate House-
wives, Lost, and Night Stalker will be available
for purchase from the Apple iTunes store for
$1.99 an episode. The announcement
prompts the other big media companies to be-
gin “repurposing” primetime programming on
the Internet. It's soon clear that the Web is the
next big TV medium.

2006

In January, PBS dips into the ranks of its
member stations and selects Paula Kerger of
WNET New York to succeed Pat Mitchell as
president of the noncommercial “network.”

After battling to be the broadcasting fifth net-
work for 11 years and mostly lackluster years,
WB and UPN stun the broadcasting industry
in January by deciding to merger into The
CW. To fill the vacuum created by the loss of
one network, Fox creates My Network Televi-
sion, a mini network built around telenovelas,
a popular Spanish TV format. Both CW and
MNT debut in September.

Two years after the Janet Jackson “wardrobe
malfunction™ at the Super Bowl, broadcasters
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are still feeling the fallout. In March, the FCC
issues another round of fines topped by $3.6
million against CBS effiliates for airing an epi-
sode of Without a Trace. A few months later,
Congress increases ten-fold the base inde-
cency fine to $325,000 per incident.

Ending a year of speculation, CBS announces
in March the hiring of Katie Couric, the popu-
lar co-host of NBC's Today Show, to anchor
the CBS Evening News. With new set and
features, she begins her reign as anchor on
September 5. Longtime anchor Dan Rather
resigned from the job in March 2005 after
botching a 60 Minutes story critical of Presi-
dent Bush's military record. CBS News's
Washington Bureau Chief Bob Schieffer an-
chored the news during the Rather-Couric in-
terregnum.

2007

On January 29 ION Media Networks Inc.
changed the name of its TV network from “I"
to ION Television.

In 2007 The Sopranos ended an eight-year
run on HBO. There was much speculation
about the final moments of the finale when the
show faded to black.

After years of acquiring stations, on April 20
Clear Channel Communications Inc. entered
into an agreement to sell its Television Group.
And, as of June 30, the company had entered
into definitive agreements to sell 389 radio
stations in 77 markets.

2008

On July 25 the FCC approved the merger of
Sirius Satellite Radio inc. and XM Satellite
Holdings inc. On July 29 the two companies
announced they had completed their merger,
and that the new company would change its
name to Sirius XM Radio Inc.

The FCC announced that Wilmington, NC,
would be the first market to test the transition
to digital television before the nationwide tran-
sition to DTV on February 17, 2009. The com-
mercial broadcasters serving the Wilmington
market agreed to turn off their analog signals
at noon on September 8, 2008. Beginning at
noon on September 8 WWAY (ABC), WECT
(NBC), WSFX-TV (Fox), WILM-LP (CBS) and
W51CW (Trinity Broadcasting) planned to
broadcast only digital signais to their viewers
in the five North Carolina counties that com-
prise the Wilmington, NC, market.

2009

The nationwide transition from analog to digi-
tal television, scheduled for February 17,
2009, was delayed until June 12, 2009 to al-
low more time to get ready for the digital tran-
sition. The National Telecommunications and
Information Administration (NTIA) provided
consumers with a TV converter box coupon
program to help the consumers make the
switch to digital TV. Both the FCC and TV sta-
tions across the U.S. made a mighty effort to
inform consumers about, and make, the
switch. Some TV stations made the switch to
digital television early. Notably Hawaii's

full-power stations made the switch to digital
TV on January 15, 2009. Finally on June 12,
2009 full-power TV stations all over the U.S.
became all-digital, when the FCC reported

971 full-power TV stations made the switch.

Later in June 2009 the FCC adopted an order
aliowing AM radio stations to use FB radio
translators to increase their reach within a lo-
cal community. The FCC action gave AM sta-
tions an opportunity to overcome technical
problems in their coverage areas.

Walter Cronkite, anchor and managing editor
of the CBS Evening News from 1962 to 1981,
died on July 17, 2009. A memorial service
was held on September 9 at Lincoln Center in
New York.

2010

Apple, inc. introduced the iPad, the first mo-
bile computer tablet to achieve worldwide
commercial success. Many manufacturers fol-
lowed with their own tablet.

2011

"The Oprah Winfrey Show" ends after 25 sea-
sons, and Oprah Winfrey launches OWN -
Oprah Winfrey Network.

Satellite TV provider DISH Network acquires
Blockbuster LLC.

Axel Technologies releases Fuugo Video 1.0,
which aggregates online video content from
multiple sources into a single application, and
Fuugo TV, a broadcast digital TV application
for computer tablets, smart phones, and other
portable devices.

Steve Jobs, influential head of Apple, Inc.,
dies.

2012

Satellite TV provider DISH Network an-
nounces its remote access application, which
provides the capability of streaming on-de-
mand movies and TV shows to the iPad.

2013

Netflix earns 14 Primetime Emmy Award nom-
inations, becoming the first online-only web
television network to be recognized by the
Emmys. David Fincher wins Outstanding Di-
recting for a Drama Series for Netflix's House
of Cards.

2014

President Obama demands that the FCC en-
forces strong rules in order to defend net neu-
trality, the principle that Internet service
providers treat all internet data equally and
not discriminate based on users, content,
sites, platforms, applications, types of at-
tached equipment, or modes of
communication.

The debate as to whether or not Internet ser-
vice providers should be permitted to charge
certain net organizations for “data-heavy” ser-
vices (such as Netflix) continues. Net neutral-
ity advocates argue that doing so would
sabotage the ideology of a free and equal
internet for everyone.

WorIdRWPHistory

The FCC delayed a decision until 2015 of how
it manages the intemet.:

2015 ‘

In January 2015, the FCC concludes its wire-
less spectrum auction with a total of $44.9 bil-
lion raised, over twice as much as the
previous 2008 auction. The auction success-
fully sells spectrum of frequencies between
1700 and 2100 megahertz to wireless carri-
ers.

The FCC passes a net neutrality regulation in
a 3-2 vote. Supported by President Obama,
the regulation prevents the favoritism of
certain technology companies and Internet
traffic based on payments made to broadband
providers. According to the FCC, net neutrality
will ensure fair treatment of all Internet data.

Microsoft launches a Preview Program that
enables test users to view live television
channels through Xbox One video game
consoles.

2016
Authorized by Congress in 2012, the FCC
launches the first incentlve auction in March
2016. The goal of this t\Jro-stage initiative is to
encourage broadcasters to offer some of their
spectrum usage rights f?r sale so that they
can be resold and relicepsed to wireless bid-
ders. In exchange, the srallers are awarded a
portion of the funds. Thg FCC's aim in this un-
dertaking is to keep up with the demand for
wireless service, and offer a continued invest-
ment in maintaining the felevision broadcast
industry.

The viewership of the first presidential debate
between Hillary Clinton and Donald Trump
reaches historic highs, with a record 84 million
viewers tuning in to watch on television and
live-stream. The viewerqhip numbers beat out
the Reagan-Carter debate of 1980, which
pulled in 80.6 million vieyvs. The debate was
broadcast across 11 channels, as well as so-
cial media sites including Facebook, Twitter,
and YouTube. NBC drew in the highest num-
ber of watchers among major networks, beat-
ing out ABC, CBS, FOX| CNN, and MSNBC.

The course of the 2016 presidential election
ushers in a drastic rise ip “fake news,” with
sensationalist headlinesTbeing generated and
going viral before they can be fact-checked.
This phenomenon is farjreaching, impacting
not only the hyper-partisan public, but also
major news networks like CNN, who air some
of these headlines as ngws. The trend spurs
questions into the crediqility and reliability of
the media and journalism.

PEW Research, in its 2016 State of the News
Media report, observes?hat despite the rise of
digital developments, cable and network tele-
vision continue to grow ip revenue. Digital
does continue to threaten legacy media, how-
ever, as newspapers baple with the rising de-
mand for video content as opposed to print
content. T
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The Communications Act. The FCC was created by Congress in the Communications Act for the purpose of “regulating interstate
and foreign commerce in communication by wire and radio so as to make available, so far as possible, to all the people of the United
States, without discrimination on the basis of race, color, religion, national origin, or sex, a rapid, efficient, Nation-wide, and
world-wide wire and radio communications service. . . .” (In this context, the word “radio” covers both broadcast radio and television.)
The Communications Act authorizes the FCC to “make such regulations not inconsistent with law as it may deem necessary to pre-
vent interference between stations and to carry out the provisions of [the] Act.” It directs us to base our broadcast licensing deci
sions on the determination of whether those actions will serve the public interest, convenience, and necessity.

How the FCC Adopts Rules. As is the case with most other federal agencies, the FCC generally cannot adopt or change rules with-
out first describing or publishing the proposed rules and seeking comment on them from the public. We release a document called a
Notice of Proposed Rule Making, in which we explain the new rules or rule changes that we are proposing and establish a filing
deadline for public comment on them. (All such FCC Notices are included in the Commission's Daily Digest and are posted on our
website at http://transition.fcc.gov/Daily_Releases/Daily_Digest). After we have had a chance to hear from the public and have con
sidered all comments received, we generally have several options. We can: (1) adopt some or all of the proposed rules, (2) adopt a
modified version of some or all of the proposed rules, (3) ask for public comment on additional issues relating to the proposals, or
(4) end the rulemaking proceeding without adopting any rules at all. You can find information about how to file comments in our
rulemaking proceedings on our Internet website at http://www.fcc.gov/guides/how-comment. The site also provides instructions on
how you can file comments electronically. In addition to adopting rules, we also establish broadcast regulatory policies through the
individual cases that we decide, such as those involving license renewals, station sales, and complaints about violations of FCC
rules.

The FCC and the Media Bureau. The FCC has five Commissioners, each of whom is appointed by the President and confirmed by
the Senate. Serving under the Commissioners are a number of Offices and operating Bureaus. One of those is the Media Bureau,
which has day-to-day responsibility for developing, recommending, and administering the rules governing the media, including radio
and television stations. The FCC’s broadcast rules are contained in Title 47 of the Code of Federal Regulations (“CFR”), Parts 73
(broadcast) and 74 (auxiliary broadcast, including low power TV, and translator stations). Our rules of practice and procedure can be
found in Title 47 CFR, Part 1. A link to those rules can be found on our website at http://www.fcc.gov/encyclopedia/rules-regula-
tions-title-47. Additional information about the Commission’s Offices and Bureaus, including their respective functions, can be found
at http://www.fcc.gov/bureaus-offices.

FCC Regulation of Broadcast Radio and Television. The FCC allocates (that is, designates a portion of the broadcast spectrum to)
new broadcast stations based upon both the relative needs of various communities for additional broadcast outlets and specified en
gineering standards designed to prevent interference among stations and to other communications users. As noted above, when-
ever we review an application — whether to build a new station, modify or renew a license or sell a station — we must determine if its
grant would serve the public interest. As discussed earlier, we expect station licensees to be aware of the important problems and
issues facing their local communities and to foster public understanding by presenting programming that relates to those local is-
sues. As discussed in this Manual, however, broadcasters — not the FCC or any other government agency — are responsible for se-
lecting the material that they air. By operation of the First Amendment to the U.S. Constitution, and because the Communications
Act expressly prohibits the Commission from censoring broadcast matter, our role in overseeing program content is very limited.

We license only individual broadcast stations. We do not license TV or radio networks (such as CBS, NBC, ABC or Fox) or other or-
ganizations with which stations have relationships (such as PBS or NPR), except to the extent that those entities may also be station
licensees. We also do not regulate information provided over the Internet, nor do we intervene in private disputes involving broad-
cast stations or their licensees. Instead, we usually defer to the parties, courts, or other agencies to resolve such disputes.

The Licensing of TV and Radio Stations

Commercial and Noncommercial Educational Stations. The FCC licenses FM radio and TV stations as either commercial or non-
commercial educational (“NCE”). (All AM radio stations are licensed as commercial facilities.) Commercial stations generally support
themselves through the sale of advertising. In contrast, NCE stations generally meet their operating expenses with contributions re-
ceived from listeners and viewers, and also may receive government funding. In addition, NCE stations may receive contributions
from for-profit entities, and are permitted to acknowledge such contributions or underwriting donations with announcements naming
and generally describing the contributing party or donor. However, NCE stations may not broadcast commercials or other promo-
tional announcements on behalf of for-profit entities. These limitations on NCE stations are discussed further at page xxiv of this
Manual.

Applications to Build New Stations; Length of the License Period. Before a party can build a new TV or radio station, it first must ap-
ply to the FCC for a construction permit. The applicant must demonstrate in its application that it is qualified to construct and operate
the station as specified in its application and that its proposed facility will not cause objectionable interference to any other station.
Once its application has been granted, the applicant is issued a construction permit, which authorizes it to build the station within a
specified period of time, usually three years. After the applicant (now considered a “permittee”) builds the station, it must file a I
cense application, in which it certifies that it has constructed the station consistent with the technical and other terms specified in its
construction permit. Upon grant of that license application, the FCC issues the new license to operate to the permittee (now consid-
ered a “licensee”), which authorizes the new licensee to operate for a stated period of time, up to eight years. At the close of this pe-
riod, the licensee must seek renewal of its station license.
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Applications for License Renewal. Licenses expire and renewal applications are due on a staggered basis, based upon the state in
which the station is licensed. Before we can renew a station's license, we must first determine whether, during the preceding license
term, the licensee has served the public interest; has not committed any serious violations of the Communications Act or the FCC's
rules; and has not committed other violations which, taken together, would constitute a pattern of abuse. To assist us in this
evaluative process, a station licensee must file a renewal application (FCC Form 303-S), in which it must respond concerning
whether:

« it has sent us certain required reports;

« neither it nor its owners have or have had any interest in a broadcast application involved in an FCC proceedipg in which charac
ter issues were resolved adversely to the applicant or were left unresolved, or were raised in connection with a pending applica
tion;

.

its ownership is consistent with the Communications Act's restrictions on licensee interests held by foreign goyernments, foreign
corporations, and non-U.S. citizens;

+ there has not been an adverse finding or adverse final action against it or its owners by a court or administratiye body in a civil or
criminal proceeding involving a felony, mass media-related antitrust or unfair competition law, the making of fraudulent statements
to a governmental unit, or discrimination;

° there were no adjudicated violations of the Communications Act or the Commission’s rules during the current license term;
° neither the licensee nor its owners have been denied federal benefits due to drug law violations;

° its station operation complies with the Commission’s radiofrequency (“RF”) radiation exposure standards;

« it has, in a timely manner, placed and maintained certain specified materials in its public inspection file (as discussed at pages
xxvi-xxviii of this Manual);

+ it has not discontinued station operations for more than 12 consecutive months during the preceding license term and is currently
broadcasting programming;

+ it has filed FCC Form 396, the Broadcast Equal Employment Opportunity Program Report, and

« if the application is for renewal of a television license, it has complied with the limitations on commercial matte( aired during chik
dren’s programming and filed the necessary Children’s Television Programming Reports (FCC Form 398) (as discussed at page
xxii of this Manual, https://www.fcc.gov/licensing-databases/forms).

Digital Television. After February 17, 2009, all full-power TV stations are required to stop broadcasting in analog and continue
broadcasting only in digital. This is known as the “DTV transition.” Because digital is much more efficient than analog, part of the
scarce and valuable spectrum that is currently used for analog broadcasting will be used for important new services such as en
hanced public safety communications for police, fire departments, and emergency rescue workers. Part of the spectrum will also be
made available for advanced wireless services such as wireless broadband.

Digital broadcasting also enables television stations to offer viewers several benefits. For example, stations broadcasting in digital
can offer viewers improved picture and sound quality as well as more programming options (referred to as “multicasting”) because
digital technology gives each television station the ability to broadcast multiple channels at the same time.

Consumers who receive television signals via over-the-air antennas (as opposed to subscribers to pay services like cable and satel
lite TV) will be able to receive digital signals on their analog sets if they purchase a digital-to-analog converter box that converts the
digital signals to analog. Alternatively, if consumers purchase a digital television (a TV with built in digital tuner), they will be able to
receive digital broadcast programming. If your TV set receives local broadcast stations through a paid provider such as cable or sat
ellite TV, it is aiready prepared for the DTV transition.

Regarding consumers who are shopping for new televisions, the Commission's digital tuner rule prohibits the importation or inter-
state shipment of any device containing an analog tuner unless it also contains a digital tuner. Retailers may continue to sell ana-
log-only devices from existing inventory. However, at the point of sale, retailers must post notices advising consumers that TV sets
and equipment such as VCRs that contain only an analog tuner will not be able to receive over-the-air-television signals from
full-power broadcast stations after February 17, 2009, without the use of a digital-to-analog converter box. r]

Television broadcasters must promote public awareness of the DTV transition with an on-air education campaign, providing con
sumers with information about the transition. They must report their efforts on a quarterly basis by filing FCC Form 388 with the
Commission, posting each such Form on their website and placing them in their station public inspection files.

While the February 17, 2009, deadline for ending analog broadcasts does not apply to low-power, Class A, and TV translator sta
tions, these stations will eventually transition to all-digital service. In the meantime, some consumers may continue to receive pro-
gramming from these stations in analog format after the transition date. ‘

Additional information concerning the DTV transition can be found on the FCC's website, at http://www.fcc.gov/digital-television, or
by calling toll free 1-888-CALL-FCC.

Digital Radio. The FCC has also approved digital operation for AM and FM radio broadcast stations (often referred to as “HD Ra-
dio”). As with DTV, digital radio substantially improves the quality of the radio signal and aliows a station to offerimulticasting over
several programming streams, as well as certain enhanced services. Unlike the mandatory digital transition deadline for television
stations however, radio stations will be able to continue to operate in analog and will have discretion whether also to transmit in digi
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tai and, if so, when to begin such operation. In order to receive the digital signals of those stations that choose to so operate, con
sumers will have to purchase new receivers.

Because digital radio technology allows a radio station to transmit simultaneously in both analog and digital, however, listeners will
be able to continue to use their current radios to receive the analog signals of radio stations that transmlt both analog and digital sig-
nals. Receivers are being marketed that incorporate both modes of reception, with the ability to automatlcally switch to the analog
signal if the digital signal cannot be detected or is lost by the receiver. For additional information about digital radio, see
https://www.fcc.gov/encyclopedia/iboc-digital-radio-broadcasting-am—and-fm-radio-broadcast-statipns.

Public Participation in the Licensing Process

Renewal Applications. You can submit a protest against a station’s license renewal application by filing a formal petition to deny its
application, or by sending us an informal objection to the application. Before its license expires, each station licensee must broad-
cast a series of announcements providing the date its license will expire, the filing date for the renewal application, the date by which
formal petitions against it must be filed, and the location of the station’s public inspection file that contains the application. Petitions
to deny the application must be filed by the end of the first day of the last full calendar month of the expiring license term. (For exam-
ple, if the license expires on December 31, we must receive any petition at our Washington, D.C. headquarters by the end of the day
on December 1.)

Broadcast licenses generally expire on a staggered basis, by state, with most radio licenses next expiring between October 1, 2011
and August 1, 2014, and most television licenses expiring between October 1, 2012 and August 1, 2015, one year after the radio It
censes in the same state. A listing of the next expiration dates for radio and television licenses, by state, can be found on the Com-
mission’s website at http://transition.fcc.gov/localism/renewals.html. Before you file a petition to deny an application, you should
check our rules and policies to make sure that your petition complies with our procedural requirements. A more complete description
of these procedures and requirements can be found on the Commission’'s website at http:/transition/fcc.gov/localism/renew_pro-
cess_handout.pdf. You can also file an informal objection at any time before we either grant or deny the application. Instructions for
filing informal objections can be found on the Commission's website at http://transition.fcc.gov/loc'alism/renew _process_handout.pdf.
If you have any specific questions, you may also contact our Broadcast Information Specialist for radio or television, depending on
the nature of your inquiry, by calling toll-free, by facsimile, or by sending an e-mail in the manner poted at page xxixof this Manual.

Other Types of Applications. You can also participate in the application process by filing a petition to deny when someone applies
for a new station, and when a station is to be sold (technically called an “assignment” of the license), its licensee is to undergo a ma
jor transfer of stock or other ownership, or control (technically called a “transfer of control”), or the station proposes major facility
changes. The applicant is required to publish a series of notices in the closest local newspaper, containing information similar to that
noted above regarding renewal applications, when it files these types of applications. Upon receipt of the application, the FCC will is
sue a Public Notice and begin a 30-day period during which petitions to deny these applications may be filed. (All FCC Public No-
tices are included in the Commission’s Daily Digest and are posted on our website at
http://transition.fcc.gov/Daily_Releases/Daily_Digest). As with renewal applications, you can also file an informal objection to these
types of applications, or any other applications, at any time before we either grant or deny the application. Again, if you have any
specific questions about our processes or the status of a particular application involving a station,' you may contact our Broadcast In-
formation Specialist for radio or television, depending on the nature of your inquiry, by calling toI|-free by facsimile, or by sending an
e-mail in the manner noted at pages xxviii of this Manual. |

Broadcast Programming: Basic Law and Policy |

The FCC and Freedom of Speech. The First Amendment, as well as Section 326 of the Communications Act, prohibits the Commis-
sion from censoring broadcast material and from interfering with freedom of expression in broadcasting. The Constitution's protec-
tion of free speech includes that of programming that may be objectionable to many viewer or listeners. Thus, the FCC cannot
prevent the broadcast of any particular point of view. In this regard, the Commission has observed that “the public interest is best
served by permitting free expression of views.” However, the right to broadcast material is not absolute. There are some restrictions
on the material that a licensee can broadcast. We discuss these restrictions below.

Licensee Discretion. Because the Commission cannot dictate to licensees what programming they may air, each individual radio
and TV station licensee generally has discretion to select what its station broadcasts and to otherwise determine how it can best
serve its community of license. Licensees are responsible for selecting their entertainment programming, as well as programs con
cerning local issues, news, public affairs, religion, sports events, and other subjects. As discussed at page xxvii of this Manual,
broadcast licensees must periodically make available detailed information about the programming that they air to meet the needs
and problems of their communities, which can be found in each station public file. They also decide how their programs will be struc
tured and whether to edit or reschedule material for broadcasting. In light of the First Amendment and Section 326 of the Communi
cations Act, we do not substitute our judgment for that of the licensee, nor do we advise stations on artistic standards, format,
grammar, or the quality of their programming. Licensees also have broad discretion regarding commercials, with the exception of
those for political candidates during an election and the limitations on advertisements aired during children’'s programming (we dis-
cuss these respective requirements at pages xx and xxii of this Manual). |

Criticism, Ridicule, and Humor Concerning Individuals, Groups, and Institutions. The First Amendment's guarantee of freedom of
speech similarly protects programming that stereotypes or may otherwise offend people with regérd to their religion, race, national
background, gender, or other characteristics. It also protects broadcasts that criticize or ridicule established customs and institu-
tions, including the government and its officials. The Commission recognizes that, under our Constitution, people must be free to
say things that the majority may abhor, not only what most people may find tolerable or congenial. However, if you are offended by a
station’s programming, we urge you to make your concerns known to the station licensee, in writing.

1
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Programming Access. In light of their discretion to formulate their programming, station licensees are not required to broadcast ev-
erything that is offered or otherwise suggested to them. Except as required by the Communications Act, including the use of stations
by candidates for public office (discussed at pages xx of this Manual), licensees have no obligation to allow any particular person or
group to participate in a broadcast or to present that person or group’s remarks.

Broadcast Programming: Law and Policy on Specific Kinds of Programming

Broadcast Journalism Introduction. As noted above, in light of the fundamental importance of the free flow of information to our de-
mocracy, the First Amendment and the Communications Act bar the FCC from telling station licensees how to select material for
news programs, or prohibiting the broadcast of an opinion on any subject. We also do not review anyonés qualifications to gather,
edit, announce, or comment on the news; these decisions are the station licensee’s responsibility. Nevertheless, there are two is-
sues related to broadcast journalism that are subject to Commission regulation: hoaxes and news distortion.

Hoaxes. The broadcast by a station of false information concerning a crime or catastrophe violates the FCC's rules if:
« the station licensee knew that the information was false, )
+ broadcasting the faise information directly causes substantial public harm, and :

+ it was foreseeable that broadcasting the false information would cause such harm. '

In this context, a "crime” is an act or omission that makes the offender subject to criminal punishment by law, and a “catastrophe” is
a disaster or an imminent disaster involving violent or sudden events affecting the public. The broadcast must cause direct and ac-
tual damage to property or to the health or safety of the general public, or diversion of law enforcement or other public health and
safety authorities from their duties, and the public harm must begin immediately. If a station airs a disclaimer before the broadcast
that clearly characterizes the program as fiction and the disclaimer is presented in a reasonable manner under the circumstances,
the program is presumed not to pose foreseeable public harm. Additional information about the hoax rule can be found on the FCC's
website at https://www fcc.gov/consumers/guides/broadcasting-false-information.

News Distortion. The Commission often receives complaints concerning broadcast journalism, such as allegations that stations have
aired inaccurate or one-sided news reports or comments, covered stories inadequately, or overly dramatized thé events that they
cover. For the reasons noted above, the Commission generally will not intervene in such cases because it would be inconsistent
with the First Amendment to replace the journalistic judgment of licensees with our own. However, as public trustees, broadcast I
censees may not intentionally distort the news: the FCC has stated that “rigging or slanting the news is a most heinous act against
the public interest.” The Commission will investigate a station for news distortion if it receives documented evidence of such rigging
or slanting, such as testimony or other documentation, from individuals with direct personal knowledge that a licensee or its man-
agement engaged in the intentional falsification of the news. Of particular concern would be evidence of the direction to employees
from station management to falsify the news. However, absent such a compelling showing, the Commission will not intervene. For
additional information about news distortion, see https://www.fcc.gov/consumers/guides/complaints-about-broadcast-journalism.

Political Broadcasting: Candidates for Public Office. In recognition of the particular importance of the free flow of information to the
public during the electoral process, the Communications Act and the Commission's rules impose specific obligations on broadcast-
ers regarding political speech.

Reasonable Access. The Communications Act requires that broadcast stations provide “reasonable access” to candidates for fed-
eral elective office. Such access must be made available during all of a station’s normal broadcast schedule, including television
prime time and radio drive time. In addition, federal candidates are entitled to purchase all classes of time offered by stations to
commercial advertisers, such as preemptible and non- preemptible time. The only exception to the access requirement is for bona
fide news programming (as defined below), during which broadcasters may choose not to sell airtime to federal candidates. Broad
cast stations have discretion as to whether to sell time to candidates in state and local elections. !

+ Equal Opportunities. The Communications Act requires that, when a station provides airtime to a legally qualified candidate for
any public office (federal, state, or local), the station must “afford equal opportunities to all other such candidates for that office.”
The equal opportunities provision of the Communications Act also provides that the station “shall have no power of censorship
over the material broadcast” by the candidate. The law exempts from the equal opportunities requirement appearances by candi
dates during bona fide news programming, defined as an appearance by a legally qualified candidate on a bona fide newscast, in
terview, or documentary (if the appearance of the candidate is incidental to the presentation of the subject covered by the
documentary) or on-the—spot coverage of a bona fide news event (including debates, political conventions and related incidental
activities). ;

In addition, a station must sell political advertising time to certain candidates during specified periods before a primary or general
election at the lowest rate charged for the station’s most favored commercial advertiser. Stations must maintain and make available
for public inspection, in their public inspection files, a political file containing certain documents and information, discussed at page
xxvii of this Manual. For additional information about the political rules, see https://www.fcc.gov/media/policy/political-programming.

Objectionable Programming

Programming Inciting “Imminent Lawless Action.” The Supreme Court has held that the government may curtail speech if it is both:
(1) intended to incite or produce “imminent lawless action;” and (2) likely to “incite or produce such action.” Even when this legal test
is met, any review that might lead to a curtailment of speech is generally performed by the appropriate criminal law enforcement au-
thorities, not by the FCC.
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Obscene, Indecent, or Profane Programming. Although, for the reasons discussed earlier, the Commission is generally prohibited
from regulating broadcast content, the courts have held that the FCC’s regulation of obscene and indecent programming is constitu-
tional, because of the compelling societal interests in protecting children from potentially harmful programming and supporting par-
ents’ ability to determine the programming to which their children will be exposed at home.

Obscene material is not protected by the First Amendment and cannot be broadcast at any time. To be obscene, the material must
have all of the following three characteristics:

- an average person, applying contemporary community standards, must find that the material, as a whole, appeals to the prurient
interest;

« the material must depict or describe, in a patently offensive way, sexual conduct specifically defined by applicable law; and
- the material, taken as a whole, must lack serious literary, artistic, political, or scientific value.

Indecent material is protected by the First Amendment, so its broadcast cannot constitutionally be prohibited at all times. However,
the courts have upheld Congress’ prohibition of the broadcast of indecent material during times of the day in which there is a rea-
sonable risk that children may be in the audience, which the Commission has determined to be between the hours of 6 a.m. and 10
p.m. Indecent programming is defined as “language or material that, in context, depicts or describes, in terms patently offensive as
measured by contemporary community standards for the broadcast medium, sexual or excretory organs or activities.” Broadcasts
that fall within this definition and are aired between 6 a.m. and 10 p.m. may be subject to enforcement action by the FCC.

Profane material also is protected by the First Amendment, so its broadcast cannot be outlawed entirely. The Commission has de-
fined such program matter to include language that is both “so grossly offensive to members of the public who actually hear it as to
amount to a nuisance” and is sexual or excretory in nature or derived from such terms. Such material may be the subject of possible
Commission enforcement action if it is broadcast within the same time period applicable to indecent programming: between 6 a.m.
and 10 p.m. |

How to File an Obscenity, Indecency, or Profanity Complaint, In order to allow its staff to make a determination of whether com-
plained-of material is actionable, the Commission requires that complainants provide certain information: (1) the date and time of the
alleged broadcast; (2) the call sign, channel or frequency of the station involved; and (3) the details of what was actually said (or de-
picted) during the alleged indecent, profane, or obscene broadcast. Submission of an audio or video tape, CD, DVD or other record-
ing or transcript of the complained-of material is not required but is helpful, as is specification of the name of the program, the on-air
personality, song, or film, and the city and state in which the complainant saw or heard the broadcast.

The fastest and easiest way to file a complaint containing this information is to use the FCC's electronic complaint form, which is
available on the FCC’s website at https://consumercomplaints.fcc.gov/hc/en-us.

You also may file a complaint about objectionable programming by mailing it to:

Federal Communications Commission
Consumer & Governmental Affairs Bureau
Consumer Inquiries and Complaints Division
445 12th Street, S.W.

Washington, D.C. 20554

If you are submitting an audio or video tape, DVD, CD or other type of media with your complaint, you should send it to the following
address to avoid mail processing damage:

Federal Communications Commission
Consumer & Governmental Affairs Bureau
Consumer Inquiries and Complaints Division
9300 East Hampton Drive

Capitol Heights, Maryland 20743

You can also electronically file your complaint at fccinfo@fcc.gov. You may also complain by calling the Commission, toll-free, at:
1-888-CALL-FCC (1-888-225-5322)

For additional information on the complaint process for obscene, indecent or profane material, visit http://transition.fcc.gov/eb/oip/.

Violent Programming. Many members of the public have expressed concern about violent television programming and the negative
impact such broadcast material may have upon children. In response to these concerns, and at the request of 39 members of the
U.S. House of Representatives, the FCC conducted a proceeding seeking public comment on violent programming. In April 2007,
the Commission delivered to Congress a Report recommending that the industry voluntarily commit to reducing the amount of such
programming viewed by children. The Commission also suggested that Congress consider enacting legis!ation that would better
support parents’ efforts to safeguard their children from such objectionable programming. The Commission’s Report can be ac-
cessed at https://apps.fcc.gov/edocs_public/attachmatch/FCC-07-50A1.pdf.

The V-Chip and TV Program Ratings. In light of the widespread concern about obscene, indecent, profane, violent, or otherwise ob-
jectionable programming, in 1996, Congress passed a law to require TV sets with screens 13 inches or larger to be equipped with a
“V-Chip” — a device that allows parents to program their sets to block TV programming that carries a certain rating. Since 2000, all
such sets manufactured with screens 13 inches or larger must contain the V-Chip technology. This technology, which must be acti

WorldRadigdjlistory

- —— e e s s e



The FCC and Its Regulatory Authority

vated by parents, works in conjunction with a voluntary television rating system created and administered by the television industry
and others, which enables parents to identify programming containing sexual, violent, or other content that they believe may be
harmful to their children. All of the major broadcast networks and most of the major cable networks are encoding their programming
with this ratings information to work with the V-Chip. However, some programming, such as news and sporting events, and unedited
movies aired on premium cable channels, are not rated. In 2004, the FCC expanded the V-Chip requirement to apply also to devices
that do not have a display screen but are used with a TV set, such as a VCR or a digital-to-analog converter box.

For more information about this ratings program, including a description of each ratings category, please see thel FCC's V-Chip
website at https://www.fcc.gov/consumers/guides/v-chip-putting-restrictions-what-your-children-watch.

Other Broadcasting Content Regulation

Station Identification. Stations must air identification announcements when they sign on and off for the day. They also must broad-
cast these announcements every hour, as close to the start of the hour as possible, at a natural programming break. TV stations
may make these announcements on-screen or by voice only. Official station identification includes the station's call letters, followed
by the community specified in its license as the station’s location. Between the call letters and its community, the station may insert
the name of the licensee, the station’s channel number, and/or its frequency. It may also include any additional gommunity or com-
munities, as long as it first names the community to which it is licensed by the FCC. DTV stations also may identify their digital
multicast programming streams separately if they wish, and, if so, must follow the format described in the FCCslrules.

Commencing as of a date to be determined, for television stations, twice daily, the station identification will also pave to include a
notice of the existence, location and accessibility of the station’s public file. The notice will have to state that the Ftation's public file
is available for inspection and that members of the public can view it at the station's main studio and on its station website. Broad-
cast of at least one of these announcements will be required between the hours of 6 p.m. and midnight. [.‘

Children’s Television Programming. Throughout its license term, every TV station must serve the educational anp informational
needs of children both by means of its overall programming and through programming that is specifically designed to serve those
needs. Licensees are eligible for routine staff-level approval of the Children’s Television Act portion of their renewal applications if
they air at least three hours of “core” children’s television programming, per week, or proportionally more if they provide additional
free digital programming streams. Core programming is defined as follows: T

+ Educational and Informational. The programming must further the educational and informational needs of children 16 years old
and under (this includes their intellectual/cognitive or social/emotional needs).

+ Specifically Designed to Serve Their Needs. A program is considered “specifically designed to serve the educational and informa-
tion needs of children” if: (1) that is its significant purpose; (2) it is aired between the hours of 7 a.m. and 10 p.m.; (3) it is a regu-
larly scheduled weekly program; and (4) it is at least 30 minutes in duration.

To ensure that parents and other interested parties are informed of the educational and informational children's programming that
their area stations offer, television licensees must identify each program specifically designed to “educate and inform” children by
displaying the icon “E/I” throughout the program. In addition, commercial stations must provide information identifying such pro-
grams to the publishers of program guides.

During the broadcast of TV programs aimed at children 12 and under, advertising may not exceed 10.5 minutes an hour on week-
ends and 12 minutes an hour on weekdays. |

These rules apply to analog and digital broadcasting. As discussed at page xviii of this Manual, television stations have traditionally
operated with analog technology. Television stations, however, are in the process of switching to digital broadca§ting, which greatly
enhances their capability to serve their communities. Among other things, digital technology permits stations to engage in
multicasting, that is, to air more than one stream of programming at the same time. Digital stations that choose t® air more than one
stream of free, over-the-air video programming must air proportionately more children’s educational programming than stations that
air only one stream of free, over-the-air video programming. T

Each television licensee is required to prepare and place in the public inspection file at the station a quarterly Children's Television
Programming Report (FCC Form 398) identifying its core programming. These reports must also be filed electronically with the FCC
each quarter and can be viewed on the FCC's website, at http://www.fcc.gov/encyclopedia/chiidrens-educational-television-report
ing-form-398. This requirement of the station’s public file is discussed at page xxviii of this Manual. !

The FCC has created a children’s educational television website to inform parents and other members of the public about the obliga-
tion of every television broadcast station to provide educational and informational programming for children. This website provides
access to background information about these obligations, as well as information about children’s educational programs that are
aired on television stations in your area and throughout the country. This website also can help TV stations com;?ly with the chil
dren’s television requirements. You can access the children’s educational television website by going to http://reToot.fcc.gov/par—
ents/.

Station-Conducted Contests. A station that broadcasts or advertises information about a contest that it conducts must fully and ac-
curately disclose the material terms of the contest, and must conduct the contest substantially as announced or advertised. Contest
descriptions may not be false, misleading, or deceptive with respect to any material term, including the factors tth define the opera
tion of the contest and affect participation, such as entry deadiines, the prizes that can be won, and how winners, will be selected.
Additional information about the contest rule can be found at http://www.fcc.gov/guides/broadcasting-contests-lotteries-and-
solicitation-funds.
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Lotteries. Federal law prohibits the broadcast of advertisements for a lottery or information concerning a lottery. A lottery is any
game, contest, or promotion that contains the elements of prize, chance, and “consideration” (a legal term that means an act or
promise that is made to induce someone into an agreement). For example, casino gambiling is generally considered to be a “lottery”
subject to the terms of the advertising restriction although, as discussed below, the prohibition is not applied to truthful advertise-
ments for lawful casino gambling. Many types of contests, depending on their particulars, also are covered under this definition.

The statute and FCC rules list a number of exceptions to this prohibition, principally advertisements for: (1) lotteries conducted by a
state acting under the authority of state law, when the advertisement or information is broadcast by a radio or TV station licensed to
a location in that state or in any other state that conducts such a lottery; (2) gambling conducted by an Indian Tribe under the Indian
Gaming Regulatory Act; (3) lotteries authorized or not otherwise prohibited by the state in which they are conducted, and which are
conducted by a not-for-profit organization or a governmental organization; and (4) lotteries conducted as a promotional activity by
commercial organizations that are clearly occasional and ancillary to the primary business of that organization, as long as the lotter-
ies are authorized or not otherwise prohibited by the state in which they are conducted.

In 1999, the Supreme Court held that the prohibition on broadcasting advertisements for lawful casino gambling could not constitu-
tionally be applied to truthful advertisements broadcast by radio or television stations licensed in states in which such gambiling is le-
gal. Relying upon the reasoning in that decision, the FCC and the United States Department of Justice later concluded that the
lottery advertising prohibition may not constitutionally be applied to the broadcast of any truthful advertisements for lawful casino
gambling, whether or not the state in which the broadcasting station is located permits casino gambling. Additional information about
the rule concerning lotteries can be found at http://www.fcc.gov/guides/broadcasting-contests-lotteries-and-solicitation-funds.

Soliciting Funds. No federal law prohibits the broadcast by stations of requests for funds for legal purposes (including appeals by
stations for contributions to meet their operating expenses), if the money or other contributions are used for the announced pur-
poses. However, federal law prohibits fraud by wire, radio or television — including situations in which money solicited for one put
pose is used for another — and doing so may lead to FCC sanctions, as well as to criminal prosecution by the U.S. Department of
Justice. Additional information about fund solicitation can be found at https://www.fcc.gov/consumers/guides/broadcasting-
contests-lotteries-and-solicitation-funds.

Broadcast of Telephone Conversations. Before broadcasting a telephone conversation live or recording a telephone conversation for
later broadcast, a station must inform any party to the call of its intention to broadcast the conversation. However, that notification is

not necessary when the other party knows that the conversation will be broadcast or such knowledge can be reasonably presumed,

such as when the party is associated with the station (for example, as an employee or part-time reporter) or originates the call during
a program during which the station customarily broadcasts the calls. For additional information on the rule concerning the broadcast

of telephone conversations, see http://transition.fcc.gov/eb/broadcast/telphon.html.

Access to Broadcast Material by People With Disabilities
The Communications Act and the Commission’s rules require television station licensees to broadcast certain information that
makes viewing more accessible to people with disabilities.

Closed Captioning. Closed captioning is a technology designed to provide access to television programming by persons with hearing
disabilities by displaying, in text form, the audio portion of a broadcast, as well as descriptions of background noise and sound ef
fects. Closed captioning is hidden as encoded data transmitted within the television signal. A viewer wishing to see the captions
must use a set-top decoder or a television with built-in decoder circuitry. All television sets with screens 13 inches or larger manufac
tured since mid-1993, including digital sets, have built-in decoder circuitry.

As directed by Congress in the Telecommunications Act of 1996, the FCC has adopted rules requiring closed captioning of most,
but not all, television programming. The rules require those that distribute television programs directly to home viewers, including
broadcast stations, to comply with these rules. The rules also provide certain exemptions from the captioning requirements. Addi
tional information on the closed captioning requirements may be found on the FCC website at
https://iwww.fcc.gov/general/closed-captioning-video-programming-television.

Access to Emergency Information. The FCC also requires television stations to make the local emergency information that they pro-
vide to viewers accessible to persons with disabilities. Thus, if emergency information is provided aurally, such information also must
be provided in a visual format for persons who are deaf or hard of hearing. The emergency information may be closed captioned or
presented through an alternative method of visual presentation. Such methods include open captioning, crawls, or scrolls that ap-
pear on the screen. The information provided visually must include critical details regarding the emergency and how to respond.
Critical details could include, among other things, specific information regarding the areas that will be affected by the emergency,
evacuation orders, detailed descriptions of areas to be evacuated, specific evacuation routes, approved shelters or the way to take
shelter in one’s home, instructions on how to secure personal property, road closures, and how to obtain relief assistance. Simitarly,
if the emergency information is presented visually, it must be made accessible. If the emergency information interrupts program-
ming, such as through a crawl, such information must be accompanied with an aural tone to alert persons with visual disabilities that
the station is providing this information so that such persons may be alerted to turn to another source, such as a radio, for more in-
formation. Additional information concerning this requirement can be found on the FCC website at https://www.fcc.gov/consum-
ers/guides/accessibility-emergency-information-television.

Business Practices and Advertising

Business Practices, Advertising Rates, and Profits. Except for the requirements concerning political advertisements (discussed at
page xx of this Manual), the limits on the number of commercials that can be aired during children’s programming (see page xxii),
and the prohibition of advertisements over noncommercial educational stations (see page xxiv), the Commission does not regulate a
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licensee’s business practices, such as its advertising rates or its profits. Rates charged for broadcast time are matters for private ne-
gotiation between sponsors and stations. Further, except for certain classes of political advertisements (see page xx), station licens-
ees have full discretion to accept or reject any advertising.

Employment Discrimination and Equal Employment Opportunity (‘EEQ”). The FCC requires that all licensees of radio and TV sta-
tions afford equal opportunity in employment. We also prohibit employment discrimination on the basis of race, color, religion, na
tional origin, or sex. However, religious stations are permitted to require that some or all of their employees meqt a religious
qualification.

Our EEO recruitment rules have three prongs. They require all stations that employ five or more full-time employees (defined as
those regularly working 30 hours a week or more) to:

- widely distribute information concerning each full-time job vacancy, except for vacancies that need to be filled'under demanding or
other special circumstances;

+ send notices of openings to organizations in the community that are involved in employment if the organization requests such no-
tices; and

+ engage in general outreach activities every two years, such as job fairs, internships, and other community events.

Each licensee with five or more full-time employees must maintain records of its recruitment efforts, and create iand place in its pub-
lic file an annual public file report listing specified information about its recruitment efforts. (The requirements fon the EEO portion of
the public file are discussed at page xxvii of this Manual.) The annual EEO public file report must also be posteq on a station's
website, if one exists. In addition, television licensees with five or more full-time employees and radio licensees ?/vith 11 or more
full-time employees must file an FCC Form 397 Broadcast Mid-Term Report. Each licensee, regardless of size, must file an FCC
Form 396 EEO Program Report with its license renewal application. Finally, a prospective station licensee must|file an FCC Form
396-A Broadcast Model Program Report with its new station or assignment or transfer application. The FCC revjews EEO compli
ance at the time that it considers the station renewal application, when it reviews Broadcast Mid-Term Reports, when it receives
EEO complaints, and during random station audits. A full range of enforcement actions is available for EEO violations, including the
imposition of reporting conditions, forfeitures, short-term license renewal, and license revocation. T

All EEO forms are electronically filed and are available for public review in CDBS, the FCC's access database (tp access these re-
ports, see http://licensing.fcc.gov/prod/cdbs/pubacc/prod/eeo_search.htm). As discussed at page xxvi this Manual, in addition, cop-
ies of all FCC EEOQ audit letters, licensee responses, and FCC rulings must be included in the audited station’s public file and are
available for public review at the FCC Public Reference Center in Washington, D.C. Additional information concerning the EEO rules
is available at https://www.fcc.gov/general/equal-employment-opportunity.

Sponsorship Identification. The sponsorship identification requirements contained in the Communications Act aJd the Commission’s
rules generally require that, when money or other consideration for the airing of program material has been received by or promised
to a station, its employees or others, the station must broadcast full disclosure of that fact at the time of the airing of the material,
and identify who provided or promised to provide the consideration. This requirement is grounded in the principle that members of
the public should know who is trying to persuade them with the programming being aired. This disclosure requirément also applies
to the broadcast of musical selections for consideration (so-called “payola”) and the airing of certain video news releases. In the
case of advertisements for commercial products or services, it is sufficient for a station to announce the sponsor's corporate or trade
name, or the name of the sponsor’s product (where it is clear that the mention of the product constitutes a sponsorship identifica-
tion). For additional information about the sponsorship identification and payola rules, see https://www.fcc.gov/consum

ers/guides/fccs-payola-rules.

Underwriting Announcements on Noncommercial Educational Stations. Noncommercial educationa! stations may acknowledge con-
tributions over the air, but they may not broadcast commercials or otherwise promote the goods and services of for-profit donors or
underwriters. Acceptable “enhanced underwriting” acknowledgements of for-profit donors or underwriters may include: (1)
logograms and slogans that identify but do not promote; (2) location information; (3) value-neutral descriptions of a product line or
service; and (4) brand names, trade names, and product service listings. However, such acknowledgements may not interrupt the
station’s regular programming. For additional information about the underwriting rules, see http://transition.fcc.g?v/eb/broac}
cast/enhund.html.

Loud Commercials. The FCC does not regulate the volume of broadcast programming, including commercials. Surveys and techni
cal studies reveal that the perceived loudness of particular broadcast matter is a subjective judgment that varies|with each viewer
and listener and is influenced by many factors, such as the material's content and style and the voice and tone af the person speak-
ing. The FCC has found no evidence that stations deliberately raise audio and modulation levels to emphasize commercial mes-
sages.

Manually controlling the set's volume level or using the “mute” button with a remote control constitutes the simplest approach to re-
ducing volume levels deemed to be excessive. Many television receivers are equipped with circuits that are designed to stabilize the
loudness between programs and commercials. These functions usually must be activated through the receivers|“set up/audio”
menu. Should these techniques fail to resolve the problem, you may consider addressing any complaint about broadcast volume
levels to the licensee of the station involved. Additional information about loud commercials can be found at
http://iwww.fcc.gov/guides/program-background-noise-and-loud-commercials. }
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False or Misleading Advertising. The Federal Trade Commission has primary responsibility for determining whether an advertise-
ment is false or deceptive and for taking action against the sponsor. The Food and Drug Administration has primary responsibility for
the safety of food and drug products. Depending on the nature of the advertisement, you should contact these agencies regarding
advertisements that you believe may be false or misleading. Additional information about false or misleading advertising can be
found at https://www.fcc.gov/consumers/guides/complaints-about-broadcast-advertising.

Offensive Advertising. Unless a broadcast advertisement is found to be in violation of a specific law or rule, the government cannot
take action against it. However, if you believe that an advertisement is offensive because of the nature of the item advertised, the
scheduling of the announcement, or the manner in which the message is presented, you should consider addressing your complaint
directly to the station or network involved, providing the date and time of the broadcast and the product or advertiser in question.
This will help those involved in the selection of advertising material to become better informed about audience opinion.

Tobacco and Alcohol Advertising. Federal law prohibits the airing of advertising for cigarettes, little cigars, smokeless tobacco, and
chewing tobacco on radio, TV, or any other medium of electronic communication under the FCC's jurisdiction. However, the adver-
tising of smoking accessories, cigars, pipes, pipe tobacco, or cigarette-making machines is not prohibited. Congress has not en
acted any law prohibiting broadcast advertising of any kind of alcoholic beverage, and the FCC does not have a rule or policy
regulating such advertisements.

Subliminal Programming. The Commission sometimes receives complaints regarding the afleged use of subliminal perception tech-
niques in broadcast programming. Subliminal programming is designed to be perceived on a subconscious level only. Regardiess of
whether it is effective, the broadcast of subliminal material is inconsistent with a station’s obligation to serve the public interest be-
cause it is designed to be deceptive.

Blanketing Interference

Rules. Some members of the public situated close to a radio station’s transmitting antenna may experience impaired reception of
other stations. This is called “blanketing” interference. The Commission’s rules impose certain obligations on licensees to resolve
such interference complaints. Complaints about such interference involving radio stations are handled by the Media Bureau's Audio
Division. Blanketing interference is a less common occurrence with television stations than with radio stations due to the location
and height of TV transmitting antennas. If this phenomenon does occur with a television station, the Media Bureau's Video Division
will handle complaints on a case-by case-basis, subject to the radio guidelines noted below.

At the outset, the policy is designed to provide protection from interference for individuals within a certain distance from a station (in
an area known as the station’s “blanketing contour”) and only involving electronic devices that pick up an over-the-air signal from a
broadcast radio or television station. Thus, stations are not required to resolve interference complaints involving the following:

+ A complaint from a party located outside of the station’s blanketing contour (115 dBu contour for FM stations, 1 V/m contour for
AM stations).

« Improperly installed antenna systems.
« Use of high gain antennas or antenna booster amplifiers.
+ Mobile receivers, including but not limited to car radios, portable stereos or cellular phones.

+ Non-radio frequency (“RF") devices, including but not limited to, tape recorders, CD players, MP3 players or “land-line” tele-
phones.

« Cordless telephones.

For complaints from parties located within the station’s blanketing contour involving non-mobile television or radio receivers, a sta-
tion must resolve the interference complaint at no cost to the complaining party if the party notifies the station of the problem during
the first year that the station operates its new or modified facilities. For similar complaints received after the first year of such opera-
tion has passed, aithough the station is not financially responsible for resolving the complaint, it must provide effective technical as-
sistance to the complaining party. These efforts must include the provision of information and assistance sufficiently specific to
enable the complaining party to eliminate all blanketing interference and not simply an attempt by the station to correct the prob-
lems. Such assistance entails providing specific details about proper corrective measures to resolve the blanketing interference. For
example, stations should provide the complaining party with diagrams and descriptions which explain how and where to use radic-
frequency chokes, ferrite cores, filters, and/or shielded cable. In addition, effective technical assistance also includes recommending
replacement equipment that would work better in high radiofrequency fields. Effective technical assistance does not mean referring
the complainant to the equipment manufacturer.

How to Resolve Blanketing Interference Problems. If you believe that you are receiving blanketing or any other type of interference
to broadcast reception, we encourage you to first communicate directly, in writing, with the licensee of the station that you believe is
causing the interference. If the licensee does not satisfactorily resolve the problem, you can mail, fax, or e-mail a complaint to us as
follows:

+ For radio stations:
Federal Communications Commission
Audio Division, Media Bureau
445 12th St., S.W., Washington, D.C. 20554
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Fax number: (202) 418-1411
E-mail address: radioinfo@fcc.gov

« For TV stations:
Federal Communications Commission
Video Division, Media Bureau
445 12th St., SW.,,
Washington, D.C. 20554
Fax number: (202) 418-2827
E- mail address: tvinfo@fcc.gov

Your complaint should include: (1) your name, address, and phone number; (2) the call letters of each station involved; (3) each lo-
cation at which the interference occurs; and (4) each specific device receiving the interference. The more specific your complaint is,
the easier it is for us and any station involved to identify and resolve the interference problem.

Other Interference Issues

In many cases in which you receive interference on your television set or radio, the source of the problem could be with your equip
ment, which may not be adequately designed with circuitry or filtering to reject the unwanted signals of nearby transmitters. We rec
ommend that you contact the equipment manufacturer or the store at which the equipment was purchased to attempt to resolve the
interference problem. You can find more information about broadcast interference on the Commission’s webS|te at
https://www.fcc.gov/consumers/guides/interference-radio-tv-and-telephone-signals.

The Local Public Inspection File

Requirement to Maintain a Public Inspection File. Our rules require that all licensees and permittees of TV and radlo stations and
applicants for new broadcast stations maintain a file available for public inspection. This file must contain documents relevant to the
station’s operation and dealings with the community and the FCC. The public inspection file generally must be maintained at the sta-
tion's main studio. To obtain the location and phone number of a station’s main studio, consult your local telephone directory, or call
the station’s business office. You may also be able to find this information on the station’s Internet website, if one exists.

Purpose of the File. Because we do not routinely monitor each station's programming and operations, viewers and listeners are an
important source of information about the nature of their area stations’ programming, operations, and compliance with their FCC ob-
ligations. The documents contained in each station’s public inspection file have information about the station that can assist the pub-
lic in this important monitoring role.

As discussed in this Manual, every station has an obligation to provide news, public affairs, and other programm'ing that specifically
treats the important issues facing its community, and to comply with the Communications Act, the Commission’s rules, and the
terms of its station license. We encourage a continuing dialogue between broadcasters and members of the public to ensure that
stations meet their obligations and remain responsive to the needs of the local community. Because you watch and listen to the sta-
tions that we license, you can be a valuable and effective advocate to ensure that your area's stations comply with their localism ob-

ligation and other FCC requirements. |
|

Viewing the Public Inspection File. Each broadcast licensee, permittee, and applicant must make its station public inspection file
available to members of the public at any time during regular business hours. Although you do not need to make an appointment to
view the file, making one may be helpful both to the station and to you.

A station that chooses to maintain all or part of its public file on a computer database must provide you a comp er termina! if you
wish to review the file. As of a date to be determined, television stations will also be required to post most of the'content of their pub-
lic files on their Internet websites, if they have them, or on their state broadcasters association's website, if permitted. Radio stations
have not yet been required to post their files on their websites, but may do so if they wish. If you want to view a statioris public file
over the Internet, you should check its website or contact the station to determine if the file is posted.

You may request copies of materials in the file, which the station must provide to you at a reasonable charge, by visiting the station
in person. In addition, if the station’s public file is located outside of its community of license (and you live within the station's service
area and your request does not involve the station’s political file), you may request copies of materials in the file over the telephone.
To facilitate telephone requests, we require stations to provide you a copy of the current version of this Manual free of charge if you
so request. The Manual can help you identify other documents you may ask to have mailed to you. Stations should assist callers in
this process and answer questions you may have about the actual contents of the public file. This information may include, for ex
ample, the number of pages and time periods covered by a particular ownership report or children's television programming report,
or the types of applications actually maintained in the station’s public file and the dates on which they were filed with the FCC. Fi-
nally, if you ask a broadcast station for photocopies of material in its public inspection file, the station may require you to pay for
those photocopies. Therefore, the station may require a guarantee of payment in advance (such as with a deposit or a credit card).
The station must pay the postage for copies requested by telephone. Stations must fulfill requests for copies within a reasonable pe-
riod of time, which generally should not exceed seven calendar days after the request is made. For additional information on these
public file requirements, see http://transition.fcc.gov/eb/broadcast/pif.htmi. \

Contents of the File. The following materials must be maintained in each station public inspection file:

- The License. Stations must keep a copy of their current FCC construction permit or license in the public file, together with any ma
terial documenting Commission-approved modifications to the authorization. The license or permit refiects the station's authorized
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technical parameters (such as its frequency, call letters, operating power and transmitter location), as well as any special cond
tions imposed by the FCC on the station’s operation. It also indicates when it was issued and when it will expire.

« Applications and Related Materials. The public file must contain copies of all applications involving the station filed with the Com-

mission that are still pending before either the FCC or the courts. These include applications to sell the station or to modify its fa-
cilities (for example, to increase power, change the antenna system, or change the transmitter location). If a petition to deny any
application was filed, the file must contain a statement to that effect, and the name and address of the petitioning party. Applica-
tions must be maintained until “final” FCC action on them, when the action can no longer be appealed or reversed.

The station must also keep copies of any granted construction permit or assignment or transfer application if its grant required us
to waive our rules. Applications that required a waiver, together with any related material, will reflect each particular rule that we
waived, and must be maintained as long as any such waiver remains in effect.

Also, if the FCC renewed the station license for less than a full term, the station must keep that renewal application (FCC Form
303-S) in the file until grant of its next renewal application by final FCC action. We may grant such a short-term renewal when we
are concerned about the station's performance over the previous term. These concerns will be reflected in the renewal-related ma
terials in the public file.

Citizen Agreements. Commercial stations must keep copies of any written agreements that they make with local viewers or lister-
ers. These “citizen agreements” may deal with programming, employment, or other issues of community concern. The station
must keep these agreements in the public file for as long as they are in effect.

Contour Maps. The public file must contain copies of any station service contour maps or other information submitted with any ap-
plication filed with the FCC that reflects the station’s service contours and/or its main studio and transmitter locations. The Com-
mission’s application forms require submission of contour maps only from stations that do not certify that their signals cover their
city of license. These documents must stay in the file for as long as they remain current and accurate regarding the station.

Material Relating to an FCC Investigation or Complaint. Stations must keep material relating to any matter that is the subject of an
FCC investigation (including EEO audits) or a complaint that the station has violated the Communications Act or FCC rules. The
station must keep this material in its file until the FCC notifies it that the material may be discarded. Since the FCC is not involved
in disputes regarding matters unrelated to the Communications Act or FCC rules, such as private contractual disputes, stations do
not have to retain material relating to such disputes in the public file.

Ownership Reports and Related Material. The public file must contain a copy of the most recent, complete ownership report (FCC
Form 323 for commercial stations, FCC Form 323-E for noncommercial educational stations) filed for the station. Among other
things, these reports disclose the names of the owners of the station licensee and their ownership interests, list any contracts re-
lated to the station that are required to be filed with the FCC, and identify any interests in other broadcast stations held by the sta-
tion licensee or its owners.

List of Contracts Required to be Filed with the FCC. Stations must keep in the public file either copies of all the contracts that they
have to file with the FCC, or an up-to-date list identifying all such contracts. If the station keeps a list and a member of the public
asks to see copies of the actual contracts, the station must provide the copies to the requester within seven calendar days. Con-
tracts required to be maintained or listed in the public inspection file include:

° contracts relating to network service (network affiliation contracts);

° contracts relating to ownership or control of the licensee or permittee or its stock. Examples include articles of incorporation,
bylaws, agreements providing for the assignment of a license or permit or affecting stock ownership or voting rights (stock
options, pledges, or proxies), and mortgage or loan agreements that restrict the licensee or permittee’s freedom of operation;
and

° management consultant agreements with independent contractors, and contracts relating to the utilization in a management
capacity of any person other than an officer, director, or regular employee of the licensee.

Political File. Stations must keep a file which contains “a complete record of a request to purchase broadcast time that: (A)is
made by or on behalf of a legally qualified candidate for public office; or (B) communicates a message relating to any political mat
ter of national importance, including: (i) a legally qualified candidate; (ii) any election to federal office; or (iii) a national legislative
issue of public importance.” The file must identify how the station responded to such requests and, if the request was granted, the
charges made, a schedule of time purchased, the times the spots actually aired, the rates charged, and the classes of time pur-
chased. The file also must reflect any free time provided to a candidate. The station must keep the political records in the file for
two years after the spot airs. (You can find more information regarding the political broadcasting laws at pages xx of this Manual.)

EEO Materials. As noted earlier, licensees must submit certain forms containing EEO information and include copies in their sta-
tion public files. Thus, all stations employing five or more full-time employees must put an EEO public file report in their station
public file each year. We also require each radio and TV station licensee to file a Form 396 EEO Program Report with its license
renewal application and to include the Report in its public file. Those licensees that file a Form 397 Broadcast Mid-Term Report
must aiso include a copy in the public file. These materials must be retained in the file until final action on the station's next license
renewal application. A new station applicant or prospective station buyer, if it intends to employ five or more full-time employees,
must file a Form 396-A Broadcast EEO Model Program Report with its new station assignment or transfer application and the Re-
port must be included in the public file as a part of the underlying application and retained in the file until the grant of the underly-
ing application becomes final. (You can find more information regarding the EEO rules at pages xxiv of this Manual.)
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“The Public and Broadcasting.” Stations must keep a copy of the current version of this Manual in the public file and provide a
copy, upon request, to any member of the public. As noted above, you can also request a copy from the FCC or access it on our
Internet website at https://www.fcc.gov/media/radio/public-and-broadcasting.

Letters and E-Mails from the Public. Commercial stations must keep in their files, for at least three years, written comments, sug-
gestions, and e-mails received from the public regarding their operation. (Noncommercial educational stations 'are not subject to
this requirement.) This obligation is limited to comments, suggestions, and e-mails sent to station management or a publicized sta-
tion address. Letters need not be placed in the public inspection file when the author has requested that the letter not be made
public or when the licensee feels that it should be excluded from public inspection because of the nature of its content (such as
defamatory or obscene letters). Moreover, although television stations that post their public file materials on their websites must in-
clude e-mails received from the public, they need not post letters from the public, as long as they include hard Icopies of such let
ters in their public files, and a notice on their website that the letters can be located in the file. As noted above,'all or a part of a
station public file may be maintained on a computer database, as long as a computer terminal is made available, at the location of
the file, for members of the public who wish to review the file. Accordingly, as an alternative to maintaining harp copies of e-mails
in the public file, a station may place the e- mails on a computer database, as long as a terminal is made avail ble at the location
of the public file to members of the public who wish to review the file.

Quarterly Programming Reports. Every three months, each broadcast radio and television station licensee must prepare and place
in its station public file a list of programs containing its most significant treatment of community issues during tl|1e preceding three
months (“issues/programs lists"). The list must briefly describe both the issue and the programming during whif:h the issue was
discussed, including the date and time that each such program was aired and its title and duration. The licensge must keep these
lists in the file until the next grant of the station renewal application has become final. Television stations will be required to file a
Standardized Television Disclosure Form instead of these lists once that form is approved and made availablef The form, which
will also be filed quarterly, will require commercial and noncommercial educational television broadcasters to qrovide detailed in
formation on the efforts of their station to provide programming responsive to issues facing their communities ip a standardized
format.

Children’s Television Programming Reports. As discussed at pages xxii of this Manual, the Children’s Televisign Act of 1990 and
our rules require each TV station to serve the educational and informational needs of children by means of its Pvera!l program-
ming and through programming that is specifically designed to serve such needs. Commercial TV stations mu§t make and retain
in their files Children’s Television Programming Reports (FCC Form 398) identifying the educational and inforrpational program-
ming for children aired by the station. (Noncommercial educational stations are not required to prepare these rfaports.) The report
must include the name of the person at the station responsible for collecting comments on the station’s compliance with the Chil-
dren’s Television Act. The station has to prepare these reports each calendar quarter, and it must place them in the public file sep-
arate from the file's other material. The licensee must keep these lists in the file until the next grant of the stati?n renewal
application has become final. You can also view each station’s reports on our website at http://reboot.fcc.gov/parents/tv-and-pa-
rental-controls.

« Records Regarding Children’s Programming Commercial Limits. As also discussed at page xxii of this Manual,: the Children’s

Television Act of 1990 and our rules limit the type and amount of advertising that may be aired during TV programming directed to
children 12 and under. Stations must keep records that substantiate compliance with this limitation in their public files and retain
them until the next grant of the station renewal application has become final.

. Time Brokerage Agreements. A time brokerage agreement is a type of contract that generally involves a statiop's sale of blocks of

.

airtime to a third-party broker, who then supplies the programming to fill that time and sells the commercial qut announcements to
support the programming. Commercial radio and television stations must keep in their public files a copy of every agreement in-
volving: (1) time brokerage of that station, or (2) time brokerage by any other station owned by the same licengee. These agree
ments must be maintained in the file for as long as they are in force.

Lists of Donors. Noncommercial educational television and radio stations must keep in their public files a list of donors supporting
each specific program. These lists must be retained for two years after the program at issue airs.

Local Public Notice Announcements. As discussed at page xvii of this Manual, when someone files an application to build a new
station or to renew, sell, or modify an existing station, we generally require the applicant to make a series of local announcements
to inform the public of the application’s existence and nature. These announcements are either published in a local newspaper or
made over the air on the station, and are intended to give the public an opportunity to comment on the application. A statement
certifying compliance with this requirement, including the dates and times that notice was given, must be placed in the public file.
The only exception to this public notice requirement is when the proposed station sale is “pro forma” and will not result in a change
of ultimate control, or the modification application does not contemplate a “major change” of the station facilities.

|
Must-Carry or Retransmission Consent Election. The public file for all commercial television stations must alsa contain documen-
tation of the station’s election for carriage over cable and satellite systems. In this regard, there are two ways that a broadcast TV
station can choose to be carried over a cable or satellite system: “must-carry” or “retransmission consent.” Each is discussed be-
low.

o Must carry. TV stations are generally entitled to be carried on cable television systems in their local markets. A station that
chooses to exercise this right receives no compensation from the cable system. Satellite carriers may decide to offer local
stations in a designated market area. If they choose to offer one station, then they must carry all the stations in that market
that request carriage.

World \@Histon
Regiattistory




The FCC and Its Regulatory Authority

° Retransmission Consent. Instead of exercising their “must-carry” rights, commercial TV stations may choose to receive com-
pensation from a cable system or satellite carrier in return for granting permission to the cable system or satellite carrier to
carry the station. This option is available only to commercial TV stations. Because it is possible that a station that elects this
option may not reach an agreement with the cable system, it may ultimately not be carried by the system.

Every three years, commercial TV stations must decide whether their relationship with each local cable system and satellite
carrier that offers local service will be governed by must-carry or by retransmission consent agreements. Each commercial
station must keep a copy of its decision in the public file for the three-year period to which it pertains.

Noncommercial stations are not entitled to compensation in return for carriage on a cable or satellite system, but they may
request mandatory carriage on the system. A noncommercial station making such a request must keep a copy of the request
in the public file for the duration of the period to which it applies.

« DTV Transition Consumer Education Activity Reports. Each broadcast television station must place in its station public file on a
quarterly basis an FCC Form 388 DTV Consumer Education Quarterly Activity Report outlining its efforts during the previous quar
ter to educate consumers on the transition to digital television. These reports must be maintained in the file for one year. Addi
tional information about the DTV transition can be found at page xviii of this Manual.

Complaints or Comments About a Station

Comments to Stations and Networks. If you feel the need to do so, we encourage you to write directly to station management or to
network officials to comment on their broadcast service. These are the people responsible for creating and selecting the station's
programs and announcements and determining station operation. Letters to station and network officials keep them informed about
audience needs and interests, as well as on public opinion on specific material and practices. Individuals and groups can often re-
solve problems with stations at the local level.

Comments/Complaints to the FCC. We give full consideration to the broadcast complaints, comments, and other inquiries that we
receive. As stated above, we encourage you to first contact the station or network directly about programming and operating issues.
If your concerns are not resolved in this manner, with the exception of complaints about obscene, indecent, or profane program-
ming, which should be submitted in the manner described at page xxi of this Manual, and complaints about blanketing interference
discussed at page xxv, the best way to provide all the information the FCC needs to process your complaint about other broadcast
matters is to complete fully the on-line complaint form, which can be found at http://consumercomplaints.fcc.gov/hc/en-us. You can
also call in, e-mail or file your complaint in hard copy with the FCC's Consumer Center in the following manner:

Federal Communications Commission
Consumer & Governmental Affairs Bureau
Consumer Inquiries and Complaints Division
445 12th Street SW

Washington, D.C. 20554

Fax number: 202-418-0232

Telephone number: (888) 225-5322

E-mail address:fccinfo@fcc.gov

If you are submitting an audio or video tape, DVD, CD or other type of media with your complaint, you should send it to the following
address to avoid mail processing damage:

Federal Communications Commission
Consumer & Governmental Affairs Bureau
Consumer Inquiries and Complaints Division
9300 East Hampton Drive

Capitol Heights, Maryland 20743

If you do not use the on-line complaint Form 2000E, your complaint, at a minimum, should indicate: (1) the call letters of the station:
(2) the city and state in which the station is located; (3) the name, time, and date of the specific program or advertisement in ques
tion, if applicable; (4) the name of anyone contacted at the station, if applicable; and (5) a statement of the problem, as specific as
possible, together with an audio or video tape, CD, DVD or other recording or transcript of the program or advertisement that is the
subject of your complaint (if possible). Please include your name and address if you would like information on the final disposition of
your complaint; you may request confidentiality. We prefer that you submit complaints in writing, although you may submit com
plaints that are time-sensitive by telephone, especially if they involve safety concerns. Please be aware that we can only act on alle
gations that a station has violated a provision of the Communications Act or the FCC's rules or policies.

In addition to (or instead of) filing a complaint, you can file a petition to deny or an informal objection to an application that a station
licensee has filed, such as a license renewal application. This procedure is discussed at page xviii of this Manual. You may obtain
further information on the petition to deny process on the Commission’s website, at http://transition.fcc.gov/localism/renew_pro-
cess_handout.pdf. You may also wish to consider reviewing our rules or contacting an attorney. You can find links to our rules on
the Commission website, at https://www.fcc.gov/general/rules-regulations-title-47. As noted earlier, the rules governing broadcast
stations are generally found in Part 73 of Title 47 of the Code of Federal Regulations.
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Broadcast Information Specialist

We have created contact points at the Commission, accessible via toll-free telephone numbers, by fax, or over the Internet, dedi
cated to providing information to members of the public regarding how they can become involved in the Commission's processes.
Shoulg you have questions about how do so, including inquiries about our complaint or petitioning procedures or the filing and status
of the license renewal, modification or assignment or transfer application for a particular station, you may contact one of our Broad-
cast Information Specialists, by calling, by facsimile, or by sending an e-mail, as noted below:

« If your question relates to a radio station:
° Toll-Free: (866) 267-7202
° Fax: (202) 418-1411
° E-Mail: radioinfo@fcc.gov
« If your question relates to a television station:
° Toll-Free: (866) 918-5777
° Fax: (202) 418-2827
° E-Mail: tvinfo@fcc.gov

If your question relates to both a radio and a television station or is general in nature, you may contact either specialist.
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Glossary of Terms

AM—Amplitude modulation. Also referring to
audio service broadcast over 535 khz-1705
khz.

Analog—AA continuous electrical signal that
carries information in the form of variable
physical values, such as amplitude or fre-
quency modulation.

Basic cable service—Package of program-
ming on cable systems eligible for regulation
by local franchising authorities under 1992
Cable Act, including all local broadcast sig-
nals and PEG (public, educational and gov-
ermment) access channels.

Cable television—System that transmits orig-
inal programming, and programming of broad-
cast television stations, to consumers over
wired network.

CC—Closed captioning. Method of transmit-
ting textual information over television chan-
nel's vertical blanking interval; transmissions
are deciphered with decoders; decoded trans-
missions appear as text superimposed over
television image.

Clear channel—AM radio station allowed to
dominate its frequency with up to 50 kw of
power; their signals are generally protected
for distance of up to 750 miles at night.

Closed circuit—The method of transmission
of programs or other material that limits its tar-
get audience to a specific group rather than
the general public.

Coaxlal cable—Cable with several common
axis lines under protective sheath used for
television signal transmissions.

Common carrier—Telecommunication com-
pany that provides communications transmis-
sion services to the public.

DAB—Digital audio broadcasting. Modula-
tions for sending digital rather than analog au-
dio signals by either terrestrial or satellite
transmitter with audio response up to compact
disc quality (20 khz).

DBS—Direct broadcast satellite. High pow-
ered satellite authorized to broadcast direct to
homes.

Digital—A discontinuous electrical signal that
carries information in binary fashion. Data is
represented by a specific sequence of off-on
electrical pulses.

Directional antenna—An antenna that di-
rects most of its signal strength in a specific
direction rather than at equal strength in all di-
rections. Used chiefly in AM radio operation.

Downlink—Earth station used to receive sig-
nals from satellites.

Earth station—Equipment used for transmit-
ting or receiving satellite communications.

EDTV—Enhanced-definition television. Pro-
posed intermediate systems for evolution to
full HDTV, usually including slightly improved

resolution and sound, with a wider (16:9) as-
pect ratio.

Effective competition—Market status under
which cable TV systems are exempt from reg-
ulation of basic tier rates by local franchising
authorities, as defined in 1992 Cable Act. To
claim effective competition, a cable system
must compete with at least one other multi-
channel provider that is available to at least
50\% of an area's households and is sub-
scribed to by more than 15\% of the house-
holds.

Encryption—System for scrambling signals
to prevent unauthorized reception.

ENG—Electronic news gathering.
ETV—Educational television.

Fiber-optic cable—Wires made of glass fiber
used to transmit video, audio, voice or data
providing vastly wider bandwidth than stan-
dard coaxial cable.

Field—Half of the video information in the
frame of a video picture. The NTSC system
displays 59.94 fields per second.

FM—Frequency modulation. Also referring to
audio service broadcast over 88 mhz-108
mhz.

Footprint—Area on earth within which a sat-
ellite’s signal can be received.

Frame—A full video picture. The NTSC sys-
tem displays 29.97 525-line frames per sec-
ond.

Frequency—The number of cycles a signal is
transmitted per second, measured in hertz.

Geostationary orbit—Orbit 22,300 miles
above earth’s equator where satellites circle
earth at same rate earth rotates.

ghz—Gigahertz. One billion hertz (cycles) per
second.

HDTV—High-definition television.

Headend—Facility in cable system from
which all signals originate. (Local and distant
television stations, and satellite programming,
are picked up and amplified for retransmission
through system.)

Hertz—A measurement of frequency. One cy-
cle per second equals one hertz (hz).

Independent television—T elevision stations
that are not affiliated with networks and that
do not use the networks as a primary source
of their programming.

Information services—Broad term used to
describe full range of audio, video and data
transmission services that can be transmitted
over the air or by cable.

Interactive—Allowing two-way data flow.

Interlaced scanning—Television transmis-
sion technique in which each frame is divided
into two fields. NTSC system interleaves
odd-numbered lines with even-numbered lines
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at a transmission rate of 5§9.94 fields per sec-
ond.

ITFS—Instructional Television Fixed Service.

khz—Kilohertz. One thousand hertz (cycles)
per second.

LED—Light emitting diode. Type of semicon-
ductor that lights up when activated by volt-
age.

LO—Local origination channel.
MDS—Multipoint distribution service.

mhz—Megahertz. One million hertz (cycles)
per second.

Microwave—Frequencies above 1,000 mhz.
MSO—Multiple cable systems operator.

Must carry—Legal requirement that cable op-
erators carry local broadcast signals. Cable
systems with 12 or fewer channels must carry
at least three broadcast signals; systems with
12 or more channels must carry up to
one-third of their capacity; systems with 300
or fewer subscribers are exempt. The 1992
Cable Act requires broadcast station to waive
must-carry rights if it chooses to negotiate re-
transmission compensation (see "Retransmis-
sion consent").

NTSC—National Television System Commit-
tee. Committee that recommended current
American standard color television.

PCM—Puise code modulation. Conversion of
voice signals into digital code.

PPV—Pay-per-view.

Progressive scanning—TV system where
video frames are transmitted sequentially, un-
like interfaced scanning in which frames are
divided into two fields.

PSA—Public service announcement.
PTV—Public television.

Public radio—Radio stations and networks
that are operated on a noncommercial basis.

Public television—Television stations and
networks that operate as noncommercial ven-
tures.

RCC—Radio common carrier. Common carri-
ers whose major businesses include radio
paging and mobile telephone services.

Retransmission consent—Local TV broad-
casters’ right to negotiate a carriage fee with
local cable operators, as provided in 1992 Ca-
ble Act.

SCA—Subsidiary communications authoriza-
tions. Authorizations granted to FM broadcast-
ers for using subcarriers on their channels for
other communications services.

Shortwave—Transmissions on frequencies of
6-25 mhz.

SHF—Super high frequency.
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Signal-to-noise ratio—The ratio between the
strength of an electronically produced signal
to interfering noises in the same bandwidth.

SMATV—Satellite master antenna television.
STV—Subscription television.

Superstation—Local television station whose
signal is retransmitted via satellite to cable
systems beyond reach of over-the-air signal.

Teletext—A one-way electronic publishing
service that can be transmitted over the verti-
cal blanking interval of a standard television
signal or the full channel of a television station

or cable television system. The major use to-
day is for closed-captioning.

Translator—Broadcast station that
rebroadcasts signals of other stations without
originating its own programming.

Transponder—Satellite transmitter/receiver
that picks up signals transmitted from earth,
translates them into new frequencies and am-
plifies them before retransmitting them back to
ground.

UHF—Uitra high frequency band (300
mhz-3,000 mhz), which includes TV channels
14-83.
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Uplink—Earth station ysed for transmitting to
satellite.

VHF—Very high frequencies (30 mhz-300
mhz), which include TV channels 2-13 and
FM radio.

Videotext—Two-way interactive service that
uses either two-way cable or telephone lines
to connect a central computer to a television
screen.



List of Abbreviations

2 5000000000000000000000000000 noncommercial
- annual
actg. ... acting
admin............ ..o, administrative
adv ... advertising
Eliil} ca0c000a00a0000000a0000000000000 affiliate
affrs ... .. affairs
AFRTS ...... Armed Forces Radio and TV Service
alt . ... alternate
ant . ... antenna
AOR......... ... ..ol album-oriented rock
AP. ... Associated Press
ASSN .. .. association
@SSOC. . ... associate
asst ... assistant
atty. ... attorney
AUF .. e aural
BUX. .. auxiliary
best........ ... ... broadcast
bestg ........... ... . broadcasting
bestr ... ... .. broadcaster
bd .. ... board
BET ............. Black Entertainment Television
biem ... .. ..o every two months
bkrev............. .. ... o book reviews
bldg ......... ... ..o building
[YJPoc0o000000000000000000a0000a000 borough
btfl. .. ... beautiful
C-SPAN . . ... Cable Satellite Public Affairs Network
CATV............. community antenna television
CBC.............. Canadian Broadcasting Corp.
CEO .................... chief executive officer
ch. . . channel
CH. ... ... i critical hours
(36000060 00000060006000000060000000a0 charge
CHR.................... contemporary hit radio
chmn........... ... ... oo chairman
CIfC. ..o circulation
Bl caoo0a0000000000000000000000 commercial
contemp....................... contemporary
COO................... chief operating officer
coord . .......... ... e coordinator
(45 6a00000000000000000000 0 construction permit
CRTC............ Canadian Radio-television and

Telecommunications Commission

Ca&W. . ......... ..., country & western
126 060000000000006000600000000a00000000 day
Ao daily
DA ... directional antenna
dancerev...................... dance reviews
DBS.................. direct broadcast satellite
dev.. ...l development
(i[Poa000a0aaan066a000000a0000060a000 director
div. .o diverse
DMA.................. Designated Market Area
dups... ... duplicates
Eds ..... ... i editors
EdBd ............ ... . .. Editorial Board
educ...... . ... ... ..o educational
L1 Y engineer
engrg. . ... engineering
EPG................. Electronic Program Guide
ERP................... effective radiated power
ETV..... ..o i educational television
BXEC. ... executive
FCC........ Federal Communications Commission
filmrev............... ... film reviews
Il baaaoooaa0an000aaaa00600aa000 fortnightly
Froo French
T ground
(/0000000000006 00000000000a00000000 general
Ger. .. e German
govt.. ... .. ...l government
HAAT. ... .......... height above average terrain
HBO........... ... ... ..., Home Box Office
horiz.................... horizontal polarization
hatrs .. ... headquarters
ind. ... independent
info. ... ... i information
instal .. .............. ... .l installation
ISBN........ International Standard Book Number
ISSN........ International Standard Serial Number
Mlus...... ... oo i, illustrations
Irreg. ... irregular
1300060000 05000005050600000050080060000000 Italian
khz . ... .. kilohertz
L{0000000500000a050000006066a000 60 kilowatts
oG, .o e local
LPTV... ... i low power television
K3 aa0a000a0000000a000000000000 local sunset
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Istng . ... ... listening
Iw . oo long wave
(Woooo000000aanaa00acaaaaao0000aa000a meters
MDS.............. Multipoint Distribution Service
mdse............c.0iiiiiin., merchandising
mfg. ... manufacturing
MANG ... managing
MGE . e manager
mgmt. .. ... management
mhz ... o megahertz
1d)aa0a008000a0006060060604006064888003 miles
mktg...... ... marketing

MMDS . . Multichannel Multipoint Distribution Service

MO .. ... .. i month
mod.......... ... . il modification
MOR................en. middle of the road
MSO.................. multiple system operator
Mthy. .. ... .. ... monthiy
MUS . ..o music
musicrev.. ................... music reviews
(0% 0a0000a0060000006a06000000a00 medium wave
\Jaaboa00000600000000000000a000a00004a0 night
NA . not available
NAB ........ National Association of Broadcasters
nath......... ... national
net ... network
NPR ............. .o National Public Radio
AWSPE ..ot newspaper
off ... .. officer
OPNS. . .. .. i operations
PO .o personnel
playrev........... play reviews (theatre reviews)
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Broadcast Market Research

Every industry needs a measure of the size of its marketplace, and the radio and television industries are
no exceptions.

A major source of such media market data in the United States is Nielsen Media Research (NMR), and
one of the measurements it takes annually is TV Households (TV HH).

A home with one operable TV or monitor is Nielsen’s definition of a TV HH, and television’s market
penetration is expressed by the national total. By combining that total with population data provided by
the Census Bureau and state governments, Nielsen is able to extrapolate its “Universe Estimates,” the
national potential audience for any program.

With Us from Day One

The advent of broadcast advertising, in July 1941, was coincidental with the dawn of commercial
television, and within ten years market research in the new medium was in full swing.

Since the Federal Communications Commission (FCC) allowed those first TV ads—for Sun Qil, Lever
Bros., Procter & Gamble and the Bulova Watch Company—reliable audience measurement has been
necessary for marketers to target their campaigns. The proliferation of devices for viewing TV content
and the continual evolution of consumer behavior have made the task more important—and more
challenging—than ever.

Nevertheless, while the reality of “TV Everywhere” has undeniably complicated the work of audience
measurement, the use of one rudimentary gauge persists—the number of householids with a set, TV HH.

Nielsen Media Research

In the United States, Nielsen Media Research (NMR) is the authoritative source for television audience
measurement (TAM). Best-known for its ratings system, which has determined the fates of many
television programs, NMR also tracks the number of households in a Designated Market Area (DMA)
thatowns a TV.

Published annually before the start of the new TV season in September, these Universe Estimates,
representing potential regional audiences, are used by advertisers to plan effective campaigns.

TV Ownership...

For more than 40 years, almost all households in the United States have owned at least one television.
Nielsen estimates that number to be 118.4 million for the 2016-17 season?, marking an increase since
last year’s estimates, and attributed to the increase in population as well as increased penetration levels
for Tv.2

! “Nielsen Estimates 118.4 Million TV Homes in the U.S. for the 2016-17 TV Season.” August 26", 2016. Nielsen.
Retrieved November 9", 2016, from http://www.nielsen.com/us/en/insights/news/2016/nielsen-estimates-118-4-
million-tv-homes-in-the-us--for-the-2016-17-season.html
2 1

Ibid.
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Broadcast Market Research

...Is Where One Would Expect

Nielsen Media Research divides the United States into 210 Designated Market Areas (DMAs; see Figure
1). Each market area consists of a number of counties served by the same television and radio stations.
Not surprisingly, the largest DMAs are the most heavily populated metropolitan areas in the country.

They are named for the largest city (e.g., New York) or cities (e.g., San Francisco-Oakland-San Jose) in
the region, and there is sometimes service overlap with nearby markets.

There is little fluctuation in the rankings from year to year, especially in the top ten. However, most
notable among the changes for the 2016-17 rankings is a reshuffling in positions 8-10, with Houston
moving up two spots to take 8" place, and Boston moving down one spot to 9. Atlanta rounds off the
list in 10" place.

Figure 1. Designated Market Areas

Source "Designated Market Areas, 2013" by 7.11brown licensed under CC BY-SA 3.0

WorIdRad’z)History



Broadcast Market Research

Regional Top Fives®

The top 5 market areas in the Northeast (as defined by the Census Bureau) are New York (1),
Philadelphia (4), Boston (9), Pittsburgh (23) and Hartford & New Haven (30), representing 12.9 per cent
of the population of the United States.

In the South, the largest DMAs are Dallas-Ft. Worth (5), Washington, DC (7), Houston (8) Atlanta (10),
and Tampa-St. Petersburg (11), representing a further 10.4per cent of the total population.

Chicago (3) leads the Midwest, followed by Detroit (13), Minneapolis-St. Paul (15), Cleveland-Akron (19)
and St. Louis (21), totaling to 8.5 per cent of the total population.

In the West, the second largest city in the country, Los Angeles, is, naturally, the number 2 DMA. The
other four in the region are San Francisco-Oakland-San Jose (6), Phoenix (12), Seattle-Tacoma (14) and
Denver (17), representing 13.0 per cent of the total population.

Device Ownership

As observed in recent years, trends in device ownership reveal an increase in smartphones, in addition
to television sets and laptops.

Nielsen’s “Total Audience Report” from Q2 2016 observes that the number of DVD and Blu-Ray Players
in households has dropped incrementally since 2015, with video game consoles following a similar
pattern. VCRs are out of the running altogether as digital devices rise, a point demonstrated by the
increases seen in digital devices such as Smart TV, HD TV, SVOD, and tablets.

Regardless of technological innovation, Nielsen’s companion “Comparable Metrics Report” from Q2
2016 confirms that television continues to be the primary device for viewing media content, though
smartphones and many other digital devices are quickly gaining ground.*

® “Local Television Market Universe Estimates.” Nielsen. Retrieved November 9", 2016 from
https://www.rtdna.org/uploads/files/2016-2017-nielsen-local-dma-ranks.pdf. PDF.

* “The Nielsen Comparable Metrics Report — Q2 2016.” Nielsen.
http://www.nielsen.com/us/en/insights/reports/2016/the-comparable-metrics-report-g2-2016.html. PDF.
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55 Years of Station Transactions

YEAR RADIO ONLY* GROUPS* TV ONLY TOTAL
1954 $10,224,047 (187) $26,213,323 (18) $23,906,760 (27) $60,344,130
1955 27,333,104 (242) 22,351,602 (11) 23,394,660 (29) $73,079,366
1956 32,563,378 (316) 65,212,055 (24) 17,830,395 (21) $115,605,828
1957 48,207,470 (357) 47,490,884 (28) 28,489,206 (38) $124,187,560
1958 49,868,123 (407) 60,872,618 (17) 16,796,285 (23) $127,537,026
1959 65,544,653 (436) 42,724,727 (15) 15,227,201 (21) $123,496,581
1960 51,763,285 (345) 24,648,400 (10) 22,930,225 (21) $99,341,910
1961 55,532,516 (282) 42,103,708 (13) 31,167,943 (24) $128,804,167
1962 59,912,520 (306) 18,822,745 (8) 23,007,638 (16) $101,742,903
1963 43,457,584 (305) 25,045,726 (3) 36,799,768 (16) $105,303,078
1964 52,296,480 (430) 67,185,762 (20) 86,274,494 (36) $205,756,736
1965 55,933,300 (389) 49,756,993 (15) 29,433,473 (32) $135,123,766
1966 76,633,762 (367) 28,510,500 (11) 30,574,054 (31) $135,718,316
1967 59,670,053 (316) 32,086,297 (9) 80,316,223 (30) $172,072,573
1968 71,310,709 (316) 47,556,634 (9) 33,588,069 (20) $152,455,412
1969 108,866,538 (343) 35,037,000 (5) 87,794,032 (32) $231,697,570
1970 86,292,899 (268) 1,038,465 (3) 87,454,078 (19) $174,785,442
1971 125,501,514 (270) 750,000 (2) 267,296,410 (27) $393,547,924
1972 114,424,673 (239) 0(0) 156,905,864 (37) $271,330,537
1973 160,933,557 (352) 2,812,444 (4) 66,635,144 (25) $230,381,145
1974 168,998,012 (369) 19,800,000 (5) 118,983,462 (24) $307,781,474
1975 131,065,860 (363) 0 (0) 128,420,101 (22) $259,485,961
1976 180,663,820 (413) 1,800,000 (3) 108,459,657 (32) $290,923,477
1977 161,236,169 (344) 0(0) 128,635,435 (25) $289,871,604
1978 331,557,239 (586) 30,450,000 (5) 289,721,159 (51) $651,728,398
1979 335,597,000 (546) 463,500,000 (52) 317,581,000 (47)  $1,116,678,000
1980 339,634,000 (424) 27,000,000 (3) 534,150,000 (35) $900,784,000
1981 447,838,060 (625) 78,400,000 (6) 227,950,000 (24) $754,188,060
1982 470,722,833 (597) 0(0) 527,675,411 (30) $998,398,244
1983 621,077,876 (669) 332,000,000 (10)  1,902,701,830 (1)  $2.855,779,706
1984 977,024,266 (782) 234,500,000 (2)  1,252,023,787 (82)  $2.463,548,053
1985 1,414,816,073 (1,558) 962,450,000 (218)  3,290,995,000 (99)  $5.668,261,073
1986 1,490,131,426 (959)  1,993,021,955 (192)  2,709,516,490 (128)  $6,192,669,871
1987 1,236,355,748 (775)  4,610,965,000 (132)  1,661,832,724 (59)  $7.509,153,472
1988 1,841,630,156 (845)  1,326,250,000 (106)  1,779,958,042 (70)  $4,047,838,198
1989 1,148,524,765 (663) 533,599,078 (40)  1,541,055,033 (84)  $3,223,178.876
1990 868,636,700 (1,045) 411,037,150 (60) 696,952,350 (75)  $1,976,626,200
1991 534,694,500 (793) 206,995,500 (61) 273,365,000 (38)  $1,015,055,000
1992 603,192,980 (667) 318,176,050 (24) 124,004,000 (41)  $1,045,373,030
1993 815,450,000 (633) 756,722,000 (NA)  1,728,711,000 (101)  $3,300,883,000
1994 970,400,000 (494)  1,800,000,000 (154)  2,200,000,000 (89)  $4,970,400,000
1995 792,440,000 (524)  2,790,000,000 (213)  4,740,000,000 (112)  $8,322,440,000
1996 2,840,820,000 (671) 12,034,000,000 (345)  10,488,000,000 (99)  $25,362,820,000
1997 2,461,570,000 (630) 14,580,000,000 (329)  6,400,000,000 (108)  $23,441,570,000
1998 1,596,210,000 (589) 14,080,000,000 (271)  7,120,000,000 (90)  $22.796,210,000
1999 1,718,000,000 (382)  26,880,000,000 (196)  4,720,000,000 (86)  $33,318,000,000
2000*  24,900,000,000 (1,794) 0(0) 8,800,000,000 (154)  $33,700,000,000
2001+  3,800,000,000 (1,000) 0(0) 4,900,000,000 (108)  $8,700,000,000
2002** 5,594,141,000 (836) 0(0) 2,529,039,000 (249)  $8,123,180,000
2003+ 2,400,000,000 (950) 0(0) 520,000,000 (97)  $2,920,000,000
2004* 1,897,422,000 (901) 0(0) 871,923,000 (66)  $2,769,345,000
2005* 2,791,531,000 (895) 0(0)  2,842,439,000(86)  $5,633,970,000
2006  22,871,247,000 (2101) 0(0) 18,127,686,000 (180)  $40,998,933,000
2007 1,488,628,000 (1,187) 0(0) 4,616,018,000 (295)  $6,104,646,000
2008+ 642,344,000 (749) 0(0) 745,511,000 (48)  $1,387,855,000
2009** 345,487,000 (638) 0 (0) 713,490,000 (80)  $1,058,977,000
2010* 339,317,000 (816) 0 (0) 199,288,000 (60) $538,605,000
2011**  4,275,300,000 (1,067) 0(0)  1,098,971,000(49)  $5,374,271,000
2012+ 1,082,137 (898) 0(0) 1,891,012 (95) $2,973,149
2013* 1,040,135 (887) 0(0) 8,823,042 (290) $9,863,177
2014% 944,895 (924) 0(0) 4,615,443 (168) $5,560,338
2015* 712,000 (785) 0(0) 669,950 (86) $1,381,950
2016 YTD** 446,232 (475) 0 (0) 5,271,500 (97) $5,737,732
TOTAL $97,204,200,047 $85,110,886,616  $102,162,149,350 $284.477,256,013

Note: Dollar volume figures represent total considerations reported for all transactions with exception of minority interest transfers in which control of stations did
not change hands and stations sold as part of larger company transactions. Although all states have been approved by the FCC, they may not necessarily have
reached final closing. Prior to 1978, combined AM-FM facilities were counted as one station in computing total number of stations traded. Now AM-FM
combinations are counted as two stations.

*Starting in 1993, the Radio only column includes only stand alone AM and FM deals and the Groups column contains AM-FM combos and all other multiple
station deals. In previous years the AM-FM combos were included under Radio only.

**Figures for 2000 to 2016 courtesy of BIA/Kelsey (broadcast.biakelsey.com).
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Top 50 Shows, Total Viewers

Viewers

Rank Series Title Network (in Millions)
1 NFL Sunday Night Football NBC 22
2 The Big Bang Theory CBS 20.6
3 NCIS CBS 20.5
4 The Walking Dead AMC 18.9
5 NFL Thursday Night Football CBS/NFL 17.7
6 Empire Fox 16.2
7 NCIS: New Orleans CBS 16.1
8 Blue Bloods CBS 146
9 Dancing With the Stars ABC 13.7
10 The X-Files Fox 13.6
11 The Voice (Monday) NBC 13,5
12 Scorpion CBS 13.3
13 The Voice (Tuesday) NBC 13.2
14 little Big Shots NBC 13
15 NFL Monday Night Football ESPN 129
16 Criminal Minds CBS 12.8
17 Madam Secretary CBS 124
18 60 Minutes CBS 12.3
19 Modern Family ABC 12.1
20 NCIS: Los Angeles CBS 121
21 Hawaii Five-O CBS 11.7
22 Blindspot NBC 11.6
23 Chicago Fire NBC 11.6
24 The Blacklist NBC 11.5
25 American Idol (Wednesday) Fox 11.5
26 Downtown Abbey (Masterpiece) PBS 115
27 Grey's Anatomy ABC 115
28 Survivor CBS 11.2
29 American Idol (Thursday) Fox 11.1
30 Scandal CBS 10.8
31 The Good Wife CBS 10.8
32 Chicago Med NBC 10.7
33 Life in Pieces CBS 10.5
34 Chicago P.D. NBC 10.4
35 Limitless CBS 10.3
36 How to Get Away with Murder ABC 10.3
37 Code Black CBS 10.2
38 Game of Thrones HBO 10.1
39 Supergirl CBS 10
40 Castle ABC 9.9
41 Shades of Blue NBC 9.9
42 Law & Order: SVU NBC 9.8
43 Mom CBS 9.8
44 The Bachelor ABC 9.5
45 Criminal Minds: Beyond Borders CBS 9.4
46 The Middle ABC 9.2
47 Elementary CBS 9.1
48 Angel from Hell CBS 9
49 The Odd Couple CBS 8.7
50 Mike & Molly CBS 8.8

Source: IndieWire. "Top 50 Shows, Total Viewers." These Are the 100 Most-Watched TV
Shows of the 2015-16 Season: Winners and Losers. Written by Michae! Schneider.

Data supplied courtesy of Indiewire and Michael Schneider, based on analysis of Nielsen data
Updated 11/14/2016. Used with permission.
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A
Sales of Television Receivers

Year Product Category Units Dollars Average
(Thousands) |(Million) Price
1954 |Analog Color TV 5 $2 $400.00
1955[Analog Color TV 20 $10 $500.00
1956 |Analog Color TV 100 $46 $460.00
1957 |Analog Color TV 85 $37 $435.00
1958|Analog Color TV 80 $34 $425.00
1959|Analog Color TV 90 $37 $411.00
1960{Analog Color TV 120 $47 $392.00
1961|Analog Color TV 147 $56 $381.00
1962 [Analog Color TV 438 $154 $352.00
1963|Analog Color TV 747 $258 $345.00
1964 |Analog Color TV 1,404 $488 $348.00
1965|Analog Color TV 2,694 $959 $356.00
1966|Analog Color TV 5,012 $1,861 $371.00
1967|Analog Color TV 5,563 $2,015 $362.00
1968|Analog Color TV 6,215 $2,086 $336.00
1969(Analog Color TV 6,191 $2,031 $328.00
1970|Analog Color TV 4,821 $1,684 $349.00
1971|Analog Color TV 6,180 $2,355 $381.00
1972|Analog Color TV 7,555 $2,825 $374.00
1973|Analog Color TV 9,264 $3,097 $334.00
1974 |Analog Color TV 7,830 $2,658 $339.00
1975|Analog Color TV 6,485 $2,212 $341.00
1976|Analog Color TV 7,700 $2,688 $349.00
1977|Analog Color TV 9,107 $3,187 $350.00
1978|Analog Color TV 10,236 $3,583 $350.00
1979|Analog Color TV 9,846 $3,545 $360.00
1980|Analog Color TV 10,897 $4,004 $367.00
1981 |Analog Color TV 11,157 $4,123 $370.00
1982|Analog Color TV 11,366 $4,141 $364.00
1983|Analog Color TV 13,986 $4,728 $338.00
1984|Analog Color TV 16,083 $5,359 $333.00
1985|Anaiog Color TV 16,829 $5,522 $328.00
1986 |Analog Color TV 18,204 $5,836 $321.00
1987|Analog Color TV 19,330 $6,148 $318.00
1988|Analog Color TV 20,216 $5,907 $292.00
1989|Analog Color TV 21,706 $6,490 $299.00
1990|Analog Color TV 20,384 $6,197 $304.00
1991|Analog Color TV 19,474 $5,979 $307.00
1992|Analog Color TV 21,056 $6,591 $313.00
1993 |Analog Color TV 23,005 $7,316 $318.00
1994 [Analog Color TV 24,715 $7,225 $292.00
1995|Analog Color TV 23,231 $6,798 $293.00
1996|Analog Color TV 22,384 $6,492 $290.00
1997)Analog Color TV 21,293 $6,036 $283.00
1998|Analog Color TV 22,204 $6,122 $276.00
1999|Analog Color TV 23,218 $6,199 $267.00
2000]Analog Color TV 24 175 $6,140 $254.00
2001|Analog Color TV 21,167 $5,130 $242.00
2002 [Analog Color TV 22,469 $5,782 $257.00
2003|Analog Color TV 20,791 $4,756 $229.00
2004 |Anaiog Color TV 19,934 $3,526 $177.00
2005|Analog Color TV 16,934 $2,790 $165.00
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Sales of Television Receivers

2006]Analog Color TV 8,761 $1,000 $114.00
2007]Analog Color TV 1,166 $115 $99.00
1998|Digital TV Sets and Displays 14 $43]  $3,147.00
1999|Digital TV Sets and Displays 121 $295| $2,433.00
2000|Digital TV Sets and Displays 625 $1,422( $2,275.00
2001|Digital TV Sets and Displays 1,460 $2,648| $1,812.00
2002|Digital TV Sets and Displays 2,535 $4,280| $1,688.00
2003|Digital TV Sets and Displays 5,532 $8,692f $1,571.00
2004|Digital TV Sets and Displays 8,002 $12,300| $1,537.00
2005|Digital TV Sets and Displays 10,719 $15,043] $1,403.00
2006|Digital TV Sets and Displays 22,366 $22,696] $1,015.00
2007|Digital TV Sets and Displays 24,966 $24,519 $982.00
2008| Digital TV Sets and Displays 31,153 $25,827 $829.00
2009|Digital TV Sets and Displays 34,799 $22,407 $644.00
2010(Digital TV Sets and Displays 34,659 $20,120 $581.00
2011[Digital TV Sets and Displays 33,781 $18,150 $537.00
2012|Digital TV Sets and Disptays 40,310 $19,866 $493.00
2013|Digital TV Sets and Displays 39,191 $19,385 $495.00
2014|Digital TV Sets and Displays 37,587 $19,388 $516.00
2016|Digital TV Sets and Displays 39,678 $20,042 $505
2017|Digital TV Sets and Displays 39,562 $21,000 $531
2003[HDTV (720p, 1080i, 1080p) 3,735 $6,253 $1,674]
2004|HDTV (720p, 1080i, 1080p) 6,091 $9,212 $1,512
2005|HDTV (720p, 1080i, 1080p) 8,803 $11,547 $1,312
2006|HDTV (720p, 1080i, 1080p) 17,268 $18,410 $1,066
2007|HDTV (720p, 1080i, 1080p) 20,722 $19,439 $938
2008|HDTV (720p, 1080i, 1080p) 26,192 $23,677 $904
2009|HDTV (720p, 1080i, 1080p) 29,662 $21,670 $731
2010|HDTV (720p, 1080i, 1080p) 33,619 $19,600 $583
2011]HDTV (720p, 1080i, 1080p) 33,781 $18,151 $537
2012|HDTV (720p, 1080i, 1080p) 40,310 $19,866 $493
2013[HDTV (720p, 1080i, 1080p) 39,191 $19,385 $495
2014|HDTV (720p, 1080i, 1080p) 37,587 $19,388 $516
2015|HDTV (720p, 1080i, 1080p) 32,824 $11,765 $358
2016|HDTV (720p, 1080i, 1080p) 24,658 $7,852 $318
2012]4K Ultra HD TV 1 $22]  $22.000
2013]4K Ultra HD TV 77 $310 $4,026
2014}4K Ultra HD TV 1,431 $2,238 $1,564
2015]4K Ultra HD TV 7,322 $7,673 $1,048
2016]4K Ultra HD TV 10,000 $10,000 $1,000

Source: Consumer Technology Association U.S. Consumer Technology Sales &
Forecasts, July 2016 edition. Reprinted with permission.
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THE FUTURE OF TELEVISION

By Frank Arthofer and John Rose

HE DIGITAL DISRUPTION OF the US

television industry is at hand. Streaming
video is changing every existing relation-
ship in the TV value chain. The very neat
and structured relationships of the past—
with studios and rights holders relying on
broadcast and cable networks to air their
content, and networks relying on pay TV
distributors to deliver their content into
people’s homes—are no longer intact.
Powerful digital attackers (among them
Amazon, Apple, and Google) are emerging
from outside the traditional TV ecosystem,
and they are armed with fundamentally
different business models and motivations
to engage with consumers via video services.

Many in the industry continue to believe
that the TV industry will evolve with no
major disruptions to existing relationships
and with little shift in share.

Our view of the future of television is quite
different. (See The Digital Revolution Is Dis-
rupting the TV Industry, BCG Focus, March
2016.) The disruption of the TV industry is
coming, and—as we’ve seen in other media

industries—it will be deeply rooted in the
changlng role of distribution as a critical
driver of value. As the industry shifts from a
model based on incentives that are aligned
across the value chain to one in which dis-
intermediation is not only possible but
probable, the stakes are higher than evar.
Already, some companies formerly bound
to a specific industry function—content
creation, aggregation, or distribution—are
now filling all three roles at once.

Media companies need to strategically re-
invent their portfolios to get ahead of the
massive shifts happening across the indus-
try. To stay competitive in the digital era, it
is important to understand how the online
ecosystem has changed three fundamertal
components of the television industry: con-
sumer services, advertising, and content de-
velopment and distribution.

Changes in Consumer Services
For many years, streaming video didn’t
threaten traditional TV: the files involved
were extremely large, and they required

For more on this topic, go to bcgperspectives.com
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The Future of Television: Where the US Industry is Heading

significant bandwidth and network capaci-
ty. But the network has caught up, and the
infrastructure needed to deliver long-form
and live linear television content online to
mass audiences is in place. Now that the
streaming-video infrastructure (both land-
line and mobile) has matured, traditional
TV distribution is at risk.

Digital OTT companies are gaining ground.
Netflix, Hulu, Amazon Prime Video, and
other Internet-based digital over-the-top
(OTT) players have matured rapidly—and
they’re stealing a meaningful share of
business from traditional cable and satel-
lite TV companies. We expect OTT to grow
from approximately 10% of total US video
industry value capture in 2014 to 20% by
2018, a percentage that represents more
than $30 billion in revenues. With more
than a hundred ad-free, subscription-based
OTT services operating in the US, the race
is on to win those dollars.

Ad-supported OTT business models are
making big bets, too. The National Football
League has agreed to a $10 million (approx-
imately) deal with Twitter that enables the
social media site to live-stream ten Thursday
Night Football games. Although not large by
TV industry standards, the deal illustrates
the changing landscape with regard to how
content reaches consumers. By experiment-
ing with new media, technologies, and dis-
tribution models, companies are looking to
expand digital engagement while circum-
venting traditional distribution partners.

Cord cutters and cord nevers are increas-
ingly prevalent. US viewers spend more than
four hours per day watching TV—with
average monthly bills of $75. These prices,
which have grown steadily since the early
days of pay TV, have fed various contribu-
tors: content creators, networks, cable
companies, satellite operators, and telcos.
But US consumers are dropping pay TV (or
not subscribing in the first place) in larger
numbers than ever before. In the fourth
quarter of 2015, 13.7 million US households
had broadband but no pay TV service, up
from 9.8 million in the first quarter of 2013,
In addition, consumers are actively thinning
the services they buy from multichannel-
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video-programming distributors (MVPDs).
These changes are not solely a result of
sensitivity to rising prices; rather, the price-
to-value ratio has depreciated. The price of
pay TV continues to climb, while inexpen-
sive (or free) alternatives to pay TV have
proliferated, tempting viewers to find
better value elsewhere.

Broadcast-tier (extra-cost) and skinny-bundle
offerings are creating tension between
cable networks and MVPDs. In the latest
round of distribution deals, many cable
networks negotiated for higher rates in
exchange for, among other things, lower
penetration floors. As a result, where
networks may previously have required
MVPDs to distribute their content to 90%
of all subscribers, the newer deals have
lowered the floor to 75% or 80% in some
cases. Consequently, MVPDs have gained
the freedom to market a series of lower-
priced, pared-down services to attract price-
conscious consumers who can’t stomach
payments of $75 plus per month for 200
channels. (See Exhibit 1.)

Skinny bundles (scaled-down selections of
pay TV channels) are margin neutral for
MVPDs, compared with the traditional ex-
panded basic package, and already more
than 15% of subscribers at one major US
distributor have signed up for skinny bun-
dles. This trend is creating friction between
MVPDs and cable networks. Skinny bundles
often exclude the priciest networks, and
consumers have adopted them faster than
the networks anticipated. For cable networks
locked out of bundles, subscriber losses are
neutralizing the higher rates they negotiated.

MVPDs have begun dropping top-tier cable
networks. MVPDs are taking a calculated
risk in dropping certain cable networks
when those networks’ value as a source of
subscriber acquisition and retention ceases
to outweigh the cost of carrying them. This
tactic affects not only low-performing,
independent networks, but also marquee
network groups. When two MVPDs recently
dropped Viacom, for example, they suf-
fered limited video subscriber losses, main-
tained broadband subscriber levels, and
increased near-term earnings before interest,

THE FUTURE OF TELEVISION

WorldRﬂdioHistory




The Future of Television: Where the US Industry is Heading

EXHIBIT 1] MVPDs Are Offering Cheaper Packages to Attract Price-Sensitive

Consumers

TRADITIONAL

PACKAGE CHEAPER OPTIONS
Expanded basic Skinny bundles Broadcast + OTT OTT only
R 20-45+ channels
Video UL 10.0+ IR (1l 10-20 channels (the most popular
X channels with the most popular .
offering S (no cable) cable channels with
multiple tiers cable channels)
add-on)
Other Often bundled
offering N/A NA with Internet NA
Subscription
rate $49.99-$100+ $39.95 $20-$49.99 $20-$50
(per month)?
Time Warner Cable
Provider AT&T Time Warner Cable . -
example Comcast IS Verizon Fios Sling Tetevision
Dish
L L Time Warner Cable

Subscription Myonty oy Comcast Digital Starter: ~1 million Nascent adoption
pass Gk HSTD [YAE, Economy: ~2 million Verizon Fios Local: (<0.5 million)
(2015 Q3) but declining y: : :

Sources: Company websites; BCG analysis.
Note: OTT = over-the-top digital.

ICertain packages quote only the first 12 months of pricing.

tax, depreciation and amortization. This is a
new dynamic in the industry, and one that
creates significant tension between cable
networks and MVPDs. Within the fixed cable
bundle, economics and incentives aligned
fully. If the cable company thrived, the entire
spectrum of networks thrived along with it.
But now MVPDs have an economic incen-
tive to drop costly networks—and because
of their concentration within the industry,
they have the power to do so. In the US, four
MVPDs control 80% of distribution, with a
regional monopoly in broadband, whereas
six cable networks share 70% of the market
and five studios share approximately 65%.

“Digital MVPDs" are emerging. Cable,
satellite, and telecom operators have long
had an iron grip on the major networks
and live programming, and they relegated
streaming video to serving people who
wanted to do catch-up viewing. This is
changing, too. With the launch of Sling TV
and PlayStation Vue, viewers have access
to an array of online channels that can
compete with traditional cable bundles by
offering live, linear programming. The
cable networks are eager to promote their

~0.5 miltion

programming on these new streaming
services, which may pay higher rates (a
typical new entrant premium) and fuel
competition among distributors.

The Evolution of Video
Advertising

Spending on digital media has been boom+
ing in social and video formats, but the
technology to deliver advertising in the on-
line TV ecosystem lags behind usage. Never-
theless, advertising will eventually catch
up. Online players are developing innova-
tive ways to lure advertisers hungry to
reach large and different digital audiences.

Viewers watch half of all hit prime-time
entertainment after using some form of
time-shifting technology. A growing num-
ber of studios, cable networks, and MVPDs
have made their content available on
demand. Time-shifted viewing on DVRs
has skyrocketed as viewers have migrated
to standalone streaming services (such as
HBO Now, Showtime, and CBS All Access).
This fragmentation presents a challenge to
advertisers because the technology to
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serve, deliver, and measure advertising in
nonlinear platforms lags significantly
behind the usage of those platforms.

Approximately 50% of online viewing occurs
in ad-free or ad-light formats. In recent
years, subscription-based, ad-free, video-on-
demand services have become wildly popu-
lar. Netflix, the largest ad-free subscription
service, reported that monthly viewing hours
of its content increased from 1.2 billion in
2013 to 2.4 billion in 2015. If Netflix were a
television network, it would rank as one of
the top five most viewed networks today.
With such extensive access to uninterrupt-
ed, ad-free viewing, it's reasonable to ask
whether consumers are gradually becoming
less tolerant of the ad-interrupted model.

Broadcast and cable TV premiums are
beginning to erode. Broadcast and cable
networks have long been the go-to destina-
tion for advertisers because of their ability
to deliver a massive number of viewers at
one sitting in real time. Water-cooler events,
such as the Super Bowl and the Oscars,
provide singular opportunities for compa-
nies to advertise their message to millions
of viewers at once—and the power of these
live formats is increasing. But advertisers
can now aggregate audiences of similar size

inreal time via OTT entertainment program-
ming. And these platforms benefit from
real-time bidding, with better demographic
targeting, at more efficient cost.

These incremental differentiators (vis-a-vis
traditional TV) offer advertisers new oppor-
tunities. Much of the growth in online adver-
tising has come from nonlinear, digital-
native content—content that never airs on
TV and subsists primarily on preroll adver-
tising. We expect this digital-native content
to capture nearly $20 billion in ad spend-
ing by 2020. Nonlinear TV content, on the
other hand, is likely to represent just $5 bil-
lion in ad spending by 2020. (See Exhibit
2.) To become more attractive to advertis-
ers, the nonlinear TV ecosystem needs to
improve its measurement and delivery of
ads across DVRs, set-top-box video on de-
mand, and OTT platforms.

Changes in Content Develop-
ment and Distribution

As consumers become more conscious of
the price-to-value ratio in television view-
ing, the days of passing network license fee
increases along to consumers are over. This
has led to increased tension between cable
networks and MVPDs,

EXHIBIT 2 | Ad Revenue Is Shifting Across Video Distribution Channels

$billions
100
87
80 75 19
< -2
60 A ’
< 16
4 15
15
40 20 19
18
20
26
21 24
4 S 5
2010 2016 2020

Source: BCG analysis.

CAGR (%)

2010-2016 '2016-2020
Overall
Non-TV video +35 +30
Nonlinear TV +35 +30
S]rgggggf)t networks +1 @)
Broadcast TV stations +1

(national and local spot)

Cable networks

(national) +4
Cable multiple-system
operators

(national and local spot) +5
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Networks continue to negotiate aggressive
rate increases. Even as OTT content cuts
into cable subscriptions and profits, and as
MVPDs act on their threat to drop network
groups, the marquee networks continue to
push MVPDs for significant rate increases.
But in such a cost-competitive environ-
ment, MVPDs find it difficult to pass those
increases on to consumers. The favored
lever for MVPDs is to market lower-priced
packages with fewer channels, a trend that
cable networks may not be able to reverse
in future distribution deal cycles.

Top content is thriving, but middle-tier
content will eventually decline. From 2004
through 2014, the ten highest-rated cable
networks achieved a compound annual
growth rate (CAGR) of 7.3% on affiliate fees
per subscriber, per month; the overall
networks grew by just 3.6% during the
same period. Live sporting events, hit
content, and original, niche programming
continue to generate strong viewership and
rates, while middling entertainment
networks are falling behind.

Networks are spending more to develop
must-see programming. Hit content has be-
come a major differentiator and an increas-
ing source of leverage for cable networks,
so networks have begun to trim selling,
general, and administrative (SG&A) expens-
es to free up funds for content development.
Average industry SG&A costs declined from
35% of operating expenses in 2004 to just
22% in 2015. Meanwhile, spending on
original programming has spiked. In 2014,
networks spent $45 billion on content
development, resulting in the production
of approximately 350 original titles.

About the Authors

Linear TV rights are expanding to OTT.
Although people often associate OTT with
on-demand viewing, this is changing. A wide
array of players now deliver linear program-
ming online: studios working directly with
networks, networks working directly with
MVPDs, and so on. By attempting to keep
pace with the trend toward multiplatform
and time-shifted viewing, traditional players
are looking to hold onto viewers who might
otherwise pursue “sexier” OTT services.

HE US TV industry is quickly transi-

tioning from a relatively harmonious
ecosystem based on mutual dependency to
one in constant change. To capitalize on
the new online and mobile pathways and
to thrive in an increasingly combative envi-
ronment, industry participants need a fresh
approach. Pushing bloated cable bundles
and exorbitant prices is a losing tacticin a
world where streaming video is the growth
engine for the industry. MVPDs and cable
networks, in particular, must make the
right moves to thrive amid the disruption.

This article is the first in a three-part series. The
second article will explore the risks and strate-
gic imperatives for MVPDs in a world where

streaming video is a serious threat—and oppor-
tunity. The third article will map out the most
promising paths to success for cable networks.
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Most-Watched Shows of 2015-16

As in past years, CBS was the network with the most shows appearing in the Top Ten. They had five of
the highest-rated shows on television — one less than the previous year.

NBC’s NFL Sunday Night Football topped the list, with 21.3 million weekly viewers, up one place from
the previous year.

CBS’s The Big Bang Theory fell to second on the list, with 20.3 million weekly viewers, down one million
from last year’s 23.1 million. This was closely followed by CBS’s NCIS, which attracted 20.1 million
viewers each week.

CBS’s Thursday Night Football was fourth on the list, ahead of Empire, the first entry on the list for the
FOX network.

NCIS: New Orleans of the CBS network appeared in sixth place; the FOX drama The X-Files came in
seventh; and the ABC reality show Dancing with the Stars landed in eighth.

Rounding out the Top Ten list were NBC’s The Voice in ninth place, and CBS's Blue Bloods in tenth.

Figures for 2015-16 include video-on-demand and “live plus 7” numbers — that is, one week of time
shifted viewing {DVR) data.
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Cable / National Cable Networks

National Cable Networks

A+E Network
on 10,000 Cabla Systems
235 E 45th Street, New York, NY 10017
(212) 210-1400; Fax: (212) 210-9755
www.astv.com
asfesdback@aenstworks.com
Satellite: Galaxy V; Transponder; 23
Abbe Raven, Chairman
Nancy Dubuc, President and Chief Executive Officer
Robert DeBitstto, President, Brand Strategy, Business
Davelopment
David Zagin, President, Distribution
Amanda Hill, Chief Marketing Officer
Melvin Baming, President, Chief Revenue Officer
Sean Cohan, President, intemational & Digital Media
David Granville-Smith, Executive Vice President and CFO
Michael Feeney, Executive Vice President, Corp. Comm.
Henry Hoberman, Executive Vice President &Generat Counsel
Stacy Green, Executive VP, Human Resources
Dan Suratt, President, Corporate Dvipmnt, Strat. &
Investments
Sola Winley, Executive VP, Corp Strategy & Planning
A+E Networks includes these six original brands: A&E,
HISTORY, Lifetime, LMN, FYI, and Vicetand. 500 million digital
users worldwide

ABS-CBN (The Filipino Channel)
Sgt. E.A. Esguerra Avenue, Quezon City, Philppines
(650) 697-3700; (+632) 415-2272; Fax: (650) 697-3500
www.abs-cbn.com
web_feedback@abs-cbn.com
Eugenio Lopez Il, Chairman
Carlo L Katighak, COO
Charo Santos-Concilo, President And Chief Executive Officer
Augusto Aimeda-Lopez, Vice-Chairman
August Benitez, Head, Integrated Sales
Aldrin Cerrado, Chief Financial Officer
PaoloPineda, Head, Business Development
A 24-hour all Filipino premium sve ch delivered via satellite from
the Philippines. Serving 35,000 subs on 11 systems. Satellite:
Galaxy 11, transponder 24

ABS-CBN International
on 144 Cable Systems
Div/DBA: (formerly 14BS-CBN Intemational)
150 Shoreline Drive, Redwood City, CA 94065-1400
(650) 508-6000, (800) 345-2465; (650) 394-8961; Fax: (650)
508-6001
www.abs-cbnglobal.com/
tfe@abs-cbni.com; foundation@abs-cbni.com
Raffy Lopez, Chairman
Rafael Lopez, President
Jun del Rosario, Operations Dir
Jo Ann Kyle, Managing Director
Zoilo dela Cruz, Treasurer
Andrea Lopez, Marketing & Communications Manager
Aima Magsombol, Development Manager
Analiza Gelasio, Accts Revble & Admin Assistant
Liezl Reyes, Website & Social Media Consultant
Ron P Muriera, Grants Consultant
A 24-hour sve for Filipinos worldwide. Progmg originates at
ABS-CBN, the Philippines top-rated net. Time-shifted for North
America.
Satellite: Galaxy 11, PAS-2 for Pacific delivery, Telstar 5 (ku)
transponder 22 for North America

African Independent Television (AIT)
xailing Address: 247, East 35th Street, New York, NY 10016
igeria

Saecond Address: 409 koedoesnek Lane, writekloof Ridge,
Pretoria SA,
(212) 213-2070; Fax: (212) 213-2081
www.daarusa.com/ait.php
Satellite: Telstar 5; Transponder: 5

Aleogho A. Dokpesi, Chairman

Ladi Lawal, COO

Tony Anegbe Akiotu, General Manager

Mary Lawrence-Dokpesi, Company Secretary

Tom Nnakwe, Group Head

Stephen A Nunoo

Kelly Elisha

Rasheed Ajibota Omotosho

Anthony Uyah
AIT i a Pan-African gen entertainment ch offering news, talk
show, soap opera, sports, Afician culture & music 24 hours a
day. Areas: United States & Afica

AMC

Div/DBA: (Rainbow Programming Service Holdings Inc.)

11 Penn Plaza, 15th Floor, New York, NY 10001

(212) 324-8500

www.amctv.com

info-amc@amc.com

Satellite: Satcom C-4; Transponder: 1
Ed Carroll, Chief Operating Officer, AMC Networks
Bob Broussard, President, AMC Networkds Distribution
David Sehring, Operations Dir
Charig Collier, President And General Manager, AMC
Chris Cifarelli, Director, Digital Ad Sales

85 million

Animal Planet
One Discovery Place, Silver Spring, MD 20910
(240) 662-2000; Fax: (240) 662-1854
animal.discovery.com/; www.animalplanet.com
first_last@discovery.com

Robert J. Miron, Chairman

Rich Ross, Group President

David M. Zaslav, President and CEQ

Victoria Lowell, EVP Marketing

John Honeycutt, Chief Technology Officer

Adria Alpert Romm, Chief Human Resources & Global

Diversity Officer

Andrew Warren, SEVP Chief Financial Officer
Avaitable in more than 94 million homes in the U.S., online
assets, the ultimate online destination for all things animal, 24/7
broadband ch, Animal Planet Beyond, Petfinder.com, pet
adoption, Petsincredible, a major producer & distributorof
pet-training videos & web svc & other media piatforms, a robust
VOD svc, mobile content & merchandising extensions

Anime Network
5373 West Alabama Street, Houston, TX 77056
(713) 341-7200; Fax: (713) 341-7199
www.theanimenetwork.com
info@theanimenstwork.com

John Ledford, Chairman/CEQ
Anime is an exploration of Westem pop culture. Anime reaches
males 18-35 demographic with VOD genres, including martial
arts, comedy, science fiction & drama on demand. Reaching 90
million homes with 22 million video subs

Automotive Networks Corp
Div/DBA: WheelsTV
Mailing Address: 289 Great Road, Suite 301, Acton, MA 01720
Second Address: 10642 Santa Monica Blvd, Suite 204, Los
Angeles, CA 90025
(978) 264-4333; (310) 446-1960; Fax: (978) 264-9547
www.wheelstv.net; www.wheelstvnetwork.com
jimbar@wheelstv.net; contact@wheelstv.net

Jim Barisano, Chairman & CEQ

Lehet Reeves, President & Business Development

Collin Davis, CTO & Director of Operations

Theresa Carlo, CFO
Automotive entertainment & info via video on demand, worldwide
web & dir mktg.
Serving 9.1 million subs

AXS
Mailing Address: 8269 E 23rd Avenue, Denver, CO 80238
Second Address: 320 S Walton Street, Dailas, TX 75226
(303) 542-5600; (214) 698-3800; Fax: (303) 388-9600
www.axs.tv
mcuban@axs.tv

Mark Cuban, Chairman, President and CEQ

Carol McDaniel, VP, Administration & Operations

Jeff Cuban, COO & General Manager

Michele Dix, SVP, Programming & Development

Rachael Weaver, GM, HDNET Movies

Robert Thoele, CFO & GeneralCounsel

Sue Hamilton, Exe VP, Distribution & Business Development

Colette Carey, VP of Marketing

Chris Markwell, Director, Live Event Operations

Bill Padalino, Director of Affiliate Sales

Robert H Ray, Advertising & Sponsorship Sales
HDNET, the leader in high-indefinition bestg, produces &
televises 24-hour a day. Satellite: Galaxy 9, transponder 19C.
HDNET Movies is a 24-hour coml-free schedule of full-length
feature films. Satellite: Galaxy 9, transponder 19C

AYM Sports
Avenida Chapultepac 405, Cofonia Juarez, Delegacion
Cuauhtemoc, Mexico, 06600

intemettvdeportes.com

Marco Polo Hinojosa Perez, Director General
Xavier Gonzalez, VP of Operations

WorldRad1d4-qgory

Available 24 hours a day, 100% Maxican network consisting of
soccer, basketball, rodeo charreadas, horse racing, boxing, kick
boxing, jujitsu, karate, tae kwon do, swimming, driving, truck
series, rallies and much mT’re. Satellite: Telestar7, transponder
12

BabyFirstTV
; 0390 Santa Monica Boulevard, Suite 310, Los Angeles, CA
0025
(888) 261-2229; (800) 251-2229; (310) 442-9853
www.babyfirsttv.com
Guy Oranim, CEO
Sharon Rechter, EVP Bysiness Dvipmt
Evan Fisher, Vice President
Arik Kerman, Programming Director
81 miliion. Satellie, TimeWamer, AT&T U-verse

Bandamax
5399 Center Drive, Los Angeles, CA 80045
(301) 348-3371
www.bandamax.tv/

Emilio Azcarraga, Head, Televisa

Bemardo Gomez, EVP

Jose Staff, President, Group Content
Bandamax features a 24-haur a day country music video,
including best artists in Tex:Mex, Norteno, Banda & Manachi
genres. De Pelicula Sp-fanguage films, De Pelicula Clasico films
of Mexico's golden era

BBC America
747 3rd Avenue, 6th Floor, New York, NY 10017-2871
(301) 347-2222, (212) 705-9387; (800) 216-1222
www.bbcamerica.com
customerservice@bbcamericashop.com
Satellite: Galaxy VII; Transponder: 22

Joshua Sapan, President

Todd Schwartzman, Senjor VP

Devin Johnson, VP, Public Relations

Kelly Caton, Director, PR & Awards

Tyler Zlotnick, Dirsctor, AR

Susanna Diallo, Publicity Coordinator
BBC America is a 24 hour aiward-winning TV featuring
razor-sharp comedies, provgcative dramas & life changing
makeovers. Digital, Analog & DBS. Safellite: Satcom C3

BET (Black Entertainment Television)
1235 W Street NE, Washing}on, DC 20018-1211
(202) 608-2000, (212) 258-1r[)0; Fax: (202) 608-2631

www.bet.com
bet-tv_bizdev@bet.com
Sateflite: Galaxy V; Transpopder: 20
Debra Lee, Chairman Ang Chief Executive Officer
Scott Mills, COO
Michael D. Armstrong, Sepior VP And General Manager
Pete Danielsen, Executive VP, Program Planning,Sched
78 million
BET/Los Angeles - Production
2801 W. Olive Ave, Burbank; CA 91505-4578
(818) 566-9940; Fax: (818) 566-1655
BET Film Production Facil
2000 West PI. N.E., Washington, DC 20018-1226
(202) 608-2800; Fax: (202) 608-2629
BET/New York
380 Madison Ave, 20th FI, Npw York, NY 10017-2513
(212) 716-5600; Fax: (212) 697-2050
Network Operations
1899 Ninth St. N.E., Washington, DC 20018-1001
(202) 608-2800
BET/Chicago |
180 N. Stetson Ct, Suite 4350, Chicago, IL. 60601-6710
(312) 819-8600 f

BET Networks (Black Entertainment Television)
1235 W Street NE, Washingtpn, DC 20018
(202) 608-2000; Fax: (202) 608-2631
www.bet.com
Satellite: Galaxy VII; Transpgnder: 21
Debra Lee, Chairman/CEQ
Scott Mills, President & COO
Michael Pickrum, Chief Financial Officer
Denmark West, President, Digital Media
62.4 million

BLACK BELT TV/The Martial Arts Network
880 Calle Primavera, San Dimas, CA 91773
(213) 973-7381; Fax: (909) 8T4-9329

www.blackbelttv.com
info@blackbelttv.com

Erik D. Jones, Founder/CEQ
A 2417 cable TV net that targets demographics highly desired by
advertisers and focuses on all income level individuals & families,
Provides progmg for advertisers seeking to attract martial arts
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practitioners/enthusiasts,health/fitness-minded individuals, as
well as sports enthusiasts, suppliers of exercise equipment, &
other companies & product manufacturers that can directly reach
their target audience. Programming includes martiat arts movies,
martial artstraining/seif-defense, seff-improvement programs,
sports, women, & children-oriented programs, martial arts news,
& much more

Bloomberg Television
731 Lexington Avenue, New York, NY 10022
(212) 893-3331; (212) 318-2000; Fax: (202) 522-2400
www.bloomberg.com/live; www.bloomberg.tv

Kenneth Kohn, Operations Dir

Justin Smith, CEQ, Media Group

Michael R Bloomberg, Co-Founder

Chuck Zegar, Co-Founder

Tom Secunda, Co-Founder

Duncan MacMillan, Co-Founder
A sophisticated 24-hour business & financial news ch. Serving
over 310 million subs worldwide, United States, Canada, Central
& South America, Europe,& Asia/Pacific. Sateflite: Galaxy 11,
HITS, C3

BlueHighways TV
1242 Old Hillsboro Road, Franklin, TN 37069
(615) 264-3292; Fax: (615) 864-0674
www.bluehighwaystv.com
feedback@bluehighwaystv.com

Stan Hitchcock, Founder/Chairman
BlueHighways TV is a multi-platform progmg svc featuring roots
music, American culture & back roads exploration. Satelite:
AMC-10. Transponder 15

Boston Kids & Family TV
Mailing Address: Boston City Hall, One City Hall Square, Boston,
MA 02201
Second Address: 43 Hawkins Street, Boston, MA 02114
(617) 635-3112; Fax: (617) 635-4475
www.cityofboston.govicable
cable@ci.boston.ma.us; cable@cityofboston.gov

Michael Lynch, Director

David Burt, Station Manager
A partnership between the City of Boston & WGBH, Available 24
hour a day , edu TV progmg. PBS Kids from WGBH in Boston

Bravo
Div/DBA: NBC Universal
3000 W Alameda Avenue, Suite 250, Burbank, CA 91523
(212) 664-4444
www.bravotv.com
bravositefeedback@nbcuni.com
Ryan Pinette, Senior VP, Production & Operations

Buzztime Entertainment, Inc
2231 Rutherford Road, Suite 200, Carisbad, CA 92008
(760) 438-7400; (800) 745-4686; Fax: (760) 438-3505
www.buzztime.com

Jeff Berg, Chairman

Ram Krishnan, CEQ

Joe Adelizzi, Advertising Manager

Allen Walff, CFO & Executive VP
Buzztime is the only 24-hour interactive entertainment best
created exclusively for TV audiences. Featuring play-along trivia
games for players of all interests & ability levels. 9 million
registrations

C-SPAN (Cable Satellite Public Affairs Network)
Mailing Address: 400 N Capitol Street NW, Suite 650,
Washington, DC 20001
Second Address: PO Box 2909, West Lafayette, IN 47996
(202) 737-3220, (877) 662-7726; Fax: (202) 737-3323
WWW.C-Span.org
joumal@c-span.org
Satellite: AMC 10; Transponder: 19

John Evans, Chairman, CEO

Neil Smit, Chief Executive Officer

Pat Esser, President
87 miltion

¢/net: the computer network
235 Second Street, San Francisco, CA 94105
(415) 344-2000
www.cnet.com
Erica Argueta, Associate Producer/cNET in Espanol
Christine Cain, Social Media Manager
Donald Belt, Senior Editor
CNET news.com, airs weekly on CNBC & CNET tv.com airs on
syndication

The California Channel
on 114 Cable Systems
1121 L Street, Suite 110, Sacramento, CA 95814

(916) 444-9792; Fax: (916) 444-9812
www.calchannel.com
contact_us@calchannet.com
Transponder: 3 C

Sam Atisha, Chair

Walter Hughes, Vice-Chair

Del Heintz, Treasurer

Deane Leavenworth, Secretary

Carolyn Mclntyre, State Association Rep
5.8 million

Canal 24 Horas
1100 Ponce de Leon Bivd, Coral Gables, FL 33134
(305) 444-4402; Fax: (305) 444-6301
www.rtve.es
aragon@tveamerica.com

Mariano Aragon, General Manager
A 24 hour news network from TVE which offers a Headline News
fromat with 30 minute blocks. The network also produces 17
different 30 minutes daily & wkly news magazines. Areas: United
States, Mexico, Caribbean,

(212) 512-1000; Fax: (212) 512-5637

www.cinemax.com

contactmax@hbo.com

Cinemax is a 24-hour digital pay-TV svc designed to provide
viewers with the most movies & fewest repeats. Multiplex chs:
Cinemax, MoreMAX, ActionMAX, ThrillerMAX, WMAX, @MAX,
5StarMAX, OuterMAX. Cinemax is seen in the U.S. & Puerto
Rico

Classic Arts Showcase
PO Box 828, Burbank, CA 91503-0828
(323) 878-0283; Fax: (323) 878-0329
www.classicartsshowcase.org
casmail@sbcglobal.net

James Rigler, President

Charlie Mount, General Manager
CAS is a non-profit arts progmg svc that include 16 art
disciplines. The svc also features classic video from independent
producers with the right to show clips. We require copies from
masters on BetaCam-SP Tap. Available 24 hour,
Serving50 million homes. Satellite: Galaxy 17, transponder 18C

Cartoon Network
1050 Techwood Drive NW, Altanta, GA 30318
(404) 827-4700, (404) 827-1700
www.cartoonnetwork.com
pressroom@turner.com
Satellite: Galaxy [R; Transponder: 8 (East)

John Martin, Chairman And CEO

David Levy, President

Gary Albright, Operations Dir

James Anderson, SVP, Cartoon Network/Adult Swim

Joe Swaney, Direclor, Cartoon Network

Wendy Rutherford, Director, Cartoon Network/Adult Swim

KatieGordon, Manager, Cartoon Network

Elliott Niespodziani, Publicist, Adult Swim

Angie Weiss, Publicist, Cartoon Network
A Tumer Broadcasting System. Inc.’s 24-hour Cartoon Network
offers the best in animated entertainment. Drawing from the
world's largest cartoon library, also showcases unique original
ventures such as Johnny Bravo, Cow and Chicken,
Dexter'sLaboratory, Ed, Edd n Eddy, and Cartoon Cartoon.
Serving 94 million subs around the world. Satellite: Gataxy 1,
transponder 15 (West)

Cartoon Network Latin America
1050 Techwood Drive NW, Atlanta, GA 30318
(404) 885-4398, (404) 827-1700; Fax: (404) 885-2157
www.cartoonnetworkla.com
larissa.pissarra@tumer.com
Juan Carlos Urdaneta, President
Barry Koch, Senior VP & General Manager, Kids
Jim Samples, General Manager & Senior VP
The first global 24-hour cable ch programmed entirely with
cartoons. Available in Sp, Portuguese or English.
Serving more than 10.9 million subs. Satellite: PanAmSat 3R

CBS Sports College Network
28 East 28th Street, New York, NY 10016

www.cbsiam.com; www.cbssports.com

Satellite: Galaxy IR; Transponder: 22

The network televises regular season & championship events
coverage from every major collegiate athletic conference &
televises nine NCAA Championships available 24-hour,
ad-supported.

CCTV4
11 Fuxing Road, Beijing, 100859 China
(626) 912-3388; Fax: (310) 141-2101, 011-86-10-6-851-4993
www.cctv-4.com
cctvdmail@mail.cetv-4.com; webmaster@CCTV.com

Michael Scott, Operations Dir
China Central TV (CCTV) China's only national bestg network.
Provide Info about China's politics, economy, society, culture,
science, edu & history, also Chinese viewers, living outside of
China, 24 hours a day. Serving more than 100 millionsubs.
Satellite: Galaxy 11, transponder 24

centric

Div/DBA: BET Networks

Mailing Address: 1235 W Street NE, Washington, DC
20018-1211

Second Address: 1540 Broadway, New York, NY 10037
(202) 608-2000; (212) 258-1000

Network designed for black women

Cinemax
Div/DBA: (Home Box Office)
1100 Avenue Of the Americas, New York, NY 10036

\I\)oﬁggadioHistory

Cloo (Formerly Sleuth)

Div/DBA: NBC Universal Cable

Mailing Address: 900 Sylvan Avenue, 1 CNBC Plaza, Englewood
Cliffs, NJ 07632

Second Address: 30 Rockefeller Plaza, 21st Floor, New York, NY
10112

(201) 735-3604; 212-664-4444

www.cloo.com

Mystery, crime dramas, 24/7

CMT: Country Music Television
Div/DBA: Viacom
330 Commercs Street, Nashville, TN 37201
(615) 335-8400; Fax: (615) 335-8615
www.cmt.com
info@cmt.com
Brian Philips, President
Suzanne Norman, Senior VP, Operations
Quinn Brown, VP, Production
Jayson Dinsmore, EVP, Development & Programming
Shaleen Desai, VP, Scripted Programming
Rory Levine, Senior VP, Consumer Marketing
KurtPatat, Press Contact
CMT, America's # one country music network, 24 hours a day.
Serving 87 million subs. Satelfite: Satcom C-4, transponder 24,
Satcom C3, transponder 18 west coast

CNBC
900 Sylvan Avenue, Englewood Cliffs, NJ 07632
(201) 735-2622, (877) 280-4548
www.cnbe.com

Mark Hoffman, President & CEO
95 million homes in the U.S. 15 hours of live business
programming during the week

CNN en Espanol
One CNN Center, Atlanta, GA 30303
(404) 878-1555; Fax: (404) 878-0050
www.cnnespanol.cnn.cony
espanol.mesa@tumer.com

Christopher Crommett, Operations Dir
A 24-hour Sp-language news network in the United States &
Latin America. The network keeps its loyal viewers connected
with the events, issues trends that matter most to them & their
famities.
Serving more than 24 million subs

CNN Headline News
One CNN Center, Atlanta, GA 30348-5366
(404) 827-1500; Fax: (404) 827-1500
www.hintv.com

Jeff Zucker, President

Albie Hecht, Executive VP And Generat Manager
Provides viewers with a 30-minute news, 24-hours, Each
half-hour covers major news stories as well as business, sports,
medicine, entertainment, weather & human interest topics.
Areas: United States, Canada, Mexico & Caribbean

CNN-Cable News Network
1 CNN Center, Atianta, GA 30303
(404) 827-2300
Www.cnn.com
Allison Gollust, Executive VP And Chief Marketing Officer
Jeff Zucker, President, CNN Worldwide
David Payne, General Manager
Michael Bass, Executive vP Of Programming
Susan Grant, News Director

CNNI (CNN International)
One CNN Center, 3rd Floor, Atlanta, GA 30348
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(404) 827-1500; Fax: (404) 827-1995
www.cnn.com/cnni
Jeff Zucker, President CNN Worldwide
Debra Kocker, Operations Dir
Chris Cramer, General Manager
A 24-hour global news & info, with live, breaking world news,
sports, features & weather. Serving 170 million worldwide

Comedy Central
345 Hudson Street, New York, NY 10014
(212) 767-8600; Fax: (212) 767-8592
www.comedycentral.com; www.cC.com
help@cc.com

Doug Herzog, President-Viacom Group

Kent Alterman, President

Debbie Beiter, SVP, Operations & Production

David Bemath, General Manager

Walter Levitt, Chief Marketing Officer

Steve Albani, Senior VP, Communications

Walter Levitt,Chief Marketing Officer
A 24-hour all comedy TV network that covers stand-up, sketch
comedy, movies, talk shows, sitcoms, specials & classics TV
shows. Serving 93.9 million subs. Satellites: Satcom C-3,
transponder 21 (east), Galaxy 1R, transponder 1 (west)
2049 Century Park E, Suite 4250, Los Angeles, CA 90067-3101
(310) 201-9500; Fax: (310) 201-9488

The Crime Channel
78206 Vamer Road, Suite D131, Palm Desert, CA 92211
(760) 360-6151; Fax: (760) 360-3258
www.thecrimechannel.com
crimechannel@dc.rr.com

Amie Frank, President
The Crime Channel offers series, movies, documentaries,
original productions, on the spot crime news & foreign programs.
Sateliite: Satcom C-1, transponder 11

Daystar Television Network
Mailing Address: 3901 Hwy 121, Bedford, TX 76021
Second Address: PO Box 610546, Dallas, TX 75261
(817) 571-1229; (877) 805-2132; (800) 329-0029; Fax: (817)
571-7458
www.daystar.com
partners@daystar.com; contactus@Daystar.com
Marcus D Lamb, President & CEO
Our progmg is multi-ch & interdenominational. Christian TV net,
is available from DirectTV, Dish Network 24-hours a day

Deep Dish TV
16 Beaver Street, 4th Floor, New York, NY 10004
(212) 473-8933; Fax: (212) 420-8223
www.deepdishtv.org
deepdish@igc.org
Satellite: Galaxy IR; Transponder. 15

Ron Davis, Chairman

Brian Drolet, Executive Director

Julie Ludwig, Production Manager

Rebecca Centeno, Distribution & Outreach Manager
Educationat progmg (one hour a wk) distributed to PBS & pub
access chs

Discovery Communications
One Discovery Place, Silver Springs, MD 20910
(240) 662-2000, (240) 662-3709; Fax: (240) 662-1854
www.corporate.discovery.com
privacy_policy@discovery.com
Sateliite: Satcom C-4; Transponder. 13

Robert J. Miron, Chairman

David M. Zaslav, President /CEQ

Joe Abruzzese, President, Advertising Sales

Billy Goodwyn, Pres/CEQ Discovery Education

Adria Alpert Romm, Chief Human Resources & Global

Diversity Officer

John Honeycutt,Chief Technology Officer

Andrew Warren, Senior Executive VP/CFO

David Leavy, Chief Comms Officer/Corporate Ops
The United States fargest cable TV net, the nation's premier
provider of real-world entertainment, offering a signature mix of
compelling, high-end production values & vivid cinematography
that consistently represents qulity for viewers.Primetime progmg
features science & technology, exploration, adventure, history
and in-depth, behind-the scenes glimpses at the people, places,
organizations that shape, share our world & is dedicated to
creating the highest quality TV & media toinspire audiences by
delivering knowledge about the world in an energizing way,
evolving a timeless brand for a changing world

Discovery en Espanol

One Discovery Place, Silver Spring, MD 20910
(240) 662-2000; Fax: (240) 662-1854
www.dsc.discovery.com/
first_last@discovery.com

Robert J. Miron, Chairman

David M. Zaslav, President and CEO

Bill Goodwyn, Discovery Education

Robert R. Bennett, Managing Director

Paul A. Gould, Managing Director

M. LaVoy Robison, Director

John Honeycutt, Chief TechnologyOfficer

Adria Alpert Romm, Chief Human Resources & Global

Diversity Officer

Andrew Warren, SEVP Chief Financial Officer
Provider of high quality nonfiction entertainment for Sp-speaking
audiences in the United States. Offering original progmg, some
of the best Discovery content from around the world, the portfolio
includes Discovery en Espanol & DiscoveryFamilia

Discovery HD Theater
One Discovery Place, Silver Spring, MD 20910
(240) 662-2000; Fax: (240) 662-1854
www.dsc.discovery.com/; www.discovery.com
first_last@discovery.com

Robert J. Miron, Chairman

David M. Zaslav, President and CEQO

Biil Goodwyn, Discovery Education

Robert R. Bennett, Managing Director

Paul A. Gould, Managing Director

M. LaVoy Robison, Director

John Honeycutt, Chief TechnologyOfficer

Adria Alpert Romm, Chief Human Resources & Global

Diversity Officer

Andrew Warren, SEVP Chief Financial Officer
Provide viewers with the hightest-quality TV experience available
with spectacular images, dynamic sound & compelling stories
from across the globe. A broad array of rich, original HD content
across several progmg categories such as worldcultures, wildlife,
high-end auto & adventure

Discovery Kids Channel
Div/DBA: (Discovery Communications)
One Discovery Place, Sitver Spring, MD 20910
(240) 662-2000; Fax: (240) 662-1854
www.discoverykids.com
first_last@discovery.com
Robert J Miron, Chairman
David M Zastav, President & CEO
Bill Goodwyn, Discovery Education
John Honeycutt, Chief Technology Officer
Provides entertaining, engaging & high-quality real-world progmg
that kids enjoy & parent frust. Kids can leam about science,
adventure, exploration & natural history through documentaries,
reality shows, scripted dramas & animated stories

Discovery Kids en Espanol
One Discovery Place, Silver Spring, MD 20910
(240) 662-2000; Fax: (240) 662-1854
www.dsc.discovery.com/
first_last@discovery.com
Robert J. Miron, Chairman
David M. Zastav, President and CEQ
Bill Goodwyn, Discovery Education
Robert R. Bennett, Managing Director
Paul A. Gould, Managing Director
M. LaVoy Robison, Director
John Honeycutt, Chief TechnologyOfficer
Adria Alpert Romm, Chief Human Resources & Global
Diversity Officer
Andrew Warren, SEVP Chief Financial Officer
Offering original progmg develop for Sp-speaking audiences, in
addition to some of the best Discovery content from around the
world, the portfolio includes Discovery en Espanol & Discovery
Farrilia

Discovery Life (formerly FitTV)
One Discovery Place, Silver Spring, MD 20910
(240) 662-2000; Fax: (240) 662-1854
www.dsc.discovery.com/;, www.discovery.com
first_tast@discovery.com
Robert J. Miron, Chairman
David M. Zaslav, President and CEO
Nancy Daniels, Group Manager
Howard Lee, EVP, Development & Production
John Honeycutt, Chief Technology Officer
Adria Alpert Romm, Chief Human Resources &
GlobalDiversity Officer
Andrew Warren, SEVP & Chief Financial Officer
Reaches over 46 million households

Disney Channel

500 S Buena Vista Street, Burbank, CA 91521-6066
(818) 569-7500; Fax: (818) 566-1358
www.disneyabctv.com

support@DisneyABC.tv

WorldRadi3d#Gry

Ben Sherwood, Co-Chair

Gary Marsh, President & Chisf Creative Officer Disney

Channels
A 24-hour gen entertairment network for kids & families through
original series, movies & contempary acquired progmg. Serving
over 87 million subs. Satelfite: Galaxy 5, transponder 1 east,
Galaxy 1-R, transponder 7 west.

Ecology Global Network
9171 Victoria Drive, Ellicott City, MD 21042
(410) 465-0480; Fax: (410) 461-5152
www.ecology.com
Dr. David Nostbakken, Chairman
Annetta L. Hoagland, Chief Operating Officer
Eric McLamb, CEO & President
Bob Petz, News Director
David Beutel, Treasurer
Kevin F. Dages, Executive Vice President
Bobbie R. Crawford, ChiefDevelopment Officer & Sales
Rickey Green, VP Finan¢e & Comaliance
Jane Engslsispen, Chief Web Officer & VP Content
Randy Weckerly, VP Ecqlogy Enterprises
Ecology Communications facuse on ecology & enviroment in a

var of entertainment-driven formats wkiy

eSignal
3955 Point Eden Way, Hayward, CA 94545
(510) 266-6000; Fax: (510) 266-6100
www.esignal.com

Chuck Thompson, President

Grant Mader, Operations|Dir

ESPN
ESPN Plaza, Bristol, CT 06410
(860) 766-2000; Fax: (860) 766-2400
www.espn.com
espnpr@espn.com
Satellite: Galaxy V; Transponder: 9
Chris Driessen, CFO
John Skipper, President
Ed Durso, Executive VP, Administration
Norby Williamson, EVP, Rroduction
Stephanie Druley, SVP, Event & Studio Production
Rob King, SVP, News & §ports Center
Burke Magnus, EVP,Scheduling & Programming
John Kosner, Executive VP, Digital & Print Media
A 24-hour svc covering sports events, news, info, & lifestyle

progmg.

ESPN CLASSIC is a 24-hour, all sporis network devoted to
tetecasting the greatest games, stories, heroes & memories in
the history of sports. ESPN DEPORTE offers a widevar of
domestic & intl sports progmg 24-hours. ESPN HD offers a
24-hours high definition TV svc from ESPN, features high profile
telecast. ESPNEWS, the natjon's only 24-hours TV sports news
svc, provides an expanded window for news & highlights,aswell
as live coverage of beaking news

605 3rd Ave, New York, NY 10156-0180

(212) 916-9200

ESPN2 |
ESPN Plaza, Bristol, CT 06010
(860) 766-2000; Fax: (860) 7p6-2400
WWW.8SPN.g0.Com; WWWw.esp1.com
Satellite: Galaxy V; Transponder: 14
John Skipper, President
Rob King, SVP, News & Sports Center
Ed Durso, Executive VP, Administration
Norby Williamson, EVP, Production
Stephanie Druley, SVP, Event & Studio Production
Burke Magnus, EVP, Scheduling & Programming
John Kosner, Executive VP, Digital & Print Media
A 24-hour sports net features a progmg line-up on par with ESPN

ESPNU

¢/o ESPN Regionat Television, 11001 Rushmore Drive,

Charlotte, NC 28277

(704) 973-5000; Fax: (704) 973-5090

WWW.8Spn,com; www.espn.go.comicollege-sports
Rosalyn Durant, Senior Vice President

ESPNU is a TV ch that specializes in college sports & is

produced by affil with & owned by parent Network ESPN

Esquire Network (formerly The Style Network)
5750 Wilshire Blvd, Los Angeles, CA 90036-3709

(323) 954-2400; Fax: (323) 954-2500

tv.esquire.com

Style Network covers the gamut of the lifestyle genre

Eurocinema
, Los Angeles, CA
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WWW.eurocinema.com
contactus@eurocinema.com

Sebastien Perioche, Co-Founder/President
Non-Hollywood movies service for Broadband & Digital TV

EUROCINEMA
Div/DBA: European Movies on TV
Mailing Address: 387 Park Avenue, 3rd Fioor, New York, NY
10016
Second Address: 250 West 57th St, Ste 2028, New York, NY
10107
(212) 763-5533
www.eurocinema.com/
contactus@eurocinema.com
Robert E. Richer, President
lidemaro Martinez Jr
Broker specializing in the sale of overseas media properties

EWTN
Div/DBA: The Global Catholic Network
5817 Old Leeds Road, trondale, AL 35210
(205) 271- 2900, (205) 271-2966; Fax: (205) 271-2957
www.ewin.com
pilgrimages@ewtn.com
Satellite: Galaxy IR; Transponder: 11

Michael P. Warsaw, Chairman & CEO
America’s largest relg cable network offers coml-free
family-oriented progmg in English & Sp. EWTN features
documentaries, music, drama, live talk shows, animated children
shows & special church events from around the world

FamilyNet
Div/DBA: Rural Media Group
Mailing Address: 49 Music Square West, Suite 301, Nashville,
TN 37203 US
Second Address: , 921 Village Square, Gretna, NE 68028
(402) 289-2085
www.familynet.com
info@rfdtv.com

Patrick Gottsch, Founder

Steve Campione, CFO & COO

Gatsby Gottsch, EVP, Finance

Raquel Gottsch, EVP, Marketing

Gary Kanofsky, Chief Content Officer

Dane Randall, SVP, Advertising Sales

Mike Stodden, Director of SpecialProjects

Barry Kriha, Research Director

Mike Holland, Sales

Mike Hansen, Agriculture and Equine Division

Tim Moan, Midwest VP of Sales
FamilyNet TV is a fuli-time cable network, including original
values-based programs & operates Christian tafk ch 161 on sirius
statellite radio. Reliable, safe TV for today’s family. Reaches 25
miflion homes

Food Network
75 Ninth Avenue, New York, NY 10011
(212) 398-8836, (866) 587-4653; Fax: (212) 736-7716
www.foodnetwork.com
Satellite: Galaxy IR; Transponder: 4
Margarette Purvis, President
Bob Tuschman, General Manager/Senior Vice President
Adam Rockmore, Promotions Manager
A 24-hour net committed to exploring new, different & interesting
ways to approach food

Fox Business Network
1211 Avenue of the Americas, New York, NY 10036
(888) 369-4762, (212) 301-5473; (212) 601-7000; Fax: (212)
601-7990
www.foxbusiness.com
Roger Ailes, Chairman and CEO
Bilt Shine, EVP, Programming
Irena Briganti, Exec Vice President, Corporate
Communications
Sharri Berg, Senior Vice President
Dianne Brandi, Executive Vice President
Mark Kranz, Chief FinancialOfficer
Michael Clemente, Executive Vice President, News
Paul Rittenberg, Executive Vice President, Advertising Sales
John Moody, Executive Vice President

Fox Movie Channel
Div/DBA: (FX Networks inc.)
10201 W Pico Bivd, Bidg 103, 4th Floor, Los Angeles, CA 90035
(310) 369-0586; Fax: (310) 969-4687
www.foxmoviechannel.com

Chuck Saftier, General Manager
The network is dedicated to preserving Hollywood history through
original series & specials

Fox Net
1440 S Sepulveda Ave, Los Angeles, CA 90025
(310) 369-1000
www.fox.com

Gail Berman, President

Steve Nazar, Operations Dir

Keith Goldberg, General Manager

Julie Allen, General Sales Mgr

Dwayne Bright, Programming Director

Betty Wang, Promotions Manager
A 24-hours basic cable affil to Fox Broadcasting Co
FOX Broadcasting Co
10201 W. Pico Bivd., Los Angeles, CA 90064-2606
(310) 369-5153; Fax: (310) 969-0316

Susan Kiel, Vp, Network Distribution & Cable Operations

Fox News Channel: See listing in Major National TV

News Organizations, this section

1211 Ave Of The Americas, New York City, NY 10036

(888) 369-4762

www.foxnews.com

yourcomments@foxnews.com
Irena Briganti, Executive Vice President, Corporate
Communiations

Fox Sports 2 (formerly Fuel)
1440 S Sepulveda Blvd, Suite 1900, Los Angeles, CA 90025
Fax: (310) 444-8559
www.foxsports.comiufc
hookup@fuel.tv
Nat'l Network: Fox Sports 2

Dana White, CEO/COO
A 24-hour sports network featuring snowboarding, wakeboarding,
surfing, BMX, motorcross & skateboading. Serving 5 million
subs. Satelfite: Galaxy |, transponder 5

Free Speech TV
Box 44099, Denver, CO 80201
(303) 442-8445; Fax: (303) 442-6472
www.freespeech.org
jon@freespeech.org
Nathanael Reeder, Operations Dir
Jon Stout, Chief of Staff/Co-Founder
Nina Henderson Moore, General Manager
Alexander Maness, Dir Brdcst Media
Ben Gass, Dir Ntl Partnerships
Ron Williams, Executive Dir.
Emma Lubitsch,Acquisitions Coordinator
Antoinette June, Web Dir.
Teo Lucero, Program Coordinator
Yolanda Williams, Controller
Valerie Appelbaum, Development Director
FSTV airs primarily social, political, cuttural & environmental
documentaries & news programs, 24-hours a day. Serving 40
million subs, on 180 cable systems & DISH Network

Freeform TV (formerly ABC Family Channel)
Mailing Address: 3800 W Alameda Ave, Burbank, CA 91505
Second Address: PO Box 3000, Neenah, Wt 54957
(818) 962-4096; Fax: (818) 450-0493
www.abcfamily.com
Satellite: Galaxy V; Transponder: 11

Anne Sweeney, Chairman

Paui Lee, President

Khai Tran, Digital Media
Basic cable network available in over 87 million homes
nationwide 24 hours; delivers a dynamic mix of quality
entertainment with original series & movies, classics from Disney
1422 W. Main St, Suite 201, Lewisville, TX 75067-3388
(972) 436-2217; Fax: (972) 436-0209

Mark Solow, Dir Southwest Rgn
660 Newport Center Dr, Suite 770, Newport Beach, CA
92660-6401
(714) 759-7685; Fax: (714) 759-9491

Janice Slipp, Dir Westem Rgn
5445 DCT Pkwy, Suite 525, Englewood, CO
(303) 220-8901; Fax: (303) 220-9102

Tracy Jenkins, J.D., Dir Rocky Mountain Rgn
1301 W. 22nd St, Suite 902, Oakbrook, IL 60523-2006
(630) 990-0437; Fax: (630) 990-0463

Ralph Trentadue, Natl Dir Lcl Adv Sls

Shirley Hill, Vp Westem Division
Box 2050, 2877 Guardian Ln, Virginia Beach, VA
(757) 459-6281; Fax: (757) 459-6429

Craig Sherwood, Sr Vp/Mgng Dir
Box 492347, Atlanta, GA 30349-9338
(770) 461-4929; Fax: (770) 461-8678

Russeli A. Breault, Vp Eastem Division
1133 Ave. of the Americas, 36th FI, New York, NY 10036-6710
(212) 782-1860; Fax: (212) 782-1865

Steve Israelsky, Vp Northeast Rgn

Woaége;dioHistory

Fuse
Madison Square Garden, 11 Pennsylvania Plaza, 17th I, New
York, NY 10001
(212) 465-6741, (212) 465-MSG1, (212) 631-5422; Fax: (212)
324-3445
www.fuse.tv
investor@msg.com, mediainquiries@msg.com

James L. Dolan, Executive Chairman

Norman Schoenfeld, Programming Director

Diane Castro, Vedia

Timothy Dunn, Presenter

Robert Pollichino, EVP & CFO

Steve Collins, EVP, Facilities

Lawrence Burian, EVP, Genera! Counsel &secretary
Fuse is the only all-music, viewer-influenced TV network, :
featuring music videos, exclusive artist interviews, live concerts &
specials. Serving 35 million subs. NUVOtv merged with Fuse in
September 2015. Satellite; Loral Skynet Telster 7,transponder 14
Chicago Office
205 N. Michigan, Suite 803A, Chicago, IL 60601-5927
(312) 9384222

Joseph Glennon, Sr. Vp
The Water Garden
2425 W. Olympic Blvd., Suite 5050, Santa Monica, CA
90404-4030
{310) 998-9300

John Pezzini, Vp

FX Networks Inc
Div/DBA: (A subsidiary of Fox, Inc.)
10201 W Pico Blvd, 1034th, Los Angeles, CA 90064
(310) 369-1000; Fax: (310) 444-8266
www.fxnetworks.com
Chuck Saftler, COO
John Landgraf, President
Eric Shiu, Operations Dir
Steve LeBlang, General Sales Mgr
Chuck Saftier, Programming Director
Stephanie Gibbons, Marketing
An entertainment basic cable net from Fox Television involving
hit series, daily films, original programs & sports.
Serving more than 53 mitlion subs on 3,293 cable systems.
Satellite: Hughes Communications Galaxy 7, transponder 4 & 5

Galavision
605 3rd Avenue, 12th Floor, New York, NY 10158
(212) 455-5330; Fax: (212) 867-6710
www.univision.com
Sateflite: Satcom C-4; Transponder: 4
Ray Rodriguez, Communications President And COO
Joanne Lynch, President
Timothy Spillane, Operations Dir
A 24-hr Sp language cable network for United States Hispanics
in distribution & viewership
2323 Bryan St., Suite 1900, Dallas, TX 75201-2603
(214) 758-2300
6701 Center Dr. W, Suite 650, Los Angeles, CA 90045-1535
(310) 348-3600
541 N. Fairbanks Ct, Suite 1240, Chicago, IL 60611-3319
(312) 494-5101

Game Show Network
2150 Colorado Avenue, Santa Monica, CA 90404
(310) 255-6933; Fax: (310) 255-6810
WwWw.gsn.com
gnadsales@gsn.com
Steven Brunell, CEO/COOQ
David Goldhill, President
Jen Minezaki, Director, Public Relations
Game Show Network (GSN) is the only U.S. television network
dedicated to game progmg and interactive game playing,
featuring over 65 hours per week of original progmg & enhanced
classics. .
Reaching 50 mitfion subs
The Republic Center, 325 N. St. Paul St. Suite 1500, Dallas, TX
75201-3891
(214) 965-8500; Fax: (214) 965-8576
680 Fifth Ave. 11th FI., New York, NY 10019-5429
(212) 333-2510; Fax: (646) 557-2996
515 N. State St. Suite 2120, Chicago, IL 60654-4864
(312) 261-4500; Fax: (312) 261-4521

The Golf Channel
7580 Golf Channel Drive, Orlando, FL 32819
{407) 355-4653,; Fax: (407) 363-7976
www.thegolfchannel.com
Mike McCarley, President
Jay Madara, CFO
Nick Johnson, Digital Sales
Tom Knapp, Senior VP, Programming
Christopher Murvin, Senior VP, Business Affairs
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Will Mcintosh, Senior VP, Business Development & Strategy
Regina O'Brien,Senior VP, Marketing
Emily Ingram, Senior VP, Human Resource
A 24-hour ch offering a blend of toumament coverage from the
PGA, LPGA, Sr Tour, Nike, EPGA Tours, as well as instruction,
interactive talk, news, profiles, classics, travel & more.
Serving 30 milfion subs on 2,200 cable systems.Satellite: Galaxy
VI, Transponder 7

Great American Country
49 Music Square W, Suite 301, Nashville, TN 37203
(615) 327-7525; Fax: (615) 329-8770
www.gactv.com
Satellite: Satcom C-3; Transponder: 20
Ed Hardy, Interim CEO
Ed Hardy, President
Lee Hall
GAC is a country music video net, features natl & loc adv, also
featuring a broad var of videos programs

Guthy-Renker Television
41-550 Eclectic Street, Suite 200, Palm Desert, CA 92260
(888) 651-6602, (888) 651-6607, (760) 773-9022; Fax: (760)
773-9016
www.guthy-renker.com
customerservice@guthy-renker.com
Greg Renker, Co-Chairman
George Richter, COO
Bill Guthy, Co-Chairman
Ben Van De Bunt, Owner
Kevin Knee, Owner
Lenny Lieberman, Owner
Sarah Lasky Elison, Public Relations Manager
Lauren Arso, Public Relations And Social MediaSpecialist
Marysa Milier, Public Relations And Sociat Media Coordinator
Phoebe Kaufman, Pubiic Relations And Social Media
Coordinator
Seth D Radwell, Chief Revenue Officer
Direct-response TV

Hallmark Channel
12700 Ventura Blvd, Suite 200, Studio City, CA 91604-2463
(818) 755-2400; Fax: (818) 755-2564
www.hallmarkchannel.com
Satellite: Satcom C-3; Transponder: 5

Bill Abbott, President

David Kenin, Programming Director

Annie Howell, EVP (Dept. Head)

Allison Bennett, Director

Pam Slay, SVP

David Johnson, Dir., New Media Publicity

Ron Det Rio, Coordinator

Stephanie Sherman, Publicity
A 24-hour basic cable ch that provides high quality entertainment
progmg to a national audience

HBO (Home Box Office)
1100 Avenue of the Americas, New York, NY 10036
(212) 512-1000, (212) 512-1208
www.hbo.com
sitefeedbackgeneral@hbo.com.; general@hbo.com

Bill Nelson, Chairman
Features 24-hour var progmg including theatrical fiims, original
movies, specials, documentaries, sports, & series. Multiplex chs.
HBO, HBO 2, HBO Latino, HBO Signature, HBO Family, HBO
Comedy, HBO Zone - known collectively as HBO The
Works.MoreMAX

Home & Garden Television Network (HGTV)
9721 Sherrill Blvd, Knoxville, TN 37932
(865) 694-2700, (800) 840-8056; Fax: (865) 531-1588
www.hgtv.com
Satellite: Galaxy IR; Transponder: 4
Kenneth W Lowe, Chairman Of The Board, President & CEO
Lori A Hickok, Chief Financial Officer
Kathleen Finch, President
Mike Boyd, Promotions Manager
Joseph G Necastro, Chief Development Officer
Burton Jablin, President, ScrippsNetworks
Henry Ahn, Exec VP, Content Distribution & Marketing
Jim Clayton, Exec VP, Corporate Giving & Community
Relations
HGTV is a 24-hour network that provides practical info & creative
ideas to help the viewers to make the most of their lives at home
& is designed to appeal to all ages & lifestyles

HSN, The Home Shopping Network

PO Box 9090, Clearwater, FL 33758

(800) 933-2887, (800) 284-3900, (800) 557-0714, (8; Fax: (727)
872-6559

www.hsn.com

Satellite: Satcom C-4; Transponder: 10

Mindy Grossman, CEO/Director

Bill Brand, President, Chief Marketing Officer

Judy Schmeling, CFO & COO

Maria Martinez, Chief Human Resources Officer

Rob Solomon, Executive VP, Customer Care & Operations

Admin,

Karen Etzkom, Chiefinformation Officer

Greg Henchel, Chief Legal Officer and Secretary

Andrew Sheldon, Chief Creative Officer, General Manager
HSN offers live, 24-hour video retailing

IFC
Div/DBA: AMC Networks inc
11 Penn Plaza, New York, NY 10001
(855) 879-3333; (212) 324-8500; Fax: (917) 542-6395
www.ifc.com; www.ifcfilms.com
ifcfeedback@ifc.com; danielle.freibert@ifcfilms.com
Satellite: Galaxy VII
Jonathan Sehring, President
Lisa Schwartz, EVP, Distribution, Operations&Business
Development

in DEMAND LLC
Div/DBA: (formerly Viewers Choice)
Mailing Address: 345 Hudson Street, 17th Floor, New York, NY
10014
Second Address: 4100 E Dry Creek Rd, Centennial, CO 80120
(646) 638-8200, (303) 712-3360; Fax: (645) 486-0855
www.indemand.com
Robert G. Benya, President/ Chief Executive Officer
Michae! Berman, EVP- Programming/General Counsel
Eric Petro, EVP, Business Development & CFO
Stacie Gray, Executive Vice President / Chief Creative Officer
John Vartanian, SeniorVice President/Chief Technology
Officer
Claire Kostbar, Senior Vice President-Human Resources &
Administra
Lauren LoFrisco, Senior Vice President, Affiliate Marketing
Pay-Per-View (PPV), Video-On-Demand (VOD) & high-definition
(HD) progmg 24-hrs. National Cable Program Services.
Programming genres: gen entertainment
1888 Century Park E, Los Angeles, CA 90067-1702
(310) 785-9094, (310) 785-9194; Fax: (310) 785-9195, (310)
785-9769
1117 Perimeter Cir. W, Suite 500 E, Atlanta, GA 30338-5451
(404) 399-3119; Fax: (404) 399-3014
26677 W. Twelve Mile Rd, Southfield, MI
(810) 354-3375; Fax: (810) 358-9693

The Independent Film Channel (IFC)
Div/DBA: AMC Networks
11 Penn Plaza, New York, NY 10001
(917) 542-6200, (855) 879-3333; (212) 324-8500; Fax: (917)
542-6395
www.ifc.com
webmaster@ifc.com
Ed Carroll, Chief Operating Officer, AMC
Jennifer Caserta, President & General Manager, IFC
Bob Broussard, AMC Networks Distribution
A 24-hour uncut comi-free ch, capturing the true spirit of ind film,
original series, live events & enchanced new media progmg

INSP TV
Mailing Address: PO Box 7750, Charlotte, NC 28241 US
Second Address: , Indian Land, SC
(803) 578-1000; Fax: (803) 578-1735
www.insp.com
info@insp.com
Satellite: Galaxy IR; Transponder: 7

David Cerullo, CEQ/COO

Melissa Prince, Director Of Corporate Communication
TV net which distributes life-enriching, edu entertainment progmg
& digital, 24-hours

The Inspiration Network INSP
Box 7750, Charlotte, NC 28241
(803) 578-1000; Fax: (803) 578-1735
www.insp.com
Sateflite: Galaxy IR; Transponder. 17
David Cerullo, Chairman & CEQ
Rod Tapp, President
Tom Hohman, Operations Dir
Larry Simms, General Sales Mgr
Ron Shuping, Programming Director
INSP blends ministry programs with family-oriented movies,
dramas, music & children’s programs along with concerts &
specials

ﬁwestlgation Discovery
One Discovery Place, Sitver Spring, MD 20910

WorIdRadmzory

(240) 662-2000; Fax: (240) 662-1854
www.investigation.discovery.com/
first_last@discovery.com
Robert J. Miron, Chairman
Steven A. Miron, CEO
David M. Zaslav, President and CEO
Bili Goodwyn, General Sales Mgr
Robert R. Bennett, Managing Director
Paul A, Gould, Managing Director
M. LaVoy Robison, Director
John Honeycutt,Chief Technology Officer
Adria Aipert Romm, Chief Human Resources & Global
Diversity Officer
Andrew Warren, SEVP Chief Financial Officer
Provides the highest quality investigative progmg focused on
dynamic stories of human nature from the past to the present

Jewelry Television By ACN
9600 Parkside Drive, Knoxville, TN 37922
(865) 692-6000; (800) 550-8393; Fax: (865) 692-1346
www.jtv.com
customercare@jtv.com; info@kellyfletcherpr.com

F. Robert Hall, Chairman

Tim Matthews, President & CEO

Harry Bagley, Operations Dir

William C. Kouns, Chief Merchandising Officer

Crawford Wagner, CFO

Tim Engle, Chief Strategy Officer

Stephen E. Roth, General Counse!

CharlesA. Wagpner, Ill, Vice Chairman

Gerald D. Sisk, Jr., G.G., Co-Fourder, Deceased
Jewerly TV the only network that focuses exclusively on the sis
of fine jewelry & gemstones, 24-hours a day. Satefiite: Telstar 5.
Serving 32 milion subs, on 11 million cable systems, transponder
19

Jewish Television Network

13743 Ventura Blvd, Suite 200, Sherman Oaks, CA 91423
(818) 789-5891; Fax: (818) 789-5892
www.jewishtvnetwork.com; www jtnproductions.com
info@jewishtvnetwork.com

Directors: Mike Wilson, Dennis Yocurn, Garry Bowman, Harold
Kimmel, Rick Smith, Harvey Oxner, Jay Butler, Doug Martin

The Jones Companies
9697 E Mineral Avenue, Centennial, CO 80112
(303) 792-3111, (800) 525-7002; Fax: (303) 784-8454
WWW.jones.com
info@jones.com
Glenn R. Jones, Executive Chairman, President & CEO
Stacey Slaughter, CEO & CFO
Timothy J. Burke, Operations Dir
John Jennings, President, interactive
Joseph Gregg, President,Library
Mary Bliss, VP, Real Estate & facilities
Vincent DiBiase, President, Jones/NCTi
A 24-hour revenue providing svc that features full-tength product
demonstrations & introduction of new products in a hands-on
demonstration format

KEDA Radio
1246 W Laurel Street, San Antonio, TX 78201
(210) 226-5254
www.kedaradio.com
kedakid@aol.com
Mark Galbon, Owner
Pablo De Jesus Colon, President/CEQ
Comprises three stns in Texas, three affiliates. Represented by
Caballero Spanish Media

KTLA-TV
on 220 Cable Systems
Div/DBA: United Video (a company of the United Video Satell
5800 Sunset Bivd, Los Angeles, CA 90028
(323) 460-5500; Fax: (323) 460-5243
www.ktla.com
ktlacaptioning@tribune.com
Transponder: 15

John Reardon, General Manager

David Cox, Chief Engineer
Los Angeles CW stn offers movies, news, specials & live sporting
events, featuring the Los Angegles Clippers basketball. Services
offered: Ind satellite carrier sefving CATV, SMATV & MMDS
distributing WGN, WPIX, KTLA & WFMT (FM) Networksvcs.
Satellite: Spacenet 6E

The Learning Channel {TLC)

Div/DBA: (Discovery Communications)

One Discovery Place, Silver Spring, MD 20910
(240) 662-2000; Fax: (240) 662-1854
www.tic.com

first_last@discovery.com
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Robert J Miron, Chairman

Steven A Miron, CEO/COO

David M Zaslave, President & CEO

Bill Goodwyn, General Sales Mgr

John Honeycutt, Chief Technolgoy Officer

Joe Abruzzee, President Advertising Sales

Jean-Briac Perrette, PresidentDiscovery Networks

Intemational

Bruce Campbell, Chief Development&Digial Media Officer

Andrew Warren, Sr Exc VP & Chief Financial Officer
TLC's themed nights that focus on real families , relationship,
careers & entertaining consist of perennial fashion favorite,
makeover sensation, humorous & fun workpface competion.
Real-life progmg portrays relatable people with compellingstories
in the blockbuster hits Jon & Kate Plus 8, Little People, Big World
& LA Ink

Lifetime
Div/DBA: (A&E Television Networks)
309 West 49th Street, 17th Floor, New York, NY 10019
(212) 424-7000; Fax: (212) 957-4264
www.myfifetime.com
morgenstein@lifetimetv.com
Satellite: Satcom C-3; Transponder: 12
Abbe Raven, President/CEO
Nancy Dubuc, President, Entertainment & Media
Charles Maday, Operations Dir
Dan Davids, General Manager
Rob Sharenow, Executive VP, Programming
Dan Suratt, Executive VP, Digital Media & Buss. Dev.
MikeGreco, Executive VP, Research
Offering the highest quality entertainment, info progmg &
advocating a wide range of issues affecting women & their
families

Lifetime Movie Network
309 W 49th Street, New York, NY 10019
(212) 424-7000; Fax: (212) 957-4264
www.mylifetime.com

James Wesley, CFO

Andrea Wong, President

Rick Haskins, General Manager
Offering the highest quality entertainment & info progmg
24-hours

LIFETIME Television
309 West 49th Street, 17th Floor, New York, NY 10019
(212) 424-7000; Fax: (212) 957-4264
www.lifetimetv.com
Satellite: Galaxy V; Transponder: 21
Abbe Raven, President/CEQ
Nancy Dubuc, President, Entertainment & Media
Gwynne McConkey, Operations Dir
Tim Brooks, General Sales Mgr
Rob Sharenow, Executive VP, Programming
Dan Suratt, Executive VP, Digital Media & Buss. Dev.
Mike Greco, Executive VP, Research
Offering the highest quality entertainment, info progmg &
advocating a wide range of issues affecting women & their
families, 24 hours nationwide

Military Channel
One Discovery Place, Silver Spring, MD 20910
(240) 662-2000; Fax: (240) 662-1854
www.military. discovery.com; www.militarychannel.com
militarychannel@militarychannel.com

Robert J. Miron, Chairman

Steven A. Miron, CEO

David M. Zaslav, President and CEO

Bill Goodwyn, General Sales Mgr

Robert R. Bennett, Managing Director

Paul A. Gould, Managing Director

M. LaVoy Robison, Director

John Honeycutt,Chief Technology Officer

Adria Alpert Romm, Chief Human Resources & Global

Diversity Officer

Andrew Warren, SEVP Chief Financial Officer
Real-world stories of heroism, military strategy, technologica!
breakthroughs & tuming points in history. Takes viewers ‘behind
the lines' to hear the personal stories of servicemen & women &
offers in-depth explorations of militarytechnology, battlefield
strategy, aviation & history. It also provides unique access to this
world, allowing viewers to experience & understand a world full of
human drama, courage, innovation & long-held military traditions

MLB Network
One MLB Network Plaza, Secaucus, NJ 07094
(201) 520-6400
mib.mib.com/network/
mibnviewerfeedback@mib.com

Tony Petitti, President & CEO

Rob McGlarry, President

Susan Stone, Senior VP, Operations & Engineering

Brent Fisher, Vice President of Distribution, Affiliate Sales &
Andy Butters, VP-Programming

Mary Beck, Senior VP, Marketing &Promotion

Mark Haden, VP, Engineering & IT

Mark Loomis, Senior VP, Production

Bob Mincieli, Vice President, Studio & Broadcast Operations
Dave Patterson, Senior Vice President, Production

Bill Momingstar, Executive Vice President ofAdvertising Sales
Tony Santomauro, Senior Vice President of Finance &
Administration

Chris Mallory, Vice President, Creative Services

Mother Nature Network
One Discovery Place, Silver Spring, MD 20910
(240) 662-2000; Fax: {240) 662-1854
www.mnn.com/
contact@mnn.com
Emity Murphy, COO
Joel Babbit, Founder & CEO
Dan Beeson, Director Of Media Relations
Brad Hanna, Crative Director
Chuck Leavell, Director Of Environmenta Affairs
Hope Dlugozima, VP and Director Of Community & Social
Networking
Michael Jacobson, Chief Financial Officer
Travis Bright, Vice President Of Sponser Relations
Sarah Hicks, Managing Editor
Andrew Golubock, Senior Account Director
Planet Green will provide entertaining, authentic & quality info for
such categories as eco-design, organic food & green
architecture, progmg for a green lifestyle

The Movie Channel (TMC)
Div/DBA: (Showtime Networks Inc)
1633 Broadway, New York, NY 10019
(212) 708-1600; Fax: (212) 708-1212
www.sho.com

Matthew C. Blank, Chairman/ Chief Executive Officer

David Nevins, President of Entertainment
TMC features daily movie marathons, ovemight & double vision
weekends & Movie Channel Xtra, offers more of viewers favorite
movies, 24-hours a day. Serving 34.8 million subs. Sateliites:
Satcom C-3, transponder 19 east; Satcom G-9,transponder 5
west

MSNBC
Mailing Address: 30 Rockefeller Plaza, New York, NY 10112
Second Address: 1 Microsoft Way, Redmond, WA 98052
(201) 583-5000; Fax: (201) 583-5179
Wwww.msnbc.com
contact.nbcnews@nbcuni.com
Sateliite: Galaxy IR; Transponder: 10
Dan Abrams, General Manager
Val Nicholas, Promotions Manager
Vivian Schiller, SVP & Chief Digital Officer
Jennifer Brown, VP & Executive Editor
Gregory Gittrich, VP of news & Product & executive producer
Ryan Osbom, VP of Digitalinnovation
Bonnie Optekman, VP of TV Connect
Andrew Locke, VP of Mobile Devices
MSNBC is an all news net 24-hours

MTV Networks
1515 Broadway, New York, NY 10036
(212) 258-8000; Fax: (212) 258-8100
www.miv.com/

Chris McCarthy, President

Tom Calderone, General Manager

Jacqueline Parkes, EVP, Marketing & Creative
MTV2 is the premier destination to find the hottest mix of music
videos, long form music programs, exclusive access to their
favorite bands, and ground-breaking music before it hits
mainstream

MTV Networks Latin America
Div/DBA: (formerly MTV Latino)
1111 Lincoln Road, 6th Floor, Miami Beach, FL 33139
(305) 535-3700; Fax: (305) 535-8388; (305) 535-5377
www.mtvia.com
Pierluigi Gazzolo, Managing Director
Jacqueline Cantore, VP Of Programming For MTV Latin
America
Juan Carlos Acosta, Chief Financial Officer & Sr Vice
President
Josh Greenberg, Sr Vice President Of Programming &
Creative Strat
Tatiana Rodriguez, Sr Vice President Of Programming &
Creative Strat
MTV's sixth global network, 24-hour progmg, advertiser
supported & available in Latin America & the United States.

Wor‘ltﬁga’aioHistory

Serving over 8.5 million subs. Satellite: Satcom C3, transponder
19 (USA); PanAm Sat 3, transponder 5C & 6C (Latin America)

MTV: Music Television
Div/DBA: MTV Networks Inc
1515 Broadway, New York, NY 10036
(212) 258-8000; Fax: (212) 258-8100
www.mtv.com

Judy McGrath, Chairman

Robert Warren Pittman, CEO
A 24-hrs music video ch in stereo, with 22 worldwide music on
the web, original, innovative online music & entertainment
progmg to each net. Also includes 14 intemational destinations
throughout Europe, Asia, & Latin America

National Geographic Channel
1145 17th Street NW, Washington, DC 20090-8199
(202) 912-6500; Fax: (202) 912-6603
channel.nationalgeographic.com/
comments@natgeochannel.com
Satellite: Satcom C-3; Transponder: one

David Haslingden, CEO

Kiera Hynninen, President

John Ford, Programming Director
NGC provides the spectacular imagery that the National
Geographic is know for in stunning high-dedinition

New Frontier Media
Mailing Address: 6000 Spine Road, Suite 100, Boulder, CO
80301
Second Address: 8484 Wilshire Bivd, Suite 850, Beverly Hills,
CA 90211
(303) 444-0900, (888) 875-0632; Fax: (303) 938-8388
www.noof,com

Larry Flynt, CEO

Michael Klein, President

William Mossa, Promotions Manager

Chris Woodward, Chief Financial Officer
TEN is a network that uses the 'un-inhibited' editing standard,
24-hours a day. Multiplex chs: TEN On Demand, TENBIox,
TENBIue, TENClips & TENXtsy, PLEASURE. Serving 13.7
milfion subs. Satsliite: Telstar 7-24, TUN, G10R-7

Newsworld International
Div/DBA: (North American Television Inc.)
1230 Avenue of the Americas, New York, NY 10020
(212) 413-5000
www.nwitv.com
nwifeedback@indtvholdings.com
John Bembach, Chairman
Intl progmg covering top stories from around the world plus
current affrs, documentaries, the latest business, financial &
sports news, 24-hours

NFL Network
10950 Washington Bivd, Culver City, CA 90232
(310) 840-4635; Fax: (310) 280-1132
www.nfl.com/nfinetwork/home
krista.ostensen@la.nfl.net

Brian Rolapp, President

Adam Shaw, Operations Dir
A national cable & satellite ch telecasting NFL content 24 hrs a
day. Sateliites: Galaxy 11, Transponder 9. Serving 30 million
subs. On more than 60 cable systems

NICK at NITE: See Nickelodeon
1515 Broadway, New York, NY 10036-8901
(212) 258-8000; Fax: (212) 258-7676
www.nickatnite.com
Herb Scannel, President
Kim Rosenblum, Vice President
Tom Hill, Executive Vice President
Katherine Maggio, Sr Manager, Customer Experience

Nickelodeon
Div/DBA: (MTV Networks Inc.)
1515 Broadway, New York, NY 10036
(212) B46-2543; Fax: (212) 258-6284
www.nickelodeon.com
nickprivacy@nickonline.com

Tom Freston, Chairman

Cyma Zarghami, President
Nickelodeon cable net targets kids. NICK at NITE provides
entertainment svc for the TV generation. NICKTOONS is the
24-hours digital destination for the next generation of animation.
NICK2 gives viewers the convenience of watching theirfavorite
Nickelodeon & NICK at NITE shows at different times of the day

NUVOtv
Mailing Address: 700 N Central Avenue, Suite 600, Glendale, CA
91203 US
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Second Address: 501 Tth Avenue, Suite 508, New York, NY
10018

(323) 256-8900

www.mynuvotv.com

NUVOLv is an English-language network for today's modem
Latino's. The network offers compelling original programming

OASIS TV
on 16 Cable Systems
2029 Century Park E, Suite 1400, Los Angeles, CA 90067-2507
(310) 553-4300; (310} 553-3010; Fax: (310) 553-4300
www.oasistv.com
service@oasistv.com

Azim Khamisa, Chairman
Independent content provider of branded Body-Mind-Spirit video
progmg. Range of topics: Health, Healing, Metaphysics,
Spirituality, Earth, Environment, World Peace, Visionary Arts &
Personal Growth

The Outdoor Channel
1000 Chopper Circle, Denver, CO 80204
(800) 770-5750; Fax: (951) 719-8977
www.outdoorchannel.com
webmaster@outdoorchannel.com
Roger Wemer, President
Steve Smith, Exec VP, Affliate Sales & Marketing
Teresa Chiniaeff, Vice President - Westem Region
Allison Hill, National Account Manager
Scott E. Fink, National Account Manager
Rebecca Groth, Manager, Integrated Marketing
Jennifer Lesterick, Advertising Services Representative
Viga Hall, Account Executive
Outdoor Channel offers progmg such as fishing, hunting, hiking,
competitive shooting & motor sports, 24-hours

OVATION-The Arts Network
2850 Ocean Park, Blvd 225, Santa Monica, CA 90405
(310) 430-7575; Fax: (703) 813-6336
www.ovationtv.com
info@ovationtv.com
Satellite: Galaxy VII; Transponder: 13
Ken Solomon, Chairman
Phil Gilligan, CFO
Liz Janneman, EVP, Ad Sales
Scott Woodward, SVP, Programming & Production
Sonia Chala Tower, SVP, Creative Relations
Jodi Lipe, SVP, Marketing
Liz Janneman, EVP, Network Strategy
RobRader, General Counsel
Brad Samuels, Executive VP of Distribution
The net covers arts news from around the world & children's arts
programs, 20 hours a day

OWN: The Oprah Winfrey Network
5700 Wilshire Boulevard, Los Angeles, CA 90036
(424) 204-1800
www.oprah.com
contactus@oprahweekend.com
Erik Logan, President
Neal Kirsch, COO/CFO
Mashawn Nix, Senior VP, Programming
Harriet Seitler, EVP/Chief Marketing Officer

Oxygen Media Inc
Div/DBA: NBC Universal
30 Rockefeller Plaza, New York, NY 10112
(212) 651-2070; Fax: (212) 651-2099
Www.oxygen.com
feedback@oxygen.com
Shanon Smith, VP, Production & Operations
Oxygen Media is a 24-hour cable network for women and is
avaifable in 77 million homes in the U.S.

Pennsyivania Cable Network (PCN)
401 Fallowfield Road, Camp Hill, PA 17011
(717) 730-6000; Fax: (717) 730-6005, (717) 441-4540
www.pentv.com
pentv@pentv.com
James J. Duratz, Chairman
Debra Kohr Sheppard, Sr VP & Chief Operating Officer
Brian Lockman, President & CEO
Michelle Harter, Operations Dir
Francine Schertzer, Director of Programming
Rick Cochran, Promotions Manager
MatthewHall, Director Of Programming Operations
Melissa Hiler, VP & Controller
Thierry Malley, VP, Strategic Partnerships
Joel Bechtel, VP, Marketing & Brand Development
Michelle Harter, Dir. Of Corporate Communications
Larry Kasper, Producer &Host
The nation’s preeminent state pub affrs net, with live & same-day
coverage of the Pennsylvania General Assembly. PCN also

covers significant state events, such as high school sports finals.
Serving 3.3 million subs on 150 cable systems,iransponder 13C.
Satellite: AMC-6
400 N. Broad St., Philadelphia, PA 19130-4015
(215) 854-4455
Corey Clarke, Bureau Chief
Pitisburgh Post Gazette Bldg, 34 Bivd., Pittsburgh, PA
(412) 263-1300
Doug Sicchitano, Bureau Chief

Pennsylvania Cable Network (PCN)
401 Fallowfield Road, Camp Hill, PA 17011
(717) 730-6000; Fax: (717) 730-6009
www.pentv.com
pentv@pentv.com

David R Breidinger, Chairman

Debra Kohr Sheppard, Senior VP, COO

Brian Lockman, President & CEO

Shawn McLain, Director of Operations

Francine Scherizer, VP, Programming

John Fox, Chief Engineer

Melissa Hiler, SVP & CFO

MitziHenry Jones, VP, Strategic Partnerships

Joel Bechtel, Vice President, Marketing and Brand

Development

Larry Kaspar, Producer and Host

Matthew Hall, VP, Field Operations
PCN is the nation's pre-eminent state pub affrs network, with live
& same day coverage of the Pennsylvania Senate/House & other
govt activities. PCN televises significant state events (such as
high school sports championships), toursmuseums & mfg
facilities in the state & distributes educ progmg

Pentagon Channel
601 North Fairfax Street, Alexandria, VA 22314
(301) 222-6780; Fax: (703) 428-0466
www.pentagonchannel.mil.com
info@pentagonchannel. mil

Gene Brink, General Manager
Pentagon Channel is a gov owned TV of the Department of
Defense, providing intemal communications to svc members,
families, the National Guard, the Reserve & military retirees,
available 24-hours

Plato Learning Inc
Mailing Address: 5600 W 83rd Street, Suite 300, 8200 Tower,
Bloomington, MN 55437
Second Address: 2425 North Central Expressway, Suite 1000,
Richardson, TX 75080
(800) 447-5286
www.plato.com; www.edmentum.com
info@edmentum.com
Vin Riera, President & CEO
Richard Whalley, Managing Director
Dan Jucknies, Sr VP, Sales & Professional Services
Darin Rasmussen, VP, Strategy & Corporate Development
Terri Reden, Promotions Manager
Rob Rueckl, CFO
Jamie Candee,Chief Revenue Officer
Dave Adams, Chief Academic Officer
Stacey Herteux, VP, Human resources
Andy Frost, VP, Product Management
Paul Johansen, Chief Technology Officer
Interactive TV progmg for children

Playboy TV
Div/DBA: (Playboy Entertainment Group)
2706 Media Center Drive, Los Angeles, CA 90065
(323) 276-4000, (877) 446-0771; Fax: {323) 276-4500
www.playboytv.com
billing@pb-access.com

Jeff Jenest, Sr VP And General Manager

Craig Simon, Operations Dir
Entertainment targeted to adults. Schedule consists of nearly
100% original Playboy programs with the balance comprised of
acquired programs & feature films. Serving 4.5 under PPV svc.
Satellite: Galaxy 5, transponder 2.
Hot Zone is a24-hour Pay-Per-View ch for adults. Satellite:
Telstar 7, transponder 5.
Hot Networks is a 24-hour Pay-Per-View ch for adults. Satelite:
Telstar 7, transponder &

Qve
Studio Park, West Chester, PA 19380
(464) 701-1000; 484-701-1647
WWW,QvC.com
webmaster@gqvc.com; media.relations@qve.com
Satellite: Satcom C-4; Transponder: 9
Michael A. George, President/CEO
Meade Rudasill, COO
Thaddeus J. Jastrzebski, CFO, Principal Accounting Officer,
EVP

WorldRacﬂMiﬂtory

Preeminent electronic retaller mkig a wide var of brand name
products, categories as home fumishings, licensed products,
fashions, beauty, electronics & fine jewelry

Sci-Fi Channel
Div/DBA: (USA Networks)
8800 W Sunset Blvd, 4th Floor, West Hollywood, CA 90069
(310) 360-2300; Fax: (212) 703-8533
www.syfy.com/scifi
feedback@syfy.com |
Dave Howe, President/CEQ
David Howe, General Manager
Dedicated to a broad rangs of science fiction & fact, fantasy, &
horror programs, 24-hours

The Science Channel
One Discovery Place, Silver Spring, MD 20910
(240) 662-2000; Fax: (240)(662-1854
science.discovery.conV; www.sciencechannel.com
first_last@discovery.com

Robert J. Miron, Chairman

Steven A. Miron, CEO

David M. Zaslav, President and CEO

Bill Goodwyn, General Sales Mgr

Robert R. Bennett, Managing Director

Paul A. Gould, Managing Director

M. LaVoy Robison, Dire¢tor

John Honeycutt,Chief Technology Officer

Adria Alpert Romm, Chief Human Resources & Global

Diversity Officer

Andrew Warren, SEVP Chief Financial Officer
Scientific topics ranging form string theory & futuristic cities to
accidental discoveries & outrageous inventions. Reaching more
than 50 million homes nationwide

SCOLA
21557 270th Street, McClelland, 1A 51548
(712) 566-2202; Fax: (712) 566-2502
www.scola.org
scola@scola.org
Satellite: Telstar §
Francis Lajba, President/CEQ
John Millar, Operations Dir
Foreign language news & epuc progmg, 24-hours a day

Scripps Networks
9721 Sherrilt Blvd, Knoxville, TN 37932
(865) 694-2700; Fax: (865) 690-9281
www.scrippsnetworksinteractive.com
Satellite: Galaxy IR; Transponder: 4
Kenneth W. Lowe, Chairman, President & CEO
Burton Jablin, President
Mark S. Hale, Operations Dir
Allison Page, General Manager, U.S. Programming
Robyn Ulrich, Promoiions Manager
Joseph G. Necastro, Chigf Financial andAdministrative Officer
Henry Ahn, EVP, Content Distribution and Marketing
Jim Clayton, EVP, Corporate Giving and Community Relations
Cynthia Gibson, EVP, Chief Legal Officer & Corporate
Secretary
NJ Pesci, Executive Vice|President, HumanResources
Mark Schuermann, Seniar Vice President and Treasurer
DIY cable TV net operated hy Scripps Networks, providing in
depth demonstrations & tips: for categories such as home
improvement, home bidg, topls, products, gardening,
landscaping, automotive, bopting, decorating, design, arts,
crafts,cooking, hobby & recreations, 24-hours

ShopNBC
on 1900 Cable Systems
Div/DBA: EVINE |
ValueVision Media Inc, 6740 Shady Oak Road, Eden Prairie, MN
55344
(952) 943-6000; (800) 676-8523; Fax: (352) 9436011
www.shophq.conV; www.evine.com

Frank Elsenbast, CFO
ValueVision Media (Nasdaqj VVTV) operates in the rapidly
growing converged world of TV, the Intemet & e-commerce. The
company flagship media property, ShopNBC, the nation's fastest
growing shoppng network, ig best into 70 million homes 24hrs a
day. GE Equity & NBC own gpproximately 27% of ValueVision
Media. Satellite used and transponder: Galaxy 15, transponder
12

ShorisHD
Div/DBA: Shorts Entertainment Networks
2716 Ocean Park Boulevarg, Suite 1091, Santa Monica, CA

90405 '

(310) 452-1400; Fax: (310) 288-6545
us.shorts.tv/

info@shorts.tv
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Carter Piicher, Chief Executive Officer

Marshall Nord, President

Jana Janicky, General Sales Mgr

Bruce Rider, Programming Director

Cathy Cassese, Marketing & Advertising

Lucy Harvey, Production

Efren Rodriguez,Submissions/Acquisitions
Short films, available 24-hours, ad-supported

Showtime Networks Inc
1633 Broadway, New York, NY 10019
(212) 708-1600; Fax: (212) 708-1212
www.sho.com
Sateliite: Satcom C-3; Transponder: 19 (east)

Matthew C. Blank, Chairman
THE MOVIE CHANNEL & FLIX. SNI also operates & manages
the premium TV net SUNDANCE CHANNEL, SHOWTIME on
Espanol, a separate audio feed of SHOWTIME, available for the
Sp-speaking audience. SNI also markets & distributes sports
&entertainment events for exhibition to subscribers on a
pay-per-view basis. Multiplex chs: SHOWTIME BEYOND,
SHOWTIME PAY-PER-VIEW. SHOWTIME EXTREME,
SHOWTIME FAMILY ZONE, SHOWTIME NEXT, targeting gen
young adults 18-24, SHOWTIME SHOWCASE,
SHOWTIMETOO, SHOWTIME WOMEN

The Ski Channel
NSS Data: TV-CATV only
881 Alma Real Dr, Terrace 8, Pacific Palisades, CA 90272
(310) 230-2050
deski.com
connielawn@aot.com; info@theskichannel.com
Connie Lawn
Covers major natl, international & specialty stories for radio & TV
stns in the U.S. & around the world. Also do live talk-back
features. Serves radio, TV & write ski reports

Soapnet
3800 West Alameda Avenue, Burbank, CA 91505
(818) 569-7500; Fax: (818) 566-1358
www.soapnet.com
editor@sonuni.com
Mary Ellen DiPrisco, Programming Director
Sheri York, Promotions Manager
Errol Lewis, Editor In Chief And Publisher
Xavier Toups, Co-Founder
Soapnet features today’s soaps tonight, classic soaps, news &
info from the world of soaps, 24-hours. Serving 35.7 million subs.
Satellite: Galaxy 10 R

SPEED Channel Inc
9711 Southern Pines Bivd, Charlotte, NC 28273
(704) 731-2222, (704) 731-2285; Fax: (704) 731-2197
www.speedtv.com
Nat'l Network: Fox Sports 1
Satellite: Satcom C-4; Transponder; 11
Hunter Nickell, President
Francois McGillicuddy, Vice President Of Finance
Patti Wheeler, Exec VP Of Programming & Production
Erik Ameson, Vice President Of Media Relations
Providing insight & action, number one authority for anything
motorsports

Spike TV
Div/DBA: (division of MTV Networks)
2600 Colorado Avenue, 37th Floor, Santa Monica, CA 90404
(310) 907-2400
www.spiketv.com
spike-feedback@spike.com
Satellite: Satcom C-3; Transponder: 18
Kevin Kay, President
Cedric ‘Mac' Foster, VP & General Manager
Tom Zappala, EVP, Programming
Frank Tanki, EVP, Brand Marketing & Creative
Jonathan Ladd, SVP, Legal & Business Affairs
Jon Slusser, SVP, Sports & Multi-platformProgramming
David Schwarz, SVP, Communications
Brian Dermody, Senior Sports Writer
Dana Flax, Social Media Editor
Network for men
2806 Opryland Dr., Nashville, TN 37214-1209
(615) 457-7230

The Sportsman Channel
2855 S James Drive, Suite 101, New Berlin, Wl 53151
(262) 432-9100; Fax: (262) 432-9101
www.thesportsmanchannel.com
viewerinfo@thesportsmanchannel.com
Satellite: Telstar 5; Transponder: 1

C. Michael Cooley, President

Todd D. Hansen, Operations Dir

Darrell Lake, General Sales Mgr

Jim Seley, Programming Director

Jeff Brown, Vice President Western Region

Maura Fried, Vice President Sales Operations

Ben Lines, VicePresident Of Marketing

Molly McFarland, Director Of Affiliate Sales

Lisa Swan, Director Partnership Marketing

Dani Mill, Marketing Manager
The Sportsman Channel provides continuous hunting & fishing
progmg 24-hours a day

TBN is America’s most watched relg network, offering 24-hours
of coml-free inspiritional originat programs, that appeal to
viewers in many denominations. Progmg includes Nashville
gospel concerts, health & fitness, talk shows & svcs
fromAmerica's largest Churches. Multiplex ch: TBN Enlace USA
is a 24-hour multi-faith Hispanic ch from Trinity Broadcasting
Network. The Church Channel is a new digital network from TBN
features church svc program from Protestant, Catholic & Jewish
faithgroups, 24-hours

Starz Entertainment LLC
Div/DBA: (formerly Encore Media Corp.)
8900 Liberty Circle, Englewood, CO 80112
(720) 852-7700; Fax: (720) 852-7710
www.starz.com

Chris Albrecht, CEO

Biil Myers, President

Jerry Maglio, Promotions Manager

Theano Apostolou, EVP, Communications
Offers 17 movie channels including the flagship Starz & Encore
brands with approximately 24.5 million & 31.5 million subs.
Advanced svcs including Starz HD, Encore HD, Starz On
Demand, Encore On Demand, MoviePiex On Demand, Starz HD
OnDemand, Encore On HD Demand, MoviePiex HD On
Demand, Starz Play & Vongo
southeast region
5775 Peachtree Dunwoody Rd, Suite D-620, Atlanta, GA
30342-1556
(404) 531-7060; Fax: (404) 531-7075

Cindy Feinberg, Rgni Vp
Founders
5445 DTC Pkwy, Suite 600, Englewood, CO 80111-3045
(303) 771-7700; Fax: (303) 267-4001

Robin Feller, Rgnl Vp
eastern region
70 Hudson St, Hoboken, NJ 07030-5630
(201) 239-8020; Fax: (201) 239-2290

Shanita Evans, Rgnl Vp
central region
111 E. Wacker Dr., Suite 1300, Chicago, IL 60601-3713
(312) 938-8900; Fax: (312) 938-8902

Susan LeVarsky, Rgnl Vp
International Channel
11766 Wilshire Blvd, Suite 710, Los Angeles, CA 90025-6538
(310) 477-9922; Fax: (310) 477-4544

Victoria Kent, Rgnl Vp
New Media
5445 DTC Pkwy, Suite 600, Englewood, CO 80111-3045
(303) 771-7700; Fax: (303) 267-4098

Leslie Nittler, Vp Sis & Mkig
Time Warmer & Central region office
2340 E. Trinity Mills Rd, Suite 300, Carollton, TX 75006-1942
(972) 417-2866; Fax: (972) 417-2806

Paige Holmes, Chairman

Sundance Channel
11 Penn Plaza, New York, NY 10001
(212) 654-1500, (212) 708-8025
www.sundancechannel.com
feedback@sundancechannel.com
Sateliite: Satcom C-4; Transponder: 20

Larry Aidem, President

Kim Gabelmann, Operations Dir
Sundance Channel is a 24-hours a day ch, featuring uncut
coml-free programs, providing TV viewers daring & engaging
feature films, short, documentaries, world cinema & animation

Talkline Communications Network
Park West Station, PO Box 20108, New York, NY 10025
(212) 769-1925, (866) 4-TALKLINE,(866)JEWISH RADIO; Fax:
(212) 799-4195
www.talklinecommunications.com
tentalk@aol.com

Rabbi Zev J. Brenner, President, Executive Producer
Nationally acclaimed Jewish TV programs carried on NBC digital
and cable systems in New York as well as nationwide and onfine

TBN-Trinity Broadcasting Network
on 43.4 million Cable Systems
Div/DBA: (TBN Cable Network)
Mailing Address: 2823 W trving Bivd, Irving, TX 75061
Second Address: PO Box A, Santa Ana, CA 92711
(972) 313-1333, (800) 735-5542, 888-731-1000, (714; Fax: (972)
313-1010
www.thn.org
cmay@tbn.org; cr@tbn.org
Satellite: Galaxy V; Transponder: 3
Matthew Crouch, Vice President
Tammy Robinson, Station Manager
Robert Higley, Promotions Manager
Colby May, Media Contact

Woer&oHistory

TBS
1050 Techwood Drive NW, Atlanta, GA 30318
(404) 885-4339; (404) 885-0758; Fax: (404) 885-4319
tbs.com
Satellite: Galaxy V; Transponder: 6

Philip | Kent, CEO

David Levy, President

Ken Schwab, Programming Director

Louise Sam, EVP, General Counsel

John E. Kampfe, EVPICFO
TBS is TV top-rated comedy network. It serves as home to such
original comedy series (just name a few) as MY Boys, The Bill
Engvall Show, Tyler Perry's House of Payne, Tyler Perry's Meet
The Browns & George Lopez's Lopez Tonight,
blockbustermovies; & hosted movie showcases

Telemundo
Mailing Address: 2290 W 8th Avenue, Hialeah, FL 33010
Second Address: 2340 West 8th Avenue, Hialeah, FL 33010
(305) 889-7200; (305) 884-8200; Fax: (305) 889-7205
www.telemundo.com

Don Brown, CFO

Ramon Escobar, President

Peter Blacker, Supervisor Of Digital Media

Alfredo Richard, Vice President Of Corporate Communications

Susan Solano, Senior Vice President Of Consumer Marketing
Telemundo, a United States Sp-language TV network, available
24-hours. Multiplex ch: Telemundo Internacional. Serving 32
million subs. Satellite: Satcom, transponder 20 east, AMC-4,
transponder 8 west

The Tennis Channel
Mailing Address: 2850 Ocean Park Blvd, Suite 150, Santa
Monica, CA 90405
Second Address: 250 Park Ave, Suite 825, New York, NY 10177
(310) 314-9400; (310) 392-1920; Fax: (310) 314-9433
www.tennischannel.com
Satellite: Telstar 5; Transponder: 15
Ken Solomon, Chairman & CEQ
William Simon, EVP, Chief Operating Officer & CFO
Bab Whylevy, SVP, Production
Doug Martz, Senior Vice President, Advertising Sales
Jeremy M Langer, VP, Programming
John latesta, Public Relations
PeterSteckelman, Senior Vice President, Business and Legal
Affairs
Steve Badeau, Senior Vice President, Research
Adam Ware, Senior Vice President, Heac of Digital
The Tennis Channel is the 24-hour cable TV network devoted to
professional tennis & tennis lifestyle

The Theatre Channel
NSS Data: Radio Only
Box 2676, 21 South Venice Bivd #2, Venice, CA 90294
(310) 823-6508
www.dcski.com
connielawn@aol.com
Cheryl Beach, CEQ/ICOO
Connie Lawn, President
Covers major natl, international & ski stories for radio & TV stns
in the United States & around the world. Also live ‘inserts’ into
radio & TV shows

Time Warner Cable
One Time Wamer Center, New York, NY 10019-8016
(212) 484-8000
www.timewamner.com
webmaster@timewarner.com
Jeff Bewkes, Chairman & CEO
Jeffrey L. Bewkes, President
John K. Martin, CFO & Administration Officer
Paut T. Cappuccio, EVP & General Counsel
Gary L. Ginsberg, EVP, Corporate Marketing &
Communications
Carol A. Melton, EVP, GlobalPubic Policy
Otaf J. Olafsson, EVP, Intemnational & Corporate Strategy
Keith Cocozza, Senior VP Corporate Communications
Cable svc. Serving over 1.3 million subs
41-61 Kissena Bivd, Flushing, NY 11355-3181

TNT (Turner Network Television)
One CNN Center, 13 North, Atlanta, GA 30303
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(404) 885-4339; Fax: (404) 885-4319

www.tntdrama.com

privacy.int@tumer.com

Satellite: Galaxy V; Transponder: 17

Top-rated networks, offers original series, also home to powerful
one-hr dramas, best premiere movies, compeliing prime-time
specials & championship sports coverage. Available in high
definition

TNT Latin America
1050 Techwood Drive NW, Atlanta, GA 30318
(404) 827-1700; Fax: (404) 575-5341
www.tntla.com
patricia.brito@tumer.com

Rick Perez, General Manager
Cable network best in Sp, Portuguese, English featuring
contemp, original movies, NBA coverage & exclusive premieres,
24-hours a day. Serving more than 8.5 million subs in 39
countries in the rgn. Safellite: PanAmSat 1, transponder 3

Toon Disney
3800 W Aiameda Avenue, Burbank, CA 91505
(818) 569-7500; (818) 460-7477, Fax: (818) 566-1358
disneyxd.disney.com

Leslie Ferraro, Co-Chair

Robert A Iger, Chairman & Chief Executive Officer

Ann Sweeney, President
Toon Disney s a var of acquired animated programs, 24-hours a
day. Serving more than 43 million subs. Safeflite: Galaxy 10R

Travel Channel
5425 Wisconsin Avenue, Suite 500, Chevy Chase, MD 20815
(301) 244-7500; Fax: (301) 244-7507
www.travelchannel.com

Patrick Younge, President

Bill Goodwyn, Generat Sales Mgr
Bringing knowledge, insight & info to a community of people who
want to experience their world & satisfy their curiosity

truTV
One Time Wamer Center, New York, NY 10019-6038
(404) 575-5577; Fax: (212) 973-3210
www.lrutv.com
privacy.iruTV@tumer.com
Ira Fields, CFO
Chris Linn, President
Marc Juris, General Manager
Court TV telecast trails day by day & high profile original
programs 24-hours. Serving 80 million subs

Turner Classic Movies (TCM)
1050 Techwood Drive NW, Atlanta, GA 30318
(404) 885-5535, (877) 826-5764
www.tcm.com
filmfestival@tcm.com
Mark Lazarus, President
Jennifer Dorian, General Manager
Features Hollywood's greatest movies of all time, presented
24-hours, coml-free

TV Asla
Div/DBA: (Asian Star Broadcasting Network inc.)
76 National Road, Edison, NJ 08817
(732) 650-1100; Fax: (732) 650-1112
www.tvasiausa.com
info@tvasiausa.com

Hasmukh R Shah, President

Kavita T Asia, Regional Manager

Rilesh Shah
TV Asia provides a wide range of prgmg produced for South
Asian Americans, 24-hrs

TV Guide Channel
6922 Hollywood Blvd, Los Angeles, CA 90028
(323) 817-4600; (800) 866-1400; Fax: (323) 762-8815
www.tvguide.com
emily.christner@tvguide.com
Satellite: Satcom C-4
Ray Hopkins, President
Christy Tanner, SVP & General Manager
Sasha Eysymontt, VP, Engineering
Jeff Schultz, VP, Business Development
Sasha Eysymontt, Senior Vice President, Engineering
David Singer, Vice President, ProductDevelopment
Mary Berger, Vice President, West Coast Sales
Emily Christner, Vice President, Marketing
70 million
708 Third Ave., 21st FI., New York, NY 10017-4201
(212) 370-1799; Fax: (212) 370-7575
Chris Manning, Eastem Slis Mgr

TV Japan
Div/DBA: (Japan Network Group Inc)
100 Broadway, 15th Floor, New York, NY 10005
(212) 262-3377; (877) 885-2726; Fax: (212) 262-5577
www.tvjapan.net/en
takeuchi@tvjapan.net
Koki Matsumoto, President
TV Japan is a Japanese language ch, available 24-hours a day.
Sateliite: Galaxy I, transponder 24

TV Land
1515 Broadway, New York, NY 10036
(212) 258-8000; Fax: (212) 846-1775
www.tvland.com
video.support@tvland.com
Satellite; Satcom C-3; Transponder: 18
Larry W. Jones, General Manager
TV Land is the only network dedicated to the best of everything
TV from the past 50 years, available 24-hours

TVG Network
19545 NW Von Neumann Drive, Suite 210, Beaverton, OR
97006
(888) 752-9884
www.tvgnetwork.com; www.tvg.com
customerrelations@tvg.com; pr@tvg.com
Satellite: GE-1; Transponder; 23
Ryan O'Hara, COO

Univision Communications inc
605 3rd Avenue, 12th Floor, New York, NY 10158
(212) 455-5200; Fax: (212) 867-6710
www.corporate.univision.com
Satellite: Galaxy IR
Francisco J. Lopez-Baloa, Executive VP & CFO
Randy Falco, President And CEO
John W. Eck, EVP, Technology, Ops & Eng/Chief Local Media
Offer
Jessica Rodriguez, Executive VP & CMO
Juan Carlos Rodriguez, President, Univision Sports
Keith Tumer, President, Advertising Sales & Marketing
Isaac Lee, President, Univision News
Tonia O'Connor, President, Content Distribution & Chief Cmcl
Offer
Univision Network, the most-watched Spanish-language
broadcast television network in the U.S. reaching 97% of U.S.
Hispanic households.
Serving 34.5 million subs. Satellite: Gataxy 1R.
TeleFutura Network, a general-interestSpanish-language
broadcast television network, which was launched in 2002 and
now reaches 83 million U.S. Hispanic households. Serves 7.2
million subs. Satellite: Galaxy 1
Central
2323 Bryan St., Suite 1900, Dallas, TX 75201-2603
(214) 758-2405; Fax: (214) 758-2395
Deanna Andaverde, Vp Affl Ret
East
605 Third Ave, 26 FI., New York, NY 10156-0180
(212) 455-5342; Fax: (212) 986-4731
John Heffron, Vp Affll Rels

Urban Television Network Corp
PO Box 3066, Crested Buttle, Colorado, CO 81224-3066
(970) 349-5836
www.ddgtv.com
ddgweb2011@ddgtv.com

Dan Devlin, CEO

Diane Fiolek, Creative Dir.

Kartik Dakshinamoorthy, Scenic Design Dir.

Laurel Lawrence, Project Manager

Mary B. Delvin, Office Manager

Hannes Kling, Director of Production

Julie Blair, Social Media Director
News sets, softset, virtual set environments, promotions,
newsrooms, facility planning, lighting direction, consultation,
Videssence integration & softset (Virtual Reality Sets)

Versus

on 4,893 Cable Systems

Div/DBA: (now part of NBC Sports Network)

One Comcast Center, 27th Floor, Philadelphia, PA 19103

(215) 665-1700

WWW.VErsus.com

Offers collegiate sports featuring nationally-ranked teams from
top conference, features the best field sports progmg on TV & is
a destination for sports fans, athletes & sportsmen to find
exclusive, competitive events that audiences can'tfind etsewhere
90 Park Ave., 2nd Fl., New York, NY 10016-1301

(212) 883-4000; Fax: (212) 687-1819

11835 W. Olympic Bivd., Suite 980, Los Angeles, CA
90064-5001

WorldRadfdGory

(310) 473-5404; Fax: (310)/473-6525

VH1 (Music First)
Div/DBA: (MTV Networks Inc)
1515 Broadway, 45th Floor, New York, NY 10036
(212) 846-8000; Fax: (212) 846-1804
www.vh1.com
velocityinfo@viacom.com
Satellite: Satcom C-4; Transponder: 23
Chris McCarthy, President
Laura Molen, SVP VH1 Ad Sales
Eflen Dominus, SVP VH1 Ad Sales
Jake Piasecki, SVP VH1 Ad Sales
Jim Balbirer, SVP VH1 New Business Development
Sarah Weir Looss, VP VH1 Digital Ad sales
Mark Mclintire, SVPVH1 |ntegrated Marketing
VH1 is a 24-hours ch that fgatures new, current & classic music
video, for viewers ages 18-49 who grew up with music videos.
Multiplex chs: VH1 Classic,'VH1 Country, VH1 Megahits, VH1
Soul & VH Uno

WE-Women's Entertainment
11 Pennsylvania Plaza, 19th Floor, New York, NY 10001
(212) 324-1300
www.wetv.com

Marc Juris, President

Kim Martin, General Manager
A 24-hours cable net featuring classic movies & TV progmg
devoted entirely to romancel

The Weather Channel
300 Interstate North Parkway SE, Atlanta, GA 30339
(866) 843-0392; Fax: (770) 226-2950
www.weather.com

David Kenny, Chairman

Michael J. Kelly, President/CEO

Terry Connelly, President
All-weather progmg 24-hourp a day: ratl, intemational, rgnl & loc
weather forecasts & featureg. Multiplex ch: WeatherScan,
Serving 87.5 million subs. Satellite: GE Satcom C-3,
transponder 13
845 Third Ave., 11th Floor, New York, NY 10022-6601
(212) 893-2245

Lyn Andrews, Pres. Twc Media Solutions

WGN America
2501 West Bradiey Place, Chicago, IL 60618-4718
(773) 528-2311, (773) 883-3241, (212) 210-5900; Fax: (773)
883-6299
WGNAmerica.com
WGNAmerica@tibunemedia.com

Sean Compton, President

Chris Manning, General Sales Mgr
Broad scope entertainment network offering blockbuster movies
& series, including MLB baseball & NBA basketball in HD. Total
subscribers: 72 million. Satellite used and transponder: Galaxy
14, transponder 13C

WNBC-TV
30 Rockefeller Plaza, 7th Figor, New York, NY 10012
(212) 664-4444 , (866) 639-7244; Fax: (212) 413-6509
www.nbcnewyork.com

Bob Greenbiatt, Chairman

Steve Burke, CEO

Deborah Tumess, President

Janice Huff, Meteorologist

Lauren Scala, Reporter

Melissa Russo, Anchcr/Govemment Affairs Reporter

Andrew Siff, General Assignment Reporter
Nework featuring movies, original series, sports specials, teen &
children’s progmg, 24-hours

Worship Network
, PO Box 428, Safety Harbor, FL 34695
(800) 728-8723
www.worship.net
info@worship.net
Transponder: 7
Bruce Kobish, President
Tim Rasmussen, Senior djrector of production
Worship Network features, sqenery from around the world with
words of wisdom from scriptures & inspirational music. Available
24 hours a day

WSBK-TV
Div/DBA: (Boscom)
1170 Soldiers Field Road, Boston, MA 02134
(617) 787-7000; Fax: {617) 254-6383
www.boston.cbslocal.com/station/tv3g/
Satellite: GE-3; Transponder:3

Mark Lund, President And General Manager
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WSBK-TV is a 24-hours ind ch from Boston featuring sports,
movies, news & specials

Youtoo TV
Div/DBA: (formerly AmericanLife TV Network)
6565 North MacArthur Blvd, Suite 400, Las Colinas, TX 75039

us

(214) 444-7100; Fax: (469) 828-1745

www.youtoo.com; www.youtooamerica.com
Chris Wyatt, President

Regional Cable News Networks

8 Las Vegas News Now
Div/DBA: KLAS-TV
3228 Channel 8 Drive, Las Vegas, NV 89109
(702) 792-8888; Fax: (702) 792-2977
www.lasvegasnow.com
info@lasvegasnow.com
Lisa Howfield, President and General Manager
Eric Aegerter, Production Manager
Terri Foley, News Director
Joyce Kotnik, Assistant News Director
Irene Pengson, Programming Director
Misty Morgan-Yousfi, General Sales Manager
TimFoley, Director of Technical Services
Las Vegas Now is a 24-hours loc news ch serving the Las
Vegas area

ABC10
4600 Alr Way, San Diego, CA 92102
(619) 237-1010; (619) 237-6285; Fax: (619) 527-0369
www.10news.com
kgtv_marketing@10news.com
Jeff Block, Vice President/General Manager
Joel Davis, Station Manager
Tiffani Lupenski, News Director
San Diego's Newchannel provides original newscasts, repeats of
KGTV-10 newscasts & live break-ins 24 hours

Alibritton Communications
1000 Wilson Blvd, Suite 2700, Adington, VA 22209
(703) 647-8700; Fax: (703) 647-8746
www.allbritton.com/
jkilen@allbrittontv.com
James Killen, General Sales Mgr
There are 8 stns; WJLA. Newschannel 8. WHTM, WSET, WCIU,
WBMA, KATV, KTUL

The Arizona News Channel
5555 N 7th Avenue, Phoenix, AZ 85013
(602) 207-3333; Fax: (602) 207-3477
www.azfamily.com
feedback@azfamily.com; web@azfamily.com

Steve Rauscher, Sales Manager

Andy Lashbrooke, Local Sales Manager
Arizona's first & only 24-hour loc news svc built on a unique
partnership; live loc breaking coverage gives viewers the latest
news from around the Valley, NewsChannel 3's ‘Good Moming
Arizona,’ ‘Good Day Arizona,’ 'Good Evening Arizona' &'The
News Show' replay throughout the day on the AZ News Channel,
Cox Cable Channel 14; progmg also includes loc productions
exclusive to cable, such as ‘Project Parenting.’

Bay News 9
Div/DBA: Bright House Networks
700 Carilion Pkwy, Ste 9, St. Petersburg, FL 33716
(727) 329-2400; (888) 437-1239; Fax: (727) 329-2434
www.baynews9.com
desk@baynews9.com

Mike Gautreau, Senior News Director
Bay News 9 is a 24-hour ch owned & operated by Bright House
Network. The ch serves over 1 million cable customers in Tampa
Bay. Also programs a 24-hour Sp & sports ch

The California Channel
1121 L Street, Suite 110, Sacramento, CA 95814
(916) 444-9792; Fax: (916) 444-9812
www.calchannel.com
contact_us@calchannel.com

Sam Attisha, Chair

Walter Hughes, Vice Chair

Carolyn Mclntyre, State Association Representative

Deane Leavenworth, Secretary

Del Heintz, Treasurer
The Califomia Channel is an independent, nonprofit, public
affairs cable television network. Programming includes coverage
of Califomia Assembly and Senate floor sessions and committee
meetings, capitol press conferences, and proceedingsof
regulatory boards and state commissions. 33.5 hoursiweek,
serving 5,800,000 subs

Central Florida News 13
Div/DBA: Bright House Networks
20 N Orange Avenue, Suite 13, Orlando, FL 32801
(407) 513-1300; Fax: (407) 513-1310
www.mynews13.com
newsdesk@mynews13.com

Robin A. Smythe, VP & General Manager

Tim Geraghty, Senior News Director
Centrai Florida News 13 is Orlando & the Central Florida
Region's only 24-hour loc cable news ch seen only on Bright
House Networks

CLTV News (ChicagoLand Television News)

2501 West Bradley Place, Chicago, IL 60618-4718

(773) 528-2311; Fax: (630) 571-0489

www cltv.com

Covers Chicago loc & rgnl news, sports, news, weather & traf
info, serving 1.9 million subs

The Comcast Network
3601 South Broad Street, Philadelphia, PA 19148
(215) 952-2200; Fax: (215) 981-8420
www.csnphilly.com
askesn@comcastsportsnet.com

Brian Monihan, President & General Manager

Maureen Quilter, Senior Director of Communications
The Comcast Network, is an award-winning, 24-hours news, tatk,
sports & entertainment cable net created by Comcast Cable
Communications, that has steadily won viewers, awards &
accolades since its inception in 1996. It provides
qualitylocally-produced progmg in four main areas-live,
interactive television; rgnl news; entertainment; coverage of high
school, college & professional sports. It continues to expand its
compelling mix of news, talk, sports & entertainment progmg
throughthe eastem seaboard, from Washington DC, to the new
England area, broadcasting to 6.2 milion viewers everyday

County News Center
1600 Pacific Highway, Room 208, San Diego, CA 92101-2422
(619) 595-4633; Fax: (619)557-4027
www.countynewscenter.com/
communications@sdcounty.ca.gov

Michael Workman, Director

Tammy Glenn, Assistant Director

Tegan Glasheen, Communications Manager

Jose Alvarez, Communications Specialist

Craig Sturak, Health &yHuman Services Agency

Michael Clock, Public Safety
Country Television Network San Diego makes country govt more
accessible & understandabie to the citizens of San Diego County
through informational progmg focusing on the svcs, programs &
current issues of county gov, 24 hr a day, serving708,700 subs

CP 24
299 Queen Street W, Toronto, ON M5V 225 Canada
(416) 384-2400; Fax: (416) 384-6554
www,cp24.com
now@cp24.com

Lindsey Brodie, Advertising and Sales

Bianca Reino, Public Affairs Representative

Jeannette Rabito, Sponsorship & Community Relations
Rgnl 24-hour a day English language news & information
channel

Michigan Government Television
111 S Capitol Avenue, 4th Floor Romney Bldg, Lansing, MI
48933
(517) 373-4250; Fax: (517) 335-7342
www.mgtv.org
mgtv@mgtv.org
Bill Trevarthen, General Manager
Cable network covering all branches of Michigan's state
govemment

New England Cable News

160 Wells Avenue, Newton, MA 02459

(617) 630-5000; Fax: (617) 630-5055

Www.necn.com

newsdesk@necn.com, feedback@necn.com
Bill McFarland, Managing Editor
Kenny Plotnik, VP, News
Brian Bumell, Evening Anchor
Latoyia Edwards, Anchor
Jackie Bruno, Entertainment Reporter
Pete Bouchard, Meteorologist

A 24-hour rgnl news net

News 12 Bronx

930 Soundview Avenue, Bronx, NY 10473
(718) 861-6800

bronx.news12.com/
news12bx@news12.com

Wo1lé111dioHistory

David Kirschner, General Manager
Pat O'Keefe, Sports Director
Lennaeia Batiste, Anchor/Reporter
J.T. Fetch, Anchor/Reporter
Darryl Green, Weather Anchor

A 24-hour regional news service

News 12 Connecticut
28 Cross Street, Norwalk, CT 06851
(203) 849-1321; Fax: (203) 849-1327
connecticut.news12.com/
news12ct@news12.com
David Kirschner, General Manager
Tom Appleby, News Director
Damian Andrew, Sports Anchor/Reporter
Gwen Edwards, Reporter
Mike Rizzo, Metgorologist
Ted Koppy, Anchor/Reporter
Gillian Neff, Anchor/Reporter
24 hour, 7 day week reg news ch featuring hyper-loc news
coverage including sports & weather

News 12 Hudson Valley

235 West Nyack Road, West Nyack, NY 10994

(845) 624-8780; Fax: (845) 735-1601
hudsonvalley.news12.com

news12hv@news12.com

Neighborhood News 12 is a 24-hrs news ch for individual
communities including: Bronx, Brooklyn, Connecticut, Hudson
Valley, Long Island, New Jersey & Westchester

News 12 Long island
1 Media Crossways, Woodbury, NY 11797
{516) 393-1200; Fax: (516) 393-1456
longisland.news12.com
news12li@news12.com
David Kirschner, Genera! Manager
Kevin Maher, Sports Director
Bob Wolff, Sports Correspondent
Danielle Campbell, Anchor
Rich Hoffman, Meteorologist
Doug Geed, Anchor
Stone Grissom, Anchor
Elizabeth Hashagen, Anchor
BillKorbel, Meteorologist
A 24-hours rgnl news svc

News 12 New Jersey
450 Raritan Ctr Pkwy, Edison, NJ 08837-3994
(732) 346-3200; Fax: (732) 417-5155
newjersey.news12.com/
news12nj@news12.com

John Bathke, Anchor Reporter

Marisa Brahney, Anchor/Reporter

Kurt Siegelin, Anchor

Dave Curren, Meteorologist
Provides 24-hour coverage of breaking news & events
throughout New Jersey, in addition to pub affrs, info & lifestyle
progmg of loc interest. Serving 1.8 million households in 14
northem & central counties in New Jersey

News 12 Westchester
6 Executive Plaza, Yonkers, NY 10701
(914) 378-8316; Fax: (314) 378-8938
wechester.news12.com/
news12wc@news12.com
Richard Giacovas, Reporter/Producer
Janine Rose, News Director
Lisa Salvadorini, Managing Editor
Walt Fowler, Sports Director
24-hour news organization covering Westchester County

News 14 Carolina
316 East Morehead Street, Suite 100, Charlotte, NC 28202
(704) 973-5800; Fax: (704) 731-2760
www.twenews.com/nc/
feedback@news14.com; citnews@twcnews.com
Caroline Blair, Anchor
Nick LaGrange, Anchor
New 14 Carolina offers 24-hours loc news & weather every ten
minutes on the Ones

News Channel 8

1100 Wilson Blvd, Adington, VA 22209

(703) 236-9555; 703-236-9552; Fax: (703) 236-2331
www.wjla.com/newschannel-8/

apfenton@sbgtv.com

A 24-hour news svc offered in the Washington, DC metropolitan
area over all cable svcs. It is available to cable subs in
Alexandria, Arlington County, Fairfax City, Fairfax County &
Loudoun County in Virginia, Montgomery & Prince
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George'sCounties in Maryland & Washington, DC. Reaches 1.2
miltion

News On 6
303 N Boston Avenue, Tulsa, OK 74103
(918) 732-6000; Fax: (918) 732-6185
www.newson6.com/
Wade Deaver, Vice President of Sales
Derek Criss, Director of Local Sales
Jill Millaway, Digital Sales Manager
Lex Sehl, Local Sales Manager
Shawn Jordan, Director of National Sales
Jim Megk, Director of Key Accounts & New
BusinessDevelopmnt
David Brace, Account Executive

NewsChannel 5+
474 James Roberison Pkwy, Nashville, TN 37219
(615) 248-5250; 615-244-5000; Fax: (615) 244-9883
www.newschannel5.com
mbonnett@newschannel5.com; newsroom@newschannel5.com
Rick Casebeer, Executive Director
Mark Martin, News Operations Manager
Lyn Plantinga, Generaf Manager
Lori Hinkle, Assignment Desk Manager
Natalie Ryman, Sales Manager
Mark Binda, Programming Director
Sandy Boonstra, NewsDirector
Gibson Prichard, Engineering Dir
Jared Tumer, Director of New Media
Michelle Bonnett, Assistant News Director
Tommy Crouse, Executive Producer
PatsY Fowler, Executive Producer
NewsChannel 5+ is a foc news & info stn, serving 550,000
homes in Middle Tennessee & Southem Kentucky

Pennsytvania Cable Network (PCN)
401 Fallowfield Road, Camp Hill, PA 17011
(717) 730-6000; Fax: (717) 730-6009
www.pcntv.com
pentv@pentv.com

David R Breidinger, Chairman

Debra Kohr Sheppard, Senior VP, COO

Brian Lockman, President & CEO

Shawn McLain, Director of Operations

Francine Schertzer, VP, Programming

John Fox, Chief Engineer

Melissa Hiler, SVP & CFO

MitziHenry Jones, VP, Strategic Partnerships

Joel Bechtel, Vice President, Marketing and Brand

Development

Larry Kaspar, Producer and Host

Matthew Hall, VP, Field Operations
PCN is the nation’s pre-eminent state pub affrs network, with live
& same day coverage of the Pennsylvania Senate/House & other
govt activities. PCN televises significant state events (such as
high school sports championships), toursmuseums & mfg
facilities in the state & distributes educ progmg

Pittsburgh Cable News Channel {PCNC)
4145 Evergreen Road, Pittsburgh, PA 15214
(412) 237-1100; Fax: (412) 237-1286
www.wpxi.com/penc
assignments@wpxi.com; desk@wpxi.com

Brian Abzanka, Operations Dir

Mark W. Barash, Station Manager

Paul Curran, General Sales Mgr

K Connolly, Programming Director

Otto Schellin, Director of Engineering
Loc & rgnt news, talk & info

Radio Television Digital News Association
529 14th Street, NW, Suite 1240, Washington, DC 20045
(941) 896-4246; Fax: (202) 223-4007
www.rtdna.org
mikec@rtdna.org

Mike Cavender, Executive Director

Karen Hansen, Membership and Programs Manager

Kate Switchenko, Director, Events & Awards

Derrick Hinds, Communications, Marketing & Digital Media

Manager

Jon Ebinger, Intemational ProgramsConsultant

Holly Rose, Industry Relations and Sponsorship Manager
Orange County Newschanne! features exclusive coverage of loc
news, sports, weather & traf in southem Califomia's Orange
County, 24 hours serving over 575,000 subs

Regional News Network (RNN)

800 Westchester Avenue, Suite S-640, Rye Brook, NY 10573
(914) 417-2700, (914) 417-2709

www.mntv.com/

Christian J. French, Chief Operating Officer

Richard E. French, Jr., President & CEO

Richard French ill, President of News & Programming

Marc Weiner, News Director

Tom O'Hara, Chief Financial Officer
RNN is a 24 hour provider of news & pub info targeted to
suburban New York, Connecticut & and New Jersey reaching
over 6.2 million homes

Rhode Island News Channel
10 Orms Street, Providence, RI 02904
(401) 453-8000; Fax: (401) 331-4431
www.abc6.com
radeszkoza@abc6.com
John Methia, Director of Broadcast Operations & Engineering
Chris Tzianabos, Vice President/General Manager
Cindy Walsh, General Sales Manager
Elizabeth O'Brien, National Sales Manager
Don Curtin, Promotion Manager
Kelly Johnston,News Director
Ken Bell, Sports Director
Rhode Island News Channel is a simulcast & rebroadcast of
WLNE newscasts for Rhode Istand

SNN News (WSNN-LD)
Div/DBA: Citadel Communications
1741 Main Street, Sarasota, FL 34236
(941) 953-7755, (941) 361-4880, (941) 361-4600; Fax: (941)
361-4699
www.snntv.com
news@snn6.com
Charles Cusimano, Station Manager & GSM
Valerie Rose Schmidt, Business Manager
Kelby Miller, Promotions Manager
Craig Burdick, News Director
Tony Femandez, Chief Engineer
Aliyson Henning, Anchor
Lynden Blake, Anchor
JustinMosely, Chief Meteorologist
A 24-hour cable news ch with focus on loc news & info

Spectrum News Centrai NY (formerly TWC News)
Div/DBA: TWC
815 Erie Bivd E, Syracuse, NY 13210
(315) 234-1000; Fax: (315) 234-0635
www.twenews.com/nys/central-ny
youmews@twcnews.com

Thomas Rutledge, CEO

Dinesh C. Jain, Chief Operating Officer

Ron Lombard, News Director
A 24-hour loc/rgnl news ch serving 560,000 Time Wamer cable
subscribers throughout central/iupstate New York

Spectrum News NY1 (formerly New York 1 News)
75 Ninth Avenue, New York, NY 10011
(212) 691-6397, (212) 379-3311, (212) 367-0600; Fax: (212)
379-3575
www.ny1.com
newspix@nyi.com

Pat Kieman, Chief Engineer

John Davitt, Chief Meterologist

Roger Clark, General Assignment Reporter

Vivian Lee, Anchor/Reporter

Jamie Stelter, Traffic Reporter

Michael Herzenberg, General Assignment Reporter
A 24-hour, all-news cable ch devoted primarily to coverage of
New York City, its burroughs and neighborhoods

Spectrum News Rochester (formerly R News/TWC
News)
71 Mt Hope Avenue, Rochester, NY 14620
(585) 756-2424; Fax: (585) 756-1673
www.twenews.com/nys/irochester/
feedback@captitaltonight.com

Thomas Rutledge, CEO

Dinesh C. Jain, COO
Loc news 24-hours 7 days per week. Interactive daily call-in
show. Nightly loc Sp newscast

WJLA-TV/Newschannel 8
1100 Wilson Blvd, Arlington, VA 22209
(703) 647-9552, (703) 236-9555; Fax: (703) 236-2345, (703)
236-2341
www.wjla.com
newsdesk@wijla.com

Scott Thuman, Chief Political Correspondent

Kellye Lynn, Anchor/Reporter

Steve Rudin, Meteorologist

Alex Parker, Sports Host
A 24-hours rgnl news svc for Washington, DC, suburban
Maryland & northem Virginia. On 15 cable systems serving
1,125,000 subs

WorldRadi&AﬂBry

WOWT 6 News
3501 Famam Street, Omaha, NE 68131
(402) 346-6666; 402-233-7922; Fax: (402) 233-7888;
402-233-7881
www.wowt.com
sixonline@wowt.com
Matt Thompson, Programming Director & Community Affairs
Jeff Sabin, Director of Technology
Mary Beth Keating, National Sales Manager
Joel Helzer, General Sales Manager
Ross Jemstrom, Sports Producer

Regional Cable Sports Networks

Big Ten Network

444 N Michigan Avenue, Suite 1200, Chicago, IL 60611

(312) 665-0700; Fax: (312) 665-0740

www.btn.com

btn2gosupport@btn.com
Mark Silverman, President
Kim Beauvais, VP, Human Resources & Business Operations
Mark Hulsey, Senior VP, Production & Executive Producer

CBS Sports College Network
28 East 28th Street, New York, NY 10016 US
212-975-5100
www.cbssportsnetwork.com
Sumner M Redstone, Chairman
Lesfie Moonves, President & CEO

Comcast SportsNet
3601 South Broad Street, Philadelphia, PA 19148
(215) 336-3500; Fax: (215) 952-5996
www.csnphilly.com
askcsn@comeastsportsnet,com
Jack Williams, Chairman
Jon Litner, President
Rgnf TV progmg sves includes live coverage of Philadelphia
Flyers ice hockey, Philadelphia '76ers basketball, Philadelphia
Phillies baseball, pro boxing, college basketball, footbalt, indoor
lacross, ABL, loc sports news & sports talkprograms.
Serving 3 million subs on MSOS(16)

Comcast SportsNet Mid-Atlantic
One Comcast Center, 3601 South Broad Street, Phifadelphia, PA
19148
(301) 718-3200; Fax: (301) 718-3300
www.csnwashington.com; www.comcastsportsnet.com
askesn@comcastsportsnet.com

James L. Dolan, Executive Chairman

Hank Ratner, President / CEO
Rgnl sports net serving mid-Atlantic. Progmg includes Orioles
baseball, Capitals, hockey, Wizards, basketball, ACC & CAA.
Serving 4.4 million subs on over 200 cable systems.
Satellite: Spacenet Ill, transponder 12-H, ch 23 (scrambled)

Comcast SportsNet New England
42 3rd Avenue, Burlington, MA 01803-4414
(617) 933-9300; Fax: (617) 933-4677
WwW.Csnne.com
Cam Neely, Presiden
Boston Celtics basketball, New York Mets (Connecticut only),
catlege basketball, golf, football, hockey, professional tennis,
soccer & auto racing.
On 215 cable systems serving 2.9 million subs.
Satellite: GE1, transponder 44

Cox Channel 4 San Diego
350 10th Avenue, Suite 500.?San Diego, CA 92101
(619) 686-1900; Fax: (619) §76-4993
www.4sd.com
4SDWebsite@coxmedia.com

Dave Bialis, Senior Vice Rresident/General Manager
San Diego Padres baseball, 'Ftc

Cox Communications, Inc
Mailing Address: 1400 Lake Heam Drive, Atlanta, GA 30319
Second Address: PO Box 78071, Phoenix, AZ 85062-8071
(623) 594-8759, (623) 594-1000, (623} 243-7153; Fax: (623)
322-7424
WWW.COX.COm {
James Cox Kennedy, Chajrman
John M. Dyer, President And CEO
Patrick J. Esser, President, Cox Communications
Mark A. Kaish, Senior Vice President, Technology Operations
Bilt Hoffman, President, Cox Media Group
Mark F. Bowser,Executive Vice President and Chief Financial
Offic
Len Bariik, Executive Vice President of Product Management
and
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Kevin Hart, Executive Vice President and Chief Technology

Asheesh Saksena, Executive Vice President and Chief

StrategyOffice

Rhonda Taylor, Executive Vice President and Chief People

Officer

Alex Taylor, Senior Vice President of Field Operations
Phoenix Suns basketball, sports specials, high school sports &
high school championships, etc. Phoenix metropolitan area
serving over 500,000 subs. Loc microwave/fiber distributed
regionally to additional operators

Cox Sports Television
2121 Aidine Drive, 2nd Fioor, Metairie, LA 70001
(504) 304-2740; Fax: (504) 304-2243
www.coxsportstv.com
steve.blair@coxmedia.com
Rod Mickler, Vice President
Cox Sports TV is an innovated, 24 hours net providing
compelling & rgnl sports progmg. Satellite: Galaxy 23. Serving
1.3 million sub, on 79 cable systems, transponder one

CPTV Sports
1049 Asylum Avenue, Hartford, CT 06105-2411
(860) 278-5310; (860) 275-7550
http://cptvsports.org
info@cptvsports.org; audiencecare@cpbn.org
Francisco L Borges, Chairman
Dean Orton, Chief Operations Officer
Jerry Franklin, President & CEO
Meg Sakellairdes, Chief Financial Officer
Jeffrey S Hoffman, Vice Chair

ESPN Classic
190 N State Street, 7th Floor, Chicago, IL 60601-3302
(312) 332-3776, (312) 980-1000; Fax: (860) 766-2400
Wwww.espn.com

John Cravens, VP/General Manager

Adam Delevitt, Program Dir.

John Humi, Engineering Dir.

Randy Merkin, Asst. program Dir.

Mike Fowler, Sr. Sales dir.

Keith Sgariglia, Managing Editor
Classic sporting events, sports series, documentaries & movies;
home shopping for sports merchandise & interactive sports

games.
Serving 20 million subs on 400 plus cable systems.
Satellite: Galaxy 7, transponder 13 (compressed)

ESPN Inc
545 Middle Street, ESPN Plaza, Bristol, CT 06010
(860) 766-2000, (888) 549-3776; Fax: (860) 766-2400
WWW.espn.go.com
John Skipper, President
Ed Durso, Executive VP, Administration
Russell Wolff, Executive VP, Managing Director
Sean Bratches, Executive VP, Sales & Marketing
Norby Williamson, Executive VP, Programming
Charles Pagano, Executive VP,Chief Technology Officer
Christine Driessen, Executive VP, CFO
John Wildhack, Executive VP, Production
John Kosner, Executive VP, Digital & Print Media
John A. Walsh, Executive VP, Executive Editor
ESPN offers a var of professional & amateur sports, including
NFL, college basketball, NHL major league baseball, the
woman's NCAA toumament.
On 28,000 affiliating cable systems serving over 77 million subs

ESPNews
ESPN Plaza, 545 Middle Street, Bristol, CT 06010-9454
(860) 585-2000; (888) 549-3776; Fax: (860) 766-2400
www.espn.com

John Skipper, President

Fox Soccer
on 550+ Cable Systems
10201 West Pico Bivd, Los Angeles, CA 90035
(310) 444-8642; Fax: (310) 444-8445
msn.foxsports.com/foxsoccer/
ben.alkaly@fox.com

David Stemberg, President

Fausto Ceballos, Operations Dir

C J Olivares, General Manager

Mike Petruzzi, General Sales Mgr

Frank Uddo, Programming Director

Veronica Alvarez, Promotions Manager
Fox Soccer Channel is the nation’s leading TV destination for
young, passionate & affluent soccer fans. The best in exclusive
coverage of professional, college & youth soccer. Satellite:
Galaxy 11, transponder 8

Fox Sports en Espanol
1440 S Sepulveda Bivd, Los Angeles, CA 90025
(310) 444-8658; Fax: (310) 444-8445
www.fse.tv; www.foxdeportes.com
patrick.ilabaca@fox.com
Live, exclusive coverage in Sp of the Copa Toyota Libertadores
& Major League Baseball's Alil-Star game & World Series
postseason, boxing & nightly sports news. Serving 7.9 million
subs on 1,321 cable systems. Satellite: Satcom C1,Transponder
1,ch 8 (SA Power VU IRD D9225)
1211 Ave. of the Americas, New York, NY 10036-8701
(212) 822-7000

Tom Maney, Vp Adv Sis

Fox Sports Florida
500 East Brownard Boulevard, Suite 1300, Fort Lauderdale, FL
33394 US
(954) 375-3634; Fax: (800) 369-0073
www.foxsportsflorida.com
infoFL@foxsports.net

Eric Shanks, President

Steve Telio, SVP, General Manager

Marc LeSage, VP/General Sales Manager

Tim vy, Director, Programming

Corenna Smith, Director, Marketing & Communications

Ritchie Loerch, Director, Finance

Brett Opdyke,Executive Producer

Brian De Los Santos, Digital Content Manager
FSN Florida progmg includes Major League Baseball's Marlins,
Tampa Bay Devil Rays & National Hockey League’s Florida
Panthers

Fox Sports Net
10201 W Pico Blvd, BId 103, Los Angeles, CA 90035
(310) 369-6000; (310) 369-1000; Fax: (310) 969-6700
www.foxsports.com

Jeff Sheil, CFO

Randy Freer, President

Arthur Smith, Programming Director
A natl, rgnl & loc supplier of sports progmg.
Serves 68 million subs through 22 rgnl sports nets

Fox Sports Net Bay Area
77 Geary Straet, 5th Floor, San Francisco, CA 94108
(415) 296-8900; Fax: (415) 296-9198
www.fsnbayarea.com
fsnbayinfo@fsnbayarea.com
Ted Griggs, General Manager
Michael McCright, General Sales Mgr
Programing: San Francisco Giants, Oakland Athletics, Golden
State Warriors, San Jose Sharks, San Jose Saber Cats & San
Jose Stealth.
Serving more than 4 million households in Northem Califomia &
Northem Nevada.
Satellite:Compressed, AMC 1, T 18 Channel 110

Fox Sports Net Detroit
26555 Evergreen Road, Suite 90, Southfield, Ml 48076-4206
(248) 226-9700; Fax: (248) 226-9725
www.foxsports.com/detroit
fsdviewerinfo@foxsports.net

Greg Hammaren, SVP/GM

John Tuohey, Executive Producer
Cable sports net featuring Detroit Pistons, Red Wings, Tigers,
Fury, Shock, CCHA hockey & Michigan High School Association
championship contests.
Serving 3.2 million subs on more than 70 cable systems

Fox Sports Net Midwest
700 St Louis Union Station, Suite 300, St. Louis, MO
(314) 206-7000; Fax: (314) 206-7070
www.foxsportsmidwest.com/
midwest@foxsports.net

Jack Donovan, General Manager
Fox Sports Net Midwest reaches more than 5.4 million cable &
satellite TV homes in six Midwest states. It telecasts more that
2,000 hours of loc progmg each year, including coverage of St.
Louis Cardinals baseball, St. Louis Blues hockey,indiana Pacers
basketball, Indiana Fever basketball, Kansas City Royals
baseball, Cincinnati Reds baseball, Big 12: footbali, women's
basketball & showcase, Univ. of Missouri athletics, Kansas State
Univ. athletics, Univ. of Nebraska Basketball, Missouri Valley
Conference basketball, championship events, Gateway
Conference footbalt, & loc high school sports programs,
collegiate coaches shows
FSN indiana
135 N. Pennsylvania St., Suite 720, Indianapolis, IN 46204-2400

Fox Sports Net North
1 Main Street SE, Suite 600, Minneapolis, MN 55414-1036

Wor]cﬂga%ioHistory

(612) 330-2468, (612) 486-9500
www.foxsports.com/north

Robert Thompson, President
Rgnl Sports Network: Minnesota, lowa, Wisconsin, South Dakota
& North Dakota. MLB & Brewers, NBA Timberwolves & Bucks,
University of Minnesota hockey, & women's athletics, University
of Wisconsin men's & women's athletics, MarquetteUniversity
athletics.
Serving 3 million subs.
Satellite: GE 3, fransponder 6

Fox Sports Net Ohio
9200 S Hills Blvd, Suite 200, Broadview Heights, OH 44147
(440) 746-8000; Fax: (440) 746-8700
www.foxsportsohio.com; www.foxsports.com/ohio
contactus-fso@foxsports.net

Francois McGillicuddy, Senior Vice President/General

Manager

Trey Dolle, General Sales Manager

Mike Roche, Director, Programming

Steve Pawlowski, Promotions Manager

Tom Farmer, Vice President of Programming & Production

Alex Slemc,Director of Marketing & Communication

Bilt Janiak, Director of Finance

Barry McBride, Digital Content Manager

Kate Zelasko, Director of Communications

Johnny Nelis, Fox Networks Distribution Manager
Live sports progmg: Cleveland Indians, Cleveland Cavaliers,
Cincinnati Reds, Columbus Blue Jackets, college football,
basketball & sports news.
Serving 4.5 million subs on 206 cable systems.
Satellite: Satcom GE1, transponder T4.Altemate: GE1 T17
11311 Comell Park Dr., Suite 406, Cincinnati, OH 45242-1889
(513) 469-2008; Fax: (513) 469-2007
www.foxsports.net

Fox Sports Net Rocky Mountain
2399 Blake St, Suite 130, Denver, CO 80205
(720) 898-2700; Fax: (720) 898-2735
www.rockymountain.rootsports.com

Amy Tumer, VP Marketing & Communications

David Woodman, General Manager

David Belmonte, General Sales Mgr
Rgnl sports net serving 8 states. Progmg includes Denver
Nuggets, Utah Jazz, Colorado Avalanche, Colorado Rockies,
Univ of Denver & Big 12 conference. Serving 2.2 million subs on
300 cable systems.
Satellites: G7

Fox Sports Networks

Two Penn Plaza, 4th Floor, New York, NY 10001

(212) 465-6000; Fax: (212) 465-6024

www.msn.foxsports.com

A two-ch rgnl sports network that delivers approximately 300 live
games of the New York Islanders, Mets, New Jersey Nets &
Devils, in addition to horse racing, college football, basketball &
variety of sports specials.

On 128 affil cablesystems serving more than 2.7 million subs.
Satellite: GE SpaceNet 2, transponders 1

Fox Sports Southwest
100 E Royal Lane, Suite 200, irving, TX 75039
(972) 868-1800; (972) 506-7709; Fax: (972) 868-1678
www.foxsportssouthwest.com
fssouthwest.feedback@fox.com;
www.FSSouthwest.Privacy@fox.com

Jon Heidtke, General Manager

Mike Ibanez, General Sales Mgr

Mike Anastassiou, Programming Director
Rgnl sports net serving Texas, Oklahoma, Arkansas, Louisiana &
parts of New Mexico. Serving 9 million subs on 1,300 cable and
satellite systems. Satellite: Galaxy 11, transponder 4 (digitally
compressed)

FSN Arizona
2 North Central Avenue, Suite 1700, One Renaissance Square,
Phoenix, AZ 85004
(602) 257-9500; Fax: (602) 257-0848
www.foxsportsarizona.com/
fsarizona.feedback@fox.com

Mike Connelly, General Manager

Jen Baker, General Sales Mgr

Michael Bardess, Programming Director

Brett Hansen, Promotions Manager
Provides rgnl coverage of loc interest sports progmg. Serving 2.3
million subs in Arizona & Mexico. Satellite: C-1/16

FSN South
1175 Peachtree Street NE, 100 Colony Square, Suite 200,
Atlanta, GA 30361
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(404) 230-7300; Fax: (404) 230-7399
www.foxsports.com/south
FSSouth@foxsports.net

Jeff Genthner, SVP, General Manager

Brian Hogan, General Sales Mgr

Bill Irish, Programming Director

Rosolyn Little, Client Service Manager

Cheryl Raiford, CFO
NCAA sports, Atlanta Hawks, Memphis Grizzlies basketball,
Atlanta Braves, Baltimore Orioles, Cincinnati Reds, St. Louis
Cardinals baseball, Carolina Hurricanes, Nashville Predators
hockey, NASCAR, golf, tennis & much more.
Serving 11.3million subs on more than 1,100 cable systems.
Satellite; Galaxy 11, transponder 4, ch 2

FSN West
1100 S Flower Street, #2200, Los Angeles, CA 90015
(213) 743-7800; Fax: (213) 743-7841
www.foxsportswest.com/

Steve Simpsen, General Manager

Alex Tevlin, Director of progamming

Melissa Dlin, VP/General Sales Manager

Whitney Burak, Director of Communication

Pete Stella, Digitat Content Manager

Debbie Chavez, Director of Finance

lanLavallee, Director of Marketing & OAP
Los Angeles Lakers basketball, Kings hockey, Lazers indoor
soccer, Strings tennis, San Diego Soccers soccer & collegiate
sports, etc

FSN West 2
1100 S Flower Street, #2200, Los Angeles, CA 90015
(213) 743-7800; Fax: (213) 743-7841
www.foxsportswest.com/
Steve Simpson, General Manager
Lisa Laky, General Sales Mgr
Alex Tevllin, Programming Director
Amy Wilson, Promotions Manager
Greg Dowling, News Director
Pete Stella, Digital Content Manager
Rgnl sports net featuring the Los Angeles Dodgers, Los Angeles
Clippers, Los Angeles Galaxy, Mighty Ducks of Anaheim, USC &
UCLA athletic events & other sports.
Serving 3 million subs.
Satellite: G1, transponder 21

Madison Square Garden Network
Two Pennsylvania Plaza, New York, NY 10121-0091

(212) 465-6741, (212) 465-6225; Fax: (212) 465-6024
WWW.msg.com
mediainquiries@msg.com
James L. Dolan, Chairman
Donna Coleman, Chief Financial Officer
David O'Connor, President And CEO
Ryan O'Hara, President-Content, Distribution and Sales
Hank Ratner, Vice Chairman
Steve Collins, EVP, Facilities
Lawrence Burian,Executive Vice President/General
Counsel/Secretary
Barry Watkins, Executive Vice President,
Communications/Administr
New York Knicks, Rangers & Yankees; college football &
basketball games; boxing. Exclusive Garden events as well as
original series progmg.
Serving more than 6.1 miflion subs on more than 250 cable
systems.
Sateliite: Satcom 4,transponder 6

Mid-Atlantic Sports Network

333 W Camden Street, Baltimore, MD 21201

(410) 625-7100

www.masnsports.com
John Swancige, CEO
Michael Haley, Executive VP, Chief Financial Officer
Chris Glass, VP/ Executive Producer, Director of Operation
John J. McGuinness, SVP General Sales Manager
Jim Cuddihy, Executive Vice President,
Marketing,Programming
Ken Stiver, Engineering, Operations
Rhonda Reives, Traffic Director
Brad Wamick, Vice President, Platform and Technology
Joey Glowacki, Vice President, Sales

New England Sports Network (NESN)
480 Arsenal Street, Building #1, Watertown, MA 02472
(617) 536-9233; Fax: (617) 536-7814
www.nesn.com
sports@nesn.com
Sean McGrail, President/CEO
NESN is a cable sports svc that delivers Boston Bruins, Red Sox,
New England college sports as well as boxing, tennis, fishing,
bowling & wrestling.
Serving 3.5 million subs on 28 cable systems.
Satellites: Satcom F-4, transponder 13;GE C-3, transponder 14

WorldRadMory

Roots Sports
on 60 Cable Systems
323 North Shore Drive, Sutte 200, Pitisburgh, PA 15212
(412) 316-3800; Fax: (412) 316-3892
www pittsburgh.rootsports.com

Ted Black, General Manager
FSN Pittsburgh telecasts more than 2,000 hours loc progmg
each year including the Pitisburgh Pirates, Penguins & Steelers.
Also carries athletic contsts & progmg from the University of
Pitisburgh, West Virginia & the WPIAL, among others Satellite:
Galaxy 17

The Sports Network
2200 Byberry Road, Hatboro, PA 19040
(215) 441-8444; (800) 2277249; Fax: (215) 441-5767
www.sportsnetwork.com
kzajac@sportsnetwork.com

Ken Zajac, General Salgs Mgr

Bemie Greenberg, Coordlinator

Steve Cwitkowitz, Account Execufive
International real-time sports wire svc providing content, branded
web pages, satellite and/or'computer feeds directly to
broadcasters (radio & TV), print, Internet sites, wireless with state
of the art technology

SportsNet New York |
75 Rockefeller Plaza, 29th Floor, New York, NY 10019
(212) 485-4800; Fax: (212) 485-4802
www.sny.tv
sportsnetnewyork@sny.tv
Steve Raab, President

Victory Sports One
60 S 6th Street, Suite 3900, Minneapolis, MN 55402
(612) 661-3778 |
Carl Pohlad, Owner |
News 12 Bronx is a 24-hours rgnl news progmg svc (a News 12
Regional Network)

Yankees Entertainment and Sports Network LLC
The Chrysler Bldg, 405 Lexington Avenue, 36th Floor, New York,
NY 10174-3699
(646) 487-3600; Fax: (646) 487-3612
web.yesnetwork.com
info@yesnetwork.com
Michael Wach, President
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Canadian Cable Networks

Aboriginal Peoples Television Network
339 Portage Avenue, Winnipeg, MB R3B 2C3 Canada
(204) 947-9331, (888) 330-2786; Fax: (204) 947-9307
www.aptn.ca
info@aptn.ca
Jean LaRose, CEO
Danielle Audette, Programming Director
Sherry Rasmussen, Manager Of On-Air Promotions
Lisa Dunsmore, Manager Of Purchasing
Sean Rickner, Senior Manager Of Marketing
Jacqueline Jubinville, Manager OfCommunications
Dave Prefontaine, Manager Of Facilities

AMI
Div/DBA: (A division of The National Broadcast Reading Serv
1090 Don Mills Road, Suite 200, Toronto, ON M3C 3R6 Canada
(416) 422-4222, (800) 567-6755, Fax: (416) 422-1633
www.ami.ca
info@ami.ca

Joe Tedesco, Chairman

David Errington, President & CEO

Mike Hanson, General Manager

Janis Davidson Pressick, Communications Manager

John Melville, VP, Programming & Production

Line Gendreau, VP, Finance

Terry Reid, VP, HumanResources

Peter Burke, VP, Marketing & Communications

Philippe Lapointe, VP, Programming & Production

Betty Nobel, Vice Chair
Read published news in audio format for blind, vision-restricted &
sr Canadians

ARTV
1400 boul. Rene-Levesque Est, Bureau A-53-1, Montreal, QC
H2L 2M2 Canada
(514) 597-3636; Fax: (514) 597-3633
www.artv.ca

Catherine Dupont, Operations Dir

Marie Cote, General Manager

Marc Pichette, Promotions Manager
ARTV is a French-language channel dedicated entirely to arts
and culture. Twenty-four hours a day of great performances,
films, documentaries, dramas & design. The pleasure of
capturing the art and culture of Quebec, Canada & the
wholeworld

Bell Media
1800 McGill College, Suite 1600, Montreal, QC H3A 3J6 Canada
(514) 939-5000; Fax: (514) 939-3151
www.bellmedia.ca/
bellmediacommunications@bellmedia.ca

Mary Ann Turcke, President

Johanne Saint-Laurent, Operations Dir

Stuart Garvie, President Bell Media Sales

Chris Gordon, President Bell Media Radio

Nikki Moffat, Sr VP Finance

Scott Henderson, VP Communications

Anne McNamara, VPHuman Resorces

Domenic Vivolo, Exec VP Content Sales&Distribution Mktg
Progmg includes Super Ecran, the Fr pay-TV stn; Canal Famille,
children’s progmg stn devoted to children from ages 3 to 14;
Canal D, a specialty ch featuring mainly documentaries.
Serving 245,000 subs (Super Ecran); 2,110,000 subs(Canal
Famille), &1,705,000 subs (Canal D).
Serving 370 cable systems.
Satellite: Anik E-2, transponder 11-A

BookTelevislon: The Channel
Div/DBA: Bell Media
299 Queen Straet West, Toronto, ON M5V 2Z5 Canada
(416) 384-8000; Fax: (416) 591-5117
www.booktelevision.com/
info@booktelevision.com
Mary Ann Turcke, President, Bell Media
Talent coaching

Bravo!

Div/DBA: (div of Bell Media)

299 Queen Street W, Toronto, ON M5V 2Z5 Canada

(416) 591-5757 Fax: (416) 591-8497

www.bravo.ca

bravomail@bravo.ca

Bravol NewStyle Arts Channel is dedicated to entertaining,
stimulating & enlightening veiwers who have a taste for more
complex TV. Bravo! delivers a wide array of fine arts progmg,
balancing longer-form structured shows & shorter piecesthat
appear in a more random way as 'flow' to create a fluid mix of
distinctive music, dance, opera, drama, literature, cinema, visual

art, the art of TV & the art of tatk. Serving 5.8 miliion subs on 700
cable systems

Business News Network
299 Queen Street West, Toronto, ON M5V 225 Canada
(416) 384-4511
www.bnn.ca
info@bnn.ca
Lesley Harmer, Executive Producer
Grant Ellis, General Manager
Susan Corey Ehrhardt, Traffic/Automation
Andrew Reddick, Advertising Sales
Jeremy Roach, Marketing
Derrick McElheron, News And Guest Information

CBC Newsworld
Authentic Relations, CBC, PO Box 500, Station A, Toronto, ON
M5W 1E6 Canada
(416) 205-2409, (866) 306-4636; Fax: (416) 205-8684
www.cbc.caiews
ombudsman@cbe.ca
Remi Racine, Chaiman
Hubert T. Lacroix, President/CEO
Suzanne Morris, VPICFO
Maria Mirowicz, Programming Director
Maryse Bertrand, VP, Real Estate, Legal Services & GC
Heather Conway, EVP, English Services
Wiltiam B. Chambers, VP, Brand, Communications & Corp.
Affairs
Steve Guiton, Technology & Chief Regutatory Officer
Roula Zaarour, VP, People & Culture
Louis Lalande, VP, French Services
Live 24-hours news & info net on basic cable, satellite & wireless
in Canada.
On 1500 cable systems serving 8 million subs. Satellite: Anik E2
(Ku-band)

L. Wartman, Operations Dir

Rich Marchand, General Sales Mgr
Movies & news, educ programs weekend momings.
Serves 51 cable systems. Safellite: Anik C-1

Discovery Channel

Div/DBA: CTV Television Network

Mailing Address: PO Box 9 Station “O”, Toronto, ON M4A 2M9
Canada

Second Address: 299 Queen Street West, Toronto, ON M5V

5
(416) 384-5000; (866) 690-6179
www.clv.ca
comments@discovery.ca
Ivan Fecan, President
Corrie Coe, Programming Director
Non-fiction documentary TV progmg focusing on the themes of
nature, science & technology, adventure.
On 385 cable systems serving 5.6 million subs.
Satellite: Anik E2, Channel 210

DMX Music-Canada
Mailing Address: 1703 West Fifth St, Suite 600, Austin, TX 78703
Canada
Second Address: 200 Evans, Toronto, ON M8Z 1J7
(512) 380-8500, (770) 225-2500; (416) 252-0477; Fax: (512)
380-8501, (770) 246-3941
www.dmx.com
brad.trumble@dmxmusic.com

John Cullen, CEO

Paul Stone, President

Brad Trumble, Operations Dir
Formerly a residential svc, now a coml svc exculsively.
Considering a retum to the Canadian market. DMX commercial
audio svc; 102 formats digitat audio.
Serving 8000 subs. Satellites: C3 Bank, TBA (Ku-band)

The Comedy Network
Box 1000, Station “O”, Toronto, ON M4A 2W3 Canada
(416) 332-5300; Fax: (416) 332-5283
mail@thecomedynetwork.ca

Rick Brace, President

Brent Haynes, Programming Director
A 24-hour service featuring Canadian & intemational programs
devoted exclusively to comedy sketches, standup comedy, &
ongoing comedy series. Coverage area: national

Country Music Television (Canada)
64 Jefferson Ave, Unit 18, Toronto, ON M6K 3H4 Canada
(416) 534-1191; Fax: (416) 530-2215
www.cmtcanada.ca; www.cmt.ca
info@cmt.ca

Michael Harris, CEO
A 24-hour mus & entertainment net that combines mus videos
with programs and features that focus on the artists and their
mus.
Serving 7 million subs on 1,487 cable systems in Canada.
Satellite: Anik E2 (Ku-Band), transponder T4

CPAC-Cable Public Affairs Channel

Div/DBA: (A subsidiary of Consortium of Canadian Cable Comp
PO Box 81099, Ottawa, ON K1P 1B1 Canada

(877) 287-2722; Fax: (613) 567-2741

www.cpac.ca

comments@cpac.ca

Uncut, unfiltered coverage of Canadian pub affrs issues including
LIVE bests of the House of Commons & its Standing
Committees. Serving 7.2 million subs

CTV News Channel
Mailing Address: Box 9, Station”0", Toronto, ON M4A 2M9
Canada
Second Address: 299 Queen Street West, Toronto, ON M1S
4B5
(416) 384-5000; Fax: (416) 291-5337
www.clv.ca; www.ctvnews.ca
news@ctv.ca
Jana Juginovic, Programming Director
Continually updated headline news, business, sports, weather &
entertainment, every 15 minutes

CTV Television Network
Mailing Address: PO Box 9, Station “O", Toronto, Ca M4A 2M9
Canada
Second Address: 9 Channel Nine Court, Scarborough, ON M1S
4B5S
(416) 384-5000, (866) 690-6179, (800) 668-0060; Fax: (902)
4543302
www.clv.ca
BellMediaPR@belimedia.ca

Ivan Fecan, President/CEO

Phil King, President

Worl?:lgggioHistory

delivered by satellite ant

Falrchild Television Ltd
Mailing Address: #3300-4151, Hazelbridge Way, Aberdeen
Centre, Richmond, BC V6X 4J7 Canada
Second Address: 35 East Beaver Creek Rd., Unit 8, Richmond
Hill, ON L4B 1B3
(604) 295-1313, (905) 889-8090; Fax: (604) 295-1300, (905)
882-7140
www_fairchildtv.com/english/
info@fairchildtv.com

Joe Chan, President
The only Chinese language specialty TV across Canada. Serving
360,000 subs on 8 cable systems & DTH

The Family Channel Inc
181 Bay Street, PO Box 787, Toronto, ON M5J 2T3 Canada
(416) 956-2010, (800) 893-4862, (888) 835-7808; Fax. (416)
956-2035
www.family.ca
info@family.ca

Barbara Bailie, Director

Kevin Wright, Programming Director

Barbara Baifie, Director, Digital

Rebecca Hogg, Content Manager- Kids

Tom Szabla, Sales Coordinator

Niamh Marsh, Project Manager

Jason Yang, Developer

Rene Vega, Technical Lead
Premium TV net offering family entertainment based on 60%
from the Disney Channel, 25% Canadian & 15% intemational

progmg.
Serving 5.4 million subs, on 300 cable systems, transponder T20

FashionTelevisionChannel
299 Queen Street W, Toronto, ON M5V 2Z5 Canada
(416) 384-7400; Fax: (416) 384-0080
www.fashiontelevision.com/channel/channel.aspx
dougholland@att.net

Doug Holland, President
Tumkey opns, allocation studies, due diligence, transmitter
installations, upgrades & coverage maps

Food Network Canada
Div/DBA: Shaw Media
121 Bloor St E #1500, Toronto, ON M4W 3M5 Canada
(416) 967-1174
www.foodnetwork.ca/
feedback@foadnetwork.ca; webmaster@foodtv.ca
Barbara Williams, Exec VP, Broadcasting
Dervla Kelly, Sr VP, Marketing & Communications
Michael French, Vice President, Finance
Paul Cowiing, Vice President, Regulatory Affairs
Promotional concepts, scripts & publications for the bestg &
entertainment industries




Cable / Canadian Cable Networks

Global Entertainment
121 Bloor Street, Toronto, ON M4W 3M5 Canada
(877) 307-1999; (416) 446-5460
www.globaltv.com; www.globalnews.ca
viewercontacttoronto@globalnews.ca

Tim Schellenberg, General Manager

George Browne, Managing Editor

Ashley Applebaum, Publicity Manager

Anne Vranic, Senior Publicist

Rachelle Marion, Publicity Coordinator
The best of TV. Classy & cfassic entertainment & informational
progmg for those moving on from youth-skewed traditional TV
fare

HGTV Canada
Div/DBA: Shaw Media
121 Bloor Street E, Suite 200, Toronto, ON M4W 3M5 Canada
(866) 967-4488, (416) 967-0022; Fax: (416) 960-0971
www.hgtv.ca
feedback@hgtv.ca

Norm Bolen, President
A 24-hour Canadian home & garden progmg resource.
Serving 5.2 million subs.
Sateliite: F1, transponder T19

Investigation Discovery
10212 Jasper Avenue, Edmonton, AB T5J 5A3 Canada
(780) 440-7777; Fax: (780) 440-8899
www.investigationdiscovery.ca/
info@courttvcanada.ca

Robert J Miron, Chairman

David M Zaslav, President & CEO

Jill Bonenfant, Programming Director
Court TV Canada, in partnership with the U.S. based Court TV,
combines Court TV's compelling daytime live trial coverage, legal
analysis from inside U.S. courts with legal & police dramas,
movies, documentaries & series from Canada & abroad

La Magnetotheque
1055 Rene Levesque E, Suite 501, Montreal, QC H2L 4S5
Canada
(800) 361-0635, (514) 282-1999; Fax: (514) 282-1676
www.lamagnetotheque.qc.ca
info@lamagnetotheque.qc.ca

Majorie Theodore, President

Yvonne Senechal, VP, Operations

Majorie Theodore, General Manager

France Leduc, Communications

Yanick Plouffe, HR Director
French-tanguage reading svc for persons who are blind, visually
impaired, or print-handicapped

Le Canal Nouvelles
1600 De Maisonneuve boulevard East, Montreal, QC H2L 4P2
Canada
(514) 598-2869; (514) 526-9251; Fax: (514) 598-6037; (514)
599-5502
www.tva.canoe.ca

Martin Cloutier, General Manager

Le Reseau des sports (RDS)
1755 Bivd. Rene-Levesque Est, Suite 300, Montreal, QC H2K
4P6 Canada
(514) 599-2244; Fax: (514) 599-2299
www.rds.ca
webmaster@rds.ca
Gerry Frappier, Chairman / managing director
Gerry Frappier, President/GM
Gerry Frappier, General Manager
Martin Cer, General Manager of Digital Media
Marie-Claude Girard, Senior Manager Human Resources
Johanne Provost, DirectorFinance Depariment
Robert Turcotte, Vice President of Programming
Charles Perreault, New Vice President, Information and RDS
Info
Domenic Vanneli, Vice President Production
Patrick Jutras, Vice President Sales and Marketing
Provides 24-hour sports TV in Fr.
Satellite: ANIK E-2, transponder T-18

Life Network
Mailing Address: 3700 Galley Road, Colorado Springs, CO
80909 Canada
Second Address: 3925 N Centennial Blvd, Colorado Springs, CO
80903
(719) 591-2609, (719) 591-2724; Fax: (719) 573-7960, (719)
623-2487
www_elifenetwork.com
info@lifenetwork.ca

Lawrence O'Connell MD, Chairman

Diane Foley MD, President/CEQ

Laura Howe, VP Of Development And Operations

Luz Davidson, Administrative Manager

Brenda Shuler, VP Client Services

John Gore, Financial Manager
Offers lifestyle entertainment progmg about the people, places &
experiences that make the journey of life worthwhile &
interesting.
Serving 26 million English & Fr subs on 100 cable systems.
Satellite: Anik E2 (Ku-band), fransponderT19 (horizontal)

Movie Central

Corus Quay, 25 Dockside Drive, Toronto, ON M5A 0B5 Canada
(416) 479-6784

www.moviecentral.ca

info@moviecentral.ca

Coml-free premium pay TV svc including movies, mus & comedy
specials, major sports events & boxing (Superchannel, Movie
Max!, Viewers Choice, Pay-Per-View).

Serving 300,000 subs on 170 cable systems.

Satellite: Anik E2

MuchLOUD
299 Queen Street W, Toronto, ON M5V 2Z5 Canada
(416) 340-7207; Fax: (416) 384-6824
www.much.com
contact@much.ca
Jay Sanderson, CEQ
Production & cablecasting of net quality Jewish progmg in news,
pub affrs, educ, arts, PBS & entertainment

MuchMoreMusic
Div/DBA: M3 Bell Media
299 Queen Street West, Toronto, ON M5V 225 Canada
(416) 591-5757; Fax: (416) 926-4026
www.m3tv.ca/
bellmediapr.ca/M3; contact@m3tv.ca
David Kines, General Manager
Brings music fans Hot AC MusicVideo, top international specials,
documentaries, movies and a growing roster of exclusive, original
programming they can't find anywhere else

MuchMoreRetro
299 Queen Street West, Toronto, ON M5V 2Z5 Canada
(416) 591-5757; Fax: (416) 926-4026
www.m3tv.ca/; www.much.com
request@muchmoreretro.com

David Kines, General Manager
Source for 24/7 classic videoflow from artists including The
Police, Madonna, Bon Jovi, Corey Hart, Prince, Aerosmith,
Duran Duran, Janet Jackson, Rush, Nirvana and Alanis
Morissette and more

MuchMusic
299 Queen Street West, Toronto, ON M5V 2Z5 Canada
(416) 591-5757, (416) 340-7207; Fax: (416) 384-6824
www.muchmusic.com; www.much.com
contact@muchmusic.com; contact@much.ca

Jakob Nortman, President

Amanda Bino, Production Coordinator
For all your voice-over needs, including narration, corporate
videos, on-hold telephone messages & announcements for GPS
systems. Radio production facilities available

MuchVibe
299 Queen Street W, Toronto, ON M5V 225 Canada
(416) 591-5757
www.muchmusic.com/channels/muchvibe/; www.much.com
muchvibe@muchmusic.com; contact@much.ca
Joel Easton, General Manager
Virtual Radio is the oldest music website providing a new radio
format, content & internet expertise to bestrs world wide

MusiMax & MusiquePlus
355, rue Sainte-Catherine Ouest, Montreal, QC H3B 1A5
Canada
(514) 284-7587; Fax: (514) 284-1889
www.musiqueplus.com
auditoire@musiqueplus.com

Pierre Marchand, General Manager
Musimax is a French-language speciality svc owned equally by
Astral Media Inc. of Montreal and CHUM Ltd. of Toronto.
MusiquePlus is MuchMusic's French-language counterpart in
Quebec. Serving 2.078 million subs on approximately 120
cablesystems . Sateflite: Anik F1, transponder 98

Outdoor Life Network (OLN)
Div/DBA: Rogers Digital Media Television
9 Channel Nine Court, Scarborough, ON M1S 4B5 Canada
(416) 332-5000; Fax: (416} 332-5861
www.oln.ca/
Anna Stamboic, General Manager

WorldRadM&aer

Canada's destination for adventurous entertainment. Going
beyond the comforts of home, OLN's progmg reveals the
onsatible human drive for adventure

RDI-Le Reseau de I'Information
Div/DBA: (Formerly RDI-Le{Reseau de l'information de Radio
1400 Blvd Rene-Levesque E, Montreal, QC H2L 2M2 Canada
(614) 597-7224; Fax: (514)(597-5226
www.radio-canada.ca/rdi
gilies.desjardins@radio-canada.ca

Louis Lalande, Vice-President Principal

Michel Cormier, General Director

Guylaine Bergeron

Francois Messier, Productions

Jean Mongeau

Patricia Pleszczynska

Benoit Villeneuve
RDI-Le Reseau de lnformation is Canada's French-language
news network. RDI provide |ive of coverage major events,
newscasts every 15 minutes, sports, financial news, as well as
info programs on a wide rarjge of topics

Shaw Broadcast Services
2055 Flavelle Boulevard, Mississauga, ON L5K 1Z8 Canada
(905) 403-2020, (800) 268-2943; Fax: (305) 403-2022, (905)
403-2662
www.shawboradcast.com
shawbroadcastsupport@sjry.ca
Cam Kernahan, Vice President, P And Video Technology
Karen Baglole, Manager/Director Of Sales
John Piercy, SR VP Business
Gary Pizante, Vice President of Business
Development/Satellite
Expert in evaluating, selecting, integrating & implementing
satellite-based solutions for pusiness. Cancom operates in four
main lines of business: broagicast solutions, tracking solutions,
tearning solutions & data solutions

The Shopping Channel
53 Ambassador Drive, Mississauga, ON L5T 2P9 Canada
(800) 263-2900, (888) 202-0888; Fax: (877) 202-0877
www.theshoppingchannel.ca; www.theshoppingchannel.com
Steven Goldsmith, President
Ted Starkman, General Manager
Live, shop-at-home televised retait svc, offering a var of
consumer products.
Serving 5.7 million subs acrgss Canada via cable & satellite.
Satellite: Anik E2, lranspondFr 5

SPACE: The imaginatiop Station
299 Queen Street West, Toronto, ON M5V 2Z5 Canada
(416) 591-5757
www.space.ca/ )
space@space.ca; feedback@space.ca
Richard W. Burden, Engineering Dir
Best tech sves, facilities desi’fn, Traveller's Information Service

(TIS) & Educational FM (ED§M) FCC applications, Part 15 AM &
FM best systems engrg

Sportsnet 360 !
One Mount Pleasant Road, Toronto, ON M4Y 3A1 Canada
(888) 451-6363; (416) 764-2000
www.sportsnet.ca
feedback@sportsnet.rogers.gom
Angela Reimer, Sales Manager
Kelly Kirch, Programming Pirector
John Flack, Publishing
Nancy Bevilacqua, Digital Sales
Delivers the most compreherisive svc of professional & amateur
sports news & info from Canida & around the world & is in every
major Canadian cable markef

Star! The Entertainment; Information Station
299 Queen Street W, Torontq, ON M5V 2Z5 Canada
(416) 591-7400
www.cameraplanet.com
archive@cameraplanet.com

Steve Rosenbaum, President

TELETOON
on 1000 Cable Systems
Box 787, 181 Bay Street, Torpnto, ON M5J 2T3 Canada
(416) 956-2060; Fax: (416) 956-2070
www.teletoon.com
info@teletoon.com |
Heather Shaw, Executive Chair
Tom Peddie, Executive VP and Chief Financial Officer
Doug Murphy, President and Chief Executive Officer
Darrell Atherley, General Sales Mgr
Lestie Kruger, Promotions Manager
Judy Adam, Vice President,Finance
Scott Dyer, Executive VP, Strategic Planning/Chief Tech Offcr
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This specialty net shows the best in animation from Canada &
around the planet.

Serving 6 million subs on 1,000 cable systems.

Satellite: Anik E2, transponder 20

TMN—The Movie Network/MOVIEPIX
Div/DBA: clo Bell Media
Mailing Address: 299 Queen Street West, Toronto, ON M5V 225
Canada
Second Address: PO Box 787 Suite 100, 181 Bay Street,
Toronoto, ON M5J 2T3
(416) 956-2010, (800) 565-6684; Fax: (416) 956-2018
www.themovienetwork.ca
kwright@tv.astral.com

Kevin Wright, Programming Director

Aubie Greenberg, Director-Original Programming

Kathleen Meek, Manager-Original Programming

Lisa Gotlieb, Coordinator-Original Programming
Two English-language, gen interest, pay TV nets featuring recent
movie titles on the multi-channeled TMN, & new classics on
MOVIEPIX.
Serving 350,000 subs on 200 cable systems.
Satellite: Anik E1 (Ku-band), transponder T31 (TMN}); AnikE2
(Ku-band), transponder T27 (MOVIEPIX)

Treehouse TV
64 Jefferson Avenue, Unit 18, Toronto, ON M6K-3H4 Canada
(416) 534-1191; (416) 479-6782
www.treehousetv.comy/
info@treehousetv.com
Susan Ross, General Manager
Phil Piazza, Programming Director
Treehouse TV is a specialty net dedicated to providing a variety
of imaginative, stimulating and coml-free progmg for
preschoolers from moming until bedtime.
Serving 4 million subs on 180 cable systems.
Satellite: Anik E-2,transponder 5

TSN—The Sports Network

9 Channel Nine Court City, Scarborough, ON M1S 4B5 Canada
(416) 332-5000; Fax: (416) 332-7656

www.tsn.ca

Stewart Johnson, President

Rick Chisholm, Operations Dir

Nikki Moffat, Generat Manager

Adam Ashton, Promotions Manager
TSN's flagship news program, SportsCentre, NHL & first three
rounds of the Stanley Cups Playoffs, Toronto Maple Leafs
hockey, Intemational Hockey including the IIHF World Junior
Championship, the Olympic Games through 2012. CFL, NFL,
PGATour & all four golf Majors, Season of Champions Curling,
NASCAR. A 24-hour sports ch distributed on cable in Canada.
Covers all major professional & amateur sports.
Serving 8.8 million subs on more than 2,000 cable systems.
Satellite: Anik E1,transponder 18 KU-H

TVOntario
Mailing Address: Box 200, Station Q, Toronto, ON M4T 2T1
Canada
Second Addrass: 2180 Yonge Street, Toronto, ON M4S 2B9
(416) 484-2665; (800) 613-0513; Fax: (416) 484-6285
www.tvo.org
fjavet@tvontario.org

Lisa De Wilde, CEO

Ray Newell, Operations Dir

Erika Kramer, VP, Production, Distribution & Administration

Clara Amold, VP, Talent & Engagement

Paul Dancy, VP, Finance & Legal

John Ferri, VP, Current Affairs & Documentaries

KarenGrose, VP, Digital Education

Todd Slivinskas, Chief Technology Officer

Andrew Stesle, VP, Strategy & Communications
Provides educ progmg in English & Fr off air & via cable systems
throughout Ontario.
TVO network {English) serves 98% of Ontario households. (Fr)
serves 75% of Ontario households & 300,000 households in
Quebec. Together the nets are on327 cable systems.
Satellites: Anik F1, transponder 21

Vision TV: (Canada’s Multi Faith Network)
64 Jefferson Avenue, Toronto, ON M6K 1Y4 Canada
(416) 368-3194, (888) 321-2567; Fax: (416) 368-9774
www.visiontv.ca

estella@visiontv.ca

Wo“%ioHistory

Cal Miller, President

Mark Prasuhn, VP And Genera! Manager
Programs presented by 30 plus faith groups, British comedies,
movies dramas, documentaries, pub affrs, music & performance.
Serving 7.8 million subs on 12 cable systems. Sateflite: Anik F1,
transponder 5

W Network

Corus Quay, 25 Dockside Drive, Toronto, ON M5A 0B5 Canada
(416) 534-1191

www.wnetwork.com

The Weather Network/MeteoMedla Iinc
Div/DBA: (A division of Pelmorex Communications Inc.)
2655 Bristol Circle, Oakville, ON L6H 7W1 Canada
(514) 597-1700; Fax: (514) 597-2981
www.theweathemetwork.com

Pierre L. Morrissette, President

Luc Perreault, Operations Dir
Natl satellite-to-cable TV network bestg in Fr (MétéoMédia) &
English (The Weather Network) offering weather & environmental
info 24-hours a day, 7 days a week.
Serving 8.2 million subs on 752 headends.
Satellite: Anik E2,transponder 1A

YTV Canada Inc
25 Dockside Drive, Toronto, ON M5A 0B5 Canada
(416) 479-6784; Fax: (416) 533-0346
www.ytv.ca
info@ytv.ca
John M. Cassaday, President
Phii Piazza, Programming Director
Susan Schaefer, Promotions Manager
English language basic cable specialty svc dedicated to children,
teens & their families.
On approximately 1,200 cable systems serving an estimated 8.1
million subs.
Satellite: ANIK E1 East/West-DVC, transponder 7 (nationwide),
111degrees (Ku-band), vert polarization, 11900 MHZ
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Major TV Program
Syndicators/Distributors

CBS Television Distribution
Mailing Address: 2450 Colorado Avenue, Suite 500E, Santa
Monica, CA 90404
Second Address: 1700 Broadway, 33rd Floor, New York, NY
10019
(310) 264-3300, (212) 315-4000; Fax: (310) 264-3301
www.cbstvd.com/
dtvwebmaster@cbsparamount.com

Armando Nunez, CBS Global, President & CEQ

Scott Koondet, Distribution President

Aaron Meyers, President, Programming/Development

Joseph DiSalvo, President, Sales

Steven A. LoCascio, EVP/CFO

Paul Montoya, President of MediaSales
New York Office
1700 Broadway, New York, NY 10019; Tel: 212-315-4000; Fax:
212-582-9255
Major First-Run Programming
Judge Judy, Dr. Phil, Wheel of Fortune, Jeopardy!, Inside
Edition, Judge Joe Brown, The Jeff Probst Show, Rachael Ray,
Entertainment Tonight
Major Off-Net Programming
Everybody Loves Raymond, CSI, Frazier, Criminal Minds, NCIS,
NCIS: Los Angeles, The Good Wife, Biue Bloods, Hawaii Five-O,
Hot in Cleveland

Disney-ABC Domestic Television
500 South Buena Vista Street, Burbank, CA 91521-6066
(818) 560-9300; Fax: (818) 560-5296
www.disneyabc.tviv3/home/
BVTV.Webmaster@disney.com
Ben Sherwood, Co-Chair
Peter Seymour, Exec VP & Chief Financial Officer
Tom Ascheim, President
Tom Malanga, SVP/Finance
Howard Levy, EVP, New York Office
Irv Schulman, SVP, New York Office
Sal Sardo, EVP/Marketing
RebeccaCampbell, President, ABC Owend TV Stations Grp
Kevin Brockman, Exec VP, Global Communications,
Disney/ABC TV Grp
Paul Lee, President, ABC Entertainment Group
Gary Marsh, President & Chief Creative Officer Disney
Channels
Geri Wang, President, ABC Sales
New York Office
Advertising/Media Sales: 1133 Avenue of the Americas, 33rd
floor, New York, NY 10036; Tel: 212-625-5100; Fax:
212-625-5140
Major First Run Programming
Who Wants to be a Millionaire, Live! with Kelly and Michael,
Katie
Major Off-Net Comedies
According to Jim, Scrubs, Tyler Perry's Meet the Browns

NBC Universal Domestic Television Distribution
30 Rockefeller Plaza, 11th Floor West, New York, NY 10112
(212) 664-4444; (212) 664-3056
www.nbcuni.com/broadcast/nbe-universal-domestic-television-dis
tribution/
nbcucareers@nbcuni.com
Ted Harbert, Chairman
Stephen B. Burke, CEQ
Matt Bond, Executive Vice President
Michael Angelakis, Vice Chairman and Chief Financial Officer
Arthur Block, Senior Vice President, General Counsel
David L. Cohen, Executive VicePresident
Domestic Syndication Programming
Access Holiywood, Access Hollywood Live, The Jerry Springer
Show, Maury, The Steve Wilkos Show
First-Run Syndicated Programming
The Chris Matthews Show, The Wall Street Joumal Report with
Maria Bartiromo
Off-Network Distribution
30 Rock, Friday Night Lights, House, Law and Order, Monk, The
Office, The Real Housewives franchise

Sony Pictures Television
10202 West Washington Boulevard
(310) 244-7737
www.sonypictures.com/tv/
press@spe.sony.com

Amy Pascal, Co-Chairman

Michael Lynton, CEQ

Steve Mosko, President

Chris Eiwell, EVP, US Distribution

Jeffrey Reyna, SVP, Business Affairs

Jeff Blake, Vice Chairman, Sony Pictures Entertainment,
Chairm
Tom Rothman, Chairman, SonyPictures Motion Picture Grp
David C Hendler, Sr Exec VP & Chief Financial Officer
Robert Lawson, Exec VP & Chief Communications Officer
George Rose, Exec VP, Worldwide Peopie & Organization
Leah Weil, Sr Exec VP & General Counsel

New York Office

550 Madison Avenue, New York, NY 10022; Tel: (212) 833-8500

Daytime Dramas

Tne Young and the Restless, Days of Our Lives

First-Run Syndication

The Dr. Oz Show, The Queen Latifah Show

Off-Network Syndication

Rules of Engagement, Community, Seinfeld, The King of Queens

Twentieth Television
2121 Avenue of the Stars, 21st Floor, Los Angeles, CA 90067
(310) 369-1000; Fax: (310) 369-3899
www.20thtv.com

Greg Meidel, President
First-Run Programming
The Ricki Lake Show, Dish Nation, The Wendy Williams Show,
Family Feud, The Jeremy Kyle Show, Divorce Court, Judge Alex
Major Off-Network Programming
Glee, Modem Family, Bum Notice, Family Guy, 24, Cops, The
Simpsons, My Name is Earl, The Unit, How | met Your Mother,
American Dad, The Cleveland Show

Major National TV News Organizations

ABC News
47 West 66th Street, New York, NY 10023
(212) 456-2777; Fax: (212) 456-2795
abcnews.go.com
customerservice@abcnews.go.com

Anne Marie Sweeney, President-Disney ABC

Ben Sherwood, President ABC

Barbara Fedida, VP/Talent

Joe Ruffalo, VP/News Digital

Susan Mercandetti, VP/Business Development

Andrew Kubitz, VP/Programming

Kevin Brockman, VP/GlobalCommunications
Ownership: Walt Disney Company
7 West 66th Street, New York, NY 10023; Tel: (212) 456-2777;
Fax: (212) 456-2796; Executives: David Weston, President; Dave
Davis, EVP; Paul Mason, SVP/Politics; Phyliis McGrady,
vP/Creative Development
Domestic Bureau: (Atlanta)
25810 Cumberland Parkway, SE, Suite 160, Atlanta, GA; Tel:
(770) 431-2380
Domestic Bureau: {Chicago)
190 North Sate Street, Chicago, IL 60601; Tel: {312) 899-4015;
Suzanne Caraher, Assignment Editor
Domestic Bureau: (Los Angeles)
4151 Prospect Ave., Los Angeles, CA 90027; Tel: (323)
671-5210; David Hemson, Bureau Chief; Mark Lima, Deputy
Bureau Chief; Michael Ray Gammon, Assignment Editor; Roger
Scott, Correspondent
Domestic Bureau: (New York)
47 West 66th Street, 3rd Floor, New York, NY 10023; Tel: {212)
456-2700; Wendy Fisher, Director/Domestic News; John
Berman, Correspondent
Domestic Bureau: (Washington)
1717 DeSales Street, Washington, DC 20036; Tel: (202)
222-7777; Robin Sproul, VP/Bureau Chief; Jane Aylor,
Director/Bureau Operations; David Chalian, Director/Political Unit
Domestic Bureau: (Dallas)
606 Young Street, Dallat, TX 75202; Tet: (214) 749-7013
Domestic Bureau: (Denver)
123 East Speer Bivd., Denver, CO 80203; Tel: (303) 832-7777
Domestic Bureau: (Miami)
1320 South Dixie Highway, Coral Gables, FL 33146; Tel: (305)
662-2116
Primetime Shows Exec. Producers:
20/20: David Sloan; Good Moming America: Tom Cibrowski;
Nightline: Jeanmarie Condon; Primetime: Eric Strauss; World
News Tonight with Diane Sawyer: Michael Com
Affiliate News Service:
ABSAT, 47 West 66th Street, 3rd Floor, Room 303, New York,
NY 10023; Tel: (212) 456-1700; Mike Huitt, Director;
Nac@abc.com

CBS News
555 West 57th Street, New York, NY 10019
(212) 975-4114
www.cbs.com
Jeff Fager, Chairman
David Rhodes, President
John Frazee, SVP/News Services

WorldRad1M40ry

Sonya McNair, SVP/Cammunications

Anthony Mason, Sr Buglness Correspondent
Domestic Bureau: (Atlanta)
260 14th Street NE, Atlanfe, Ga 30309; Tel: (404) 685-2400
Domestic Bureau: (Dallas)
10111 North Centra! Expressway, Dallas, TX 75231; Tel: (817)
4511111
Domestic Bureau: (Los Angeles)
7800 Beverly Bivd., Los Angeles, CA, 90036; Tel: (323)
575-2345 |
Domestic Bureau: (Miami)
4700 Biscane Bivd., Suite 1170, Miami, FL 33101; Tel: (305)
571-4400 |
Domestic Bureau: (San Francisco)
825 Battery Street, San Francisco, CA 94111; Tei: (415)
362-8177
Domestic Bureau: (Washlngton)
2020 M Street NW, Washington, DC 20036; Tel: (202) 457-4444
CBS News Programming:
The Early Show, Evening News, Up tot he Minute, Morning
News, 60 Minutes, 48 Hours Mystery, Sunday Morning, The
Saturday Early Show, Face the Nation

CNBC Inc
900 Sylvan Avenue, Engle&ood Cliffs, NJ 07632
(201) 735-2622; Fax: (2012) 735-3200
www.cnbc.com I'l

Patricia Fill-Kruschel, Chairman

Mark Hoffman, CEO |

Satpal Brainch, President

Tom O'Brien, Chief Revenue Officer

Thomas Clendenin, SVP/Marketing

Nikhil Deogun, SVP/Editor-in-Chief

David Fabor, Anchor/Reporter

Melissa Francis,Anchor/Reporter

Maria Bartiromo, Anchor/Reporter

Bertha Coombs, Anchor/Reporter
Domestic Bureau: (Washington)
1025 Connecticut Avenue NW, Suite 800, Washington, DC
20036; Tel: (202) 467-5400; Alan Murray, Bureau Chief/Anchor
Domestic Bureau: (Los Angeles)
3000 West Almeda Avenue, Burbank, CA 91523; Tel: (818)
840-3214; Lacy O'Toole, Bureau Chief
Programming: |
Worldwide Exchange, Squawk Box, Squawk on the Street,
Power Lunch, Street Signs, Closmg Bell, Fast Money, The
Kudlow Report
Weekend Programming:
The Suze Orman Show, The Wali Street Joumel Report

CNN
One CNN Center, Atlanta,
(404) 827-1700
WWW.Crin.com
Greg Dalba, President
Jonathan Davies, EVP/CNN Intemational
Richard Davis, EVPINews Standards
Susan Grant, EVP/News Services
Katherine Green, EVP/Managing Editor
Janet Rolle, EVP/Chief Merketing Officer
Domestic Bureau: (New York)
One Time Warner Center, New York, NY 10019; Tel: (212)
275-7800; Darius Walker, Bureau Chief
Domestic Bureau: (Boston)
637 Washington Stree, Suita 200, Brookline, MA 02446; Tel:
(617) 264-9905
Domestic Bureau: (Chicagol

A 30303

435 North Michigan Avenue,|Chicago, IL 60611; Tel: (312)
645-8555

Domestic Bureau: (Los Angeles)

6430 West Sunset Blvd., Log Angeles, CA 90028; Tel: (323)
993-5000

Domestic Bureau: (Miami)

12000 Biscayne Bivd., Miami, FL 33181; Tel: (305) 892-5100;
John Zarella, Bureau Chief

Domestic Bureau: (Washington)

820 First Street NE, Washington, DC 20022; Tel: (202)
898-7900; Sam Feist, Bureay Chief

Moming Programming: i

Starting Point, Anderson Coaper 360, Early Start, CNN
Newsroom, The Situation Room

Evening Programming:

The Situation Room, Lou Dobbs, CNN Election Center, Piers
Morgan, Anderson Cooper 360
Ovemight Programming:
Piers Morgan Tonight, Anderson Cooper 360

Fox News Channe!
1211 Avenue of the Americas, New York, NY 10036
(212) 301-3000

www.foxnews.com
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Robert Murdoch, Chairman

Chase Casey, Deputy Chairman/President

James Murdoch, Deputy COO/CEO

David Devoe, SVPICFO

Gerson Zweifach, SVP/General Counsel

John Nalien, Deputy CFO
Ownership: News Corp
Domestic Bureau: (Atlanta)
260 14th Street, Atlanta, GA 30318; Tel: (404) 685-2280; John
Boswell, Bureau Chief
Domestic Bureau: (Denver)
999 18th Street, Suite 1665, Denver, CO 80202; Tel: (303)
383-1170; Dennis King, Bureau Chief
Domestic Bursau: (Dallas)
301 North Market Street, Suite 450, Dallas, TX 75202; Tel: (214)
742-5005; Russell Cosby, Bureau Chief
Domestic Bureau: (Los Angeles)
2044 Armocast Avenue, Los Angeles, CA 90025; Tel: (310)
571-2000; Nancy Harmeyer, Bureau Chief
Domestic Bureau: (Miami)
1440 79th St. Causeway, Suite 208, North Bay Village, FL
33141; Tel: (305) 866-8007
Domestic Bureau: (Washington)
2201 C Street NW, Washington, DC 20520; Tel: (202) 496-0109
Primetime Shows:
Fox and Friends, Special Report with Bret Baier, The O'Reilly
Factor, Hannity; On Record with Greta Van Susteren, Your World
with Cavuto

MSNBC
1 MSNBC Plaza, Seacaucus, NJ 07094
(201) 583-5000; Fax: (201) 583-5453
www.msnbc.com
Phil Griffin, President
Shannon High-Bassilik, Managing Editor/VP
Jeffrey Zucker, CEO/NBC
Steve Capus, President/NBC
Val Nochols, VP/Business Development
Programming:
Today Show, Nightly News, Dateline, Meet the Press, MSNBC
™v

NBC News
30 Rockefeller Plaza, New York, NY 10112
(212) 664-4444; Fax: (212) 664-4085
www.nbc.com
Patricia Fill-Krushel, Chairman
Steve Capus, President
Marianne Gambelli, President/Net Advertising
Vivian Schiller, SVP/Chief Digital Officer
Chris Penna, Executive Editor
Executive Producer, Promotions Manager
Ownership: NBC Universal
Domestic Bureau: (Midwest)
454 North Columbus Drive, 1st Floor, Chicago, IL 60611
Programming:
Nightly News, TODAY, Dateline NBC, Meet the Press, Weekend
Today, Weekend Nightly News, NBC Sports

AccuWeather Inc
NSS Data: TV-CATV only
Mailing Address: 385 Science Park Road, State College, PA
16803
Second Address: 1270 Avenue of the Americas, Suite 1900, New
York, NY 10020
(814) 237-0309; (212) 554-4750; Fax: (814) 235-8609
www.accuweather.com
sales@accuweather.com

Joet N. Myers, Chairman and President

Barry Lee Myers, CEO

Evan Myers, President

Michael R. Smith, Senior Vice President

Joe Sobel, Senior Vice President

Elliot Abrams, Senior Vice President
TV, radio, weather progmg & systems, plus tumkey solutions to
take your foc news to the mobile web

AccuWeather Inc
385 Science Park Road, State College, PA 16803
(814) 235-8600; Fax: (316) 265-1949
enterprisesolutions.accuweather.com
salesmail@accuweather.com
Dr. Joel N. Myers, Founder, Chairman and President
Barry Lee Myers, CEO
Casey McGeever, Chief Commercial Officer
Michael Smith, Senior Vice President and Chief Innovation
Executi

Forecasts for radio & TV, meteorology training, sfides &
videotape of weather & related phenomena. Nexrad radar
interpretation seminar; distributor of Nexrad weather display
systems. Meteorologist 24/7, storm monitoring & customer svc

Delivery: APExpress. Elections: ENPS Stats, AP Politics, AP
Election Wire. Online content: CustomNews, AP Online, Online
Video Network, AP Spanish Online. Photos: Photo Archive,
Photo Stream

Agence France-Presse
1500 K St NW, Suite 600, Washington, DC 20005
(202) 289-0700; Fax: (202) 414-0632
www.afp.com
afp-usa@afp.com
Emmanuel Hoog, Chairman & Chief Executive
Remi Tomaszewski, Managing Director
Michele Leridon, Global News Director
Marielle Eudes, Managing Editor
Yves Gacon, Director for Documentation & Publishing
Olivier Lombardie, Sales AndMarketing Director
Caroline Raveton, Chief Information Officer
Produces a variety of intemational news svcs for radio & TV,
including text wires in six languages, photo wires, graphics &
financial wires plus video svcs

All Africa Global Media
920 M Street SE, Washington, DC 20003
(202) 546-0777; Fax: (202) 546-0676
www.allafrica.com
newsdesk@allafrica.com
Reed Kramer, CEO
Amadou Mahtar Ba, Co-Founder&Executive Chairman
A news & info svc on African affrs for TV, radio & print news svcs

American Academy of Dermatology
NSS Data: Radio Only
Div/DBA: American Academy of Dermatol
Mailing Address: Communications Department, Box 4014,
Schaumburg, IL 60168
Second Address: 930 E. Woodfield Road, Schaumburg, IL
60173
(847) 240-1280, (866) 503-7546; Fax: (847) 240-1859
www.aad.org
mediarelations@aad.org

Mark Lebwohl, President

Timothy G. Berger, Vice President

Abel Torres, President Elect

Kenneth J. Tomecki, VP Elect

Suzanne M. Olbricht, Secretary-Treasurer

Barbara Mathes, Assistant Secretary-Treasurer
Expert physicians available for TV & radio interviews, audio &
video tapes on skin cancer pevention & detection, as well as info
on skin, hair & nait conditions

American Heart Assoclation National Center
7272 Greenville Avenue, Dallas, TX 75231
(888) 474-VIVE, (877) 242-4277; Fax: (214) 706-5243
www.americanheart.org

Nancy Brown, CEO

Julie Del Barto, Programming Director
Periodic satellite news feeds of medical rsch stories

APTN Productions
The Interchange, Oval Road,Camden Lock, London, NW17DZ
United Kingdom
(0) 20 7482 7400; +44(0)20 7482 7600; Fax: (0) 20 7413 8312
www.aptn.com
aptninfo@ap.org

Nigel Baker, General Manager
Intemational TV svcs company, daily satellite news feeds to
bestrs worldwide, tech facilities, camera crew hire worldwide.
Serves TV
1995 Broadway, New York, NY 10023-5882
(212) 362-4440

The Associated Press
NSS Data: TV-CATV only
AP Broadcast News Center, 1100 13th Street, Suite 700,
Washington, DC 20005
(212) 621-1500; Fax: (202) 736-1124
www.apbroadcast.com
info@ap.org
Mary Junck, Chairman
Gary Pruitt, President & CEO
James R. Williams IH}, Operations Dir
Jessica Bruce, Vice President - Director of Human Resources
Kathleen Carroll, Senior Vice President - Executive Editor
Dave Gwizdowski, SeniorVice President - Revenue
Ken Dale, Senior Vice President - Chief Financial Officer
Ellen Hale, Vice President - Director of Marketing & Corporate
Jim Kennedy, Senior Vice President - Strategy & Digital
Product
AP Services for TV: Video: APTN Video News. Wires: APTV
Wire, AP News Tickers, AP NewsPower, AP Data Stream. AP
Alert Graphics: AP GraphicsBank. Software: AP NewsCenter; AP
NewsDesk; AP NewsDesk (LAN), ENPS, SNAPfeed Satellite

V\’oﬁéadioHistory

Bloomberg Financial LP
Div/DBA: (formerly Bloomberg LP
731 Lexington Avenue, New York, NY 10022
(212) 318-2200, EXT. 2201; (212) 318-2000; Fax: (917)
369-5000
www.bloomberg.com
release@bloomberg.net
John Meehan, Programming Director
Offers business & news reports for radio & TV stns. 24-hours a
day. Full news svc

Broadcast Interview Source
2233 Wisconsin Avenue NW, Washington, DC 20007
(202) 333-4904; Fax: (202) 342-5411
www.expertclick.com
expertclick@gmail.com

Loraine A. Huchler, Chair and CEO

Mitchelt P. Davis, Operations Dir

Cynthia E. Currence, Director

Don Matheson, Treasurer

B. Terrance Flanagan, Treasurer

Trina Hoefling, Outside Director
Free source of interview contacts

Canada NewsWire Ltd
NSS Data: TV-CATV only
2: 500, 20 Bay Street, Waterpark Place, Toronto, ON M5J 2N8
anada
(877) CWN 7890; Fax: (877) 269-5044
www.newswire.ca
info@newswire.ca
Nicole Guillot, President & CEO
Elisa Schupp, VP, Sales Operations & Strategic Sales in.
Sylvia Kavanagh, General Manager
Dennis Moir, CFO & Chief Administrative Officer
Mark Ramsay, Senior Vice President & Chief Revenue Officer
Tim Griffin, VP, Product Management
David Furst, Senior Vice President, Technology
Offers a range of industry leading communication products &
sves for companies looking to maximize the strength of their
news. Whether you are an investor rel off, or a specialist in PR,
CNW offers the right tools for your communications

The Canadian Press
36 King Street East, Toronto, ON M5C 2L9 Canada
(416) 364-0321; Fax: (416) 364-0207
www.thecanadianpress.com
broadcast@thecanadianpress.com

David Ross, CFO

Wayne Waldroff, General Manager

Terry Scott, News Director
Full wire & audio svcs (news agency), satellite delivery for radio
program syndicators.
Serves radio & TV

Capital Television News Service (CTNS)
NSS Data: TV-CATV only
1629 *S" Street, Sacramento, CA 95811
(916) 446-7890, (800) 672-2728, (916) 335-1649; Fax: (916)
446-7893
www.pacsat.com
pacsat@pacsat.com
Karen Ross, VP/ICFO
Steve Mallory, President
Marcia Calvin, VP Operations
Andrea Brooks, Accounting Manager
Video wire svc providing daily news coverage, via satellite, of
Califomia's capitol for subscribing TV stns throughout the state

CBS News: See CBS listing in Major National TV
News Organizations, this section
51 W 52nd Street, New York, NY 10019-6189
(212) 975-4321, (877) 227-0787
www.cbscorporation.com
investorrelations@cbs.com
Sumner M. Redstone, Executive Chairman
Leslie Moonves, President/Chief Executive Officer
Joseph lannielio, Chief Operating Officer
Richard M. Jones, SEVP, General Tax Counsel & Chief
Veteran Officer
Gil Schwartz, SEVP & ChiefCommunicatiors Officer
Larry Liding, SVP, Controller and Chief Accounting Officer
Angeline Straka, SVP, Deputy General Counsel and Secretary
Adam Townsend, Executive Vice President, Investor Relations
Anthony G. Ambrosio, SVP, CAO & ChiefHuman Resources
Officer
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CNN and CNN Headline News: See listing in Major
National TV News Organizations, this section
One CNN Center, Atfanta, GA 30303
(404) 827-1700
www.edition.cnn.com
Jeff Zucker, President Of CNN Worldwide

Compu-Weather Inc
NSS Data: TV-CATV only
2566 Route 52, Hopewell Junction, NY 12533
(800) 825-4445, (845) 227-8500; Fax: (845) 227-8400
www.compuweather.com
sales@compuweather.com
Jeff Wimmer, President
Steve Roberts, Director of Weather Operations
Tore Jakobsen, CFO
TV & radio svc providing weather forecasts, features, info &
actualities

Congressional Quarterly Inc
77 K Street NE, Washington, DC 20002
(202) 650-6500; Fax: (202) 419-8760
cqrolicall.com
marketing@cq.com

Paul McHale, President

Adriel Bettelheim, Managing Editor

Steve Komarow, News Director

David Ellis, Chief Content Officer
Congressional Quarterly Weekly Report & News Service,
editorial rsch reports, newsletters, seminars, rsch, reference
volumes, paperbacks; daily & wkly congressional info
publications

Connecticut Weather Center inc

NSS Data: Radio Only

18 Woodside Avenue, Danbury, CT 06810-7123

(203) 730-2899; Fax: (203) 730-2839

www.ctweather.com

weatherlab@ctweather.com
William Jacquemin, President/Chief Meteorologist
Gregory Tulipani, Director of Advertising/Media
Jonathan Minovich, Media Representative

Weather forecasts for all media. Custom intros/outros/lives.

Accurate forecasts. Barter or cash arrangement avaitable

CW11.com WPIX-TV New York
220 E 42nd Street, New York, NY 10017
(212) 210-2411; Fax: (212) 210-2591
www.pix11.com/
wpixpublicfile@pix11.com; news@pix11.com
Betty Ellen Bertamino, General Manager
Debbie Presser, General Sales Mgr
John Ziegler, Promotions Manager
Shauna Little, Intergrated/Digitaf Sales Manager

Feature Story News
NSS Data: Radio Only
1730 Rhode Island Avenue NW, Suite 405, Washington, DC
20036
(202) 296-9012; Fax: (202) 296-9205
www.featurestorynews.com
info@featurestory.com

Simon Marks, President

Rob Flynn, Director of Business Development

Olly Barratt, Director of European News Coverage
Ind supplier of radio & TV news to English-language bestrs
worldwide. Bureaus in Washington, Moscow, London, New York,
Orlando & San Francisco

Fox News Channel: See listing in Major National v
News Organizations, this section

Golden Lamb Productions
NSS Data: TV-CATV only
47 Schoothouse Road, Nassau, NY 12123
(518) 766-4358
www.glpvideoproduction.com
ftp.gipvideoproduction.com
Dow Haynor, President
ENG, EFP crews, HD & SD, SNG available. Serves the
Northeast, 24-hour call, packages, five remotes, camera crane
news & sports

Hollywood News Service

Mailing Address: PO Box 55624, Sherman Oaks, CA
91413-0624

Second Address: 13636 Ventura Bivd, Suite 303, Sherman
Oaks, CA 91423-0624

(818) 986-8168, (818) 990-5945; Fax: (818) 789-8047
www.newscalendar.com

editor@newscalendar.com

A wire svc to the entertainment media. Publisher of Hollywood
News Calendar in Los Angeles; Entertainment News Calendar in
New York

Independent Television News of London Ltd
200 Gray's Inn Road, London, UK WC1X 8XZ
+44(0)20 7833 3000; Fax: (202) 429-8948
www.itn.co.uk
michael.herrod@itn.co.uk
Andrew Garard, Chairman
John Hardie, CEO
Bryan Martin, Chief Financial Officer
James Scorer, Dir. Of Buisness Affairs & Company Secretary
Melanie Tansey, Director of Human Resources
Sarah Vaughan-Brown, Dir. Of CorporateCommunications
Mark Browning, Managing Dir.,ITN Productions
Bevan Gibson, Chief Technology Officer
Other branches: South Africa, Moscow, London. Hong Kong.
British TV news, Washington bureau
ITN House, 200 Grays Inn Rd, London,
011-441-637-2424, 2017-833-3000
Stewart Purvis, Editor

Kyodo News New York Bureau

780 Thrid Avenue, Suite 1103, New York, NY 10017

(212) 508-5440; Fax: (212) 508-5441

www.kyodonews.com

kni@kyodonews.com

Japan's leading newsgathering organization serving virtually all
media in all parts of the world. The combined circulation of nwspr
subscribers is about 50 million

Medialink
Mailing Address: 45 Rockefelter Plaza, 28th Floor, New York, NY
10111
Second Address: 1901 Ave. of the Stars, Suite 1775, Los
Angeles, CA 90067
(310) 424-4444, (646) 259-3001; Fax: {310) 586-3412, (646)
259-3012
www.medialink.com
info@medialink.com
Michael E. Kassan, Chairman & CEQ
Wenda Harris Millard, President & COO
Missy Foristall, SVP, Operations
Deborah Carroll, VP, Executive Search
Kathy Crawford, Senior Advisor
Eric Femandez, SVP
Annick Liamani, Events Director
Megan Berry, Project Manager
Jennifer Bow, Senior Associate
Intemational video & audio PR, satellite feed & news advisory
service. Accessible by computer/newswire in U.S. & European
Newsrooms.
Serves radio & TV
6430 Sunset Blvd, Suite 1100, Los Angeles, CA 90028-7901
(323) 465-0111; Fax: (323) 465-9230
One Maritime Plaza, Suite 1670, San Francisco, CA
(415) 296-8877; Fax: (415) 296-9929
The Time & Life Bldg, 541 N. Fairbanks Ct, Suite 1910, Chicago,
IL 60611-3706
(312) 222-9850; Fax: (312) 222-9810
Natl. Press Bldg., 529 14th St. N.W., Suite 1230-A, Washington,
DC 20045-2520
(202) 628-3800; Fax: (202) 628-2377
5000 Quorum, Suite 450, Dallas, TX 75254-7063
(972) 774-0200; Fax: {972) 774-0222
7 Fitzroy Sq., London,
44-207 554 2700; Fax: 44-207 554 2710

MediaOne Services
NSS Data: TV-CATV only
901 Battery Street, Suite 220, San Francisco, CA 94111
(415) 262-4222; Fax: (415) 693-5005
www.mediaoneservices.com
sales@mediaoneservices.com

Stephen Seligman, CEO

Benjamin Schick, President

Nelson Ferreira, Operations & Engineering Director/Broadcast

Dir.

Danny Skarka, General Manager

Kris Koch, Engineering Dir

Danny Skarka, Dir. Of Production

Brad Engmann, BusinessDevelopment

Karen Richer, Director, Finance

Jimmy G Giliberti, Manager, Studio

Drew Norris, Studio Operations

Fabian Magaloni, Studio Operations
Full HD Studio and Remote Production for Broadcast and Web,
Branded Spots, Conferences, Theatercasts. Two insert studios
for news channel live shots. Media Training, Fiber transmission,
and Satellite downlink

WorldRad1M§ory

Metro Weather Service Inc
NSS Data: TV-CATV only
132 Franklin Place, PO Box 385, Woodmere, NY 11598
(516) 568-8844; Fax: (516) 568-8845
www.metroweather.com
contact@metroweather.com
Pat Pagano, President
Mike Merin, Senior Meterologist
Don McGrath, Part-time Weather Observer
Joseph Leonardi, Forecasting & Broadcasting Weather
John DiPasquale
Tailored weather forecasts for TV & oriefings to weathercasters.
Serves radio & TV

Miami News Net
NSS Data: TV-CATV only
2641 SW 27th Street, Miami, FL 33133
(305) 285-0044; Fax: (305) 285-0074
www.miaminewsnet.com
mnn@bellsouth.net

Catherine A. Scull, President
A 24-hour TV news, sports & entertainment svc that provides
crews, video archive, avid, beta edit & feed facilities. Live
talkback studio faciiities, duaf path digital KU uplink trunk

Mountain News Corporation
PO Box 17895, Boulder, CA 80308
(720) 887-7720; Fax: (720) 887-7730
www.mountainnews.com
info@mountainnews.com

Rob Brown, Programming Director
Mountain News Corporation, formally AM! News, is the fargest &
oldest producer of winter & summer progmg for media. We
deliver the most accurate & timely news & info covering mountain
activities

The Nasdaq Stock Market
1 Liberty Plaza, 165 Broadway, New York, NY 10006
(212) 858-5211, (212) 401-8700; Fax: (646) 625-6548
www.nasdaq.com
petersos@nasdaq.com
Robert Greifeid, President
Customized loc data for the stock market.
Serves radio & TV

NBC News: See NBC listing in Major National TV
News Organizations, this section
Mailing Address: One Microsoft Way, Redmond, WA 98052
Second Address: 30 Rockefeller Plaza, New York, NY 10112
(800) 777-TEXT
www.nbcnews.com
contact.nbcnews@nbcuni.com

Patricia Filli-Krushel, Chairman

Stephen B. Burke, Chief Executive Officer

Cesar Conde, Executive Vice President

Peter Naylor, EVP, Digital Media Sales, NBC News Digital

Group

Vivian Schiller, SVP & Chief Digital Officer

JenniferBrown, VP & Exi;utive Editor of TODAY.com
Gregory Gittrich, VP of News and Product & Executive Editor
of NBCNe

Chris Pea, Executive Editor of NBCLatino.com

David Witson, Executive Editor of theGrio.com

Richard Wolffe, Vice President &Executive Editor of
tv.msnbc.com T

Nippon TV Network Corporation
645 5th Avenue, Suite 303, New York, NY 10022
(212) 660-6900; Fax: (212) 660-6998. (212) 265-6495
www.ntv.co.jp
motoko@ntvic.com

Jusaburo Hayashi, President

Motoko Hasegawa, Operations Dir
Intemational media sves

NOAA/National Weathar Service Headquarters
1325 East West Highway, S;Iver Spring, MD 20910
(301) 713-0700; Fax: (301) 713-1598
WWW.NWS.Noaa.gov
w-nws.webmaster@noaa.gov
John Murphy, Office Of Chief Operating Officer
Thomas Graziano, Office; Of The Chief Of Staff
John Potts, Chief Financial Officer
Weather & flood wamings, forecasts & related info for the media
& gen public
7220 N.W. 101 Terr., Kansas City, MO 64153-2371
(816) 891-8914
Sandy Boyse, Dir CentrakRgn
630 Johnson Ave., Bohemia, NY 11716-2618
(516) 244-0101
Dean Gulezian, Dir Eastern Rgn




Programming & Production Services / Radio News Services

Grosvenor Ctr. Mauka Tower, 737 Bishop St., Suite 2200,
Honolulu, HI 96813-3212
(808) 532-6416; Fax: (808) 532-5569

James Weyman, Dir Pacific Rgn
819 Taylor St., Rm. 10A06, Fort Worth, TX 76102-6124
(817) 978-1000

Erma Nations, Dir Southern Rgn
Federal Bldg., 125 S. State St., Rm. 1311, Salt Lake City, UT
(801) 524-5122

Vickie L. Nadolski, Dir Western Rgn
222 W. Seventh Ave, 23, Rm. 517, Anchorage, AK 99513-7500
(907) 271-5136

NorthStar Studios Inc
NSS Data: TV-CATV only
3201 Dickerson Pike, Nashville, TN 37207
(615) 650-6000; (800) 605-3590; Fax: (615) 650-6300
www.northstarstudios.tv
info@NorthStarStudios.tv

Grant Barbre, President
Complete TV production sves: 7 stages, mobite production/uplink
trucks, network origination, transmissions, digital archiving,
AVid/DS, linear editing, graphics/animations & ENG crews

Skywatch Weather Center
NSS Data: TV-CATV only
347 Prestley Road, Bridgeville, PA 15017
(800) SKY-WATCH, (412) 221-6000, (800) 759-9282; Fax: (412)
221-3160
www.skywatchweather.com
airsci@skywatchweather.com
Dr.Stanley J. Penkala, PhD, President & Director of Air
Programs
Stanley Bostjancic, Treasurer & Chief Meteorologist
Daniel Krzywiecki, Vice President
Harry Green, Secretary
Weather forecasts targeted to the viewing area, &
comprehensive briefings for on-air talent. Serves radio & TV

The Sports Network
2200 Byberry Road, Suite 200, Hatboro, PA 19040
(215) 441-8444; (800) 227-7249; Fax: (215) 441-5767
www.sportsnetwork.com
kzajac@sportsnetwork.com

Mickey Charles, CEO & President

Ken Zajac, General Sales Mgr

Ken Zajac, Sales Director

Bernie Greenberg, Client Relations Coordinator

Steve Cwitkowitz, Account Executive
International real-time sports wire svc providing content, branded
web pages, satellite and/or computer feeds directly to
broadcasters (radio & TV), print, Internet sites, wireless with state
of the art technology

Thomson Reuters
3 Times Square, New York, NY 10036
(646) 223-4000
www.thomsonreuters.com
jennifer.breen@thomsonreuters.com
David Thomson, Chairman
James C. Smith, President & CEO
Bob Lagrassa, Operations Dir
Stephane Bello, EVP & CFO
David W. Craig, President, Fnancial & Risk
James T. Powell, EVP & CTO
Shanker Ramamurthy, President, Global Growth &operations
Deirdre Stanley, EVP, General Counsel & Secretary
Peter Warwick, EVP & Chief People Officer
Worldwide TV news production & transmission sves for loc TV
stns/producers. Camera crews, production facilities, news
bureaus, satellite svcs, video/slide archives

U.S. Conference of Catholic Bishops
NSS Data: TV-CATV only
Div/DBA: Depariment of Communication, Film/TV Review Svcs.
3211 Fourth Street NE, Washington, DC 20017
(202) 541-3000; Fax: (212) 644-1886
www.usccb.org
ofb@msn.com
Most Reverend John Wester, Chairman
Phil Alongi, CEQ/COO
Robert DeFrancesco, President
Harry Forbes, General Manager
James M Berlucchi, Executive Director
William Glover, Chief information Director
James Rogers, ChiefCommunications Officer
Anthony Spence, Editor-In-Chief
Matthew Kilmurry, Director Customer And Client Relations
Don Clemmer, interim Director, Media Relations
Publishes wkly reviews of movies, TV with artistic & moral
observations

Washington News Bureau
NSS Data: TV-CATV only
969 National Press Building, Washington, DC 20045 US
(202) 783-1760; Fax: (202) 783-1955
www stephensmedia.com
STetreault@nationalpress.com
Edward B. Lasak, COO
Ed Moss, Chief Executive Officer and President
Mark Hinueber, Vice President And General Counsel
Mark Ficarra, Chief Revenue Officer
Mike Flanagan, Vice President of Sales
Ryan Christiansen, Vice President ofDigital Media
Steve Tetreault, Bureau Chief
Custom TV news coverage: ENG crews, producers & talent.
Prod svcs: editing, studio, remote & satellite capabilities. Two live
studios. Teleconference capability. Fiber Optic connectivity with
Capital, White House & other locations

WSI (Weather Services International)
Mailing Address: 400 Minuteman Road, Andover, MA 01810
Second Address: 401 Charmany Drive, Suite 200, Madison, Wi
53719
(978) 983-6300, (608) 274-4789; Fax: (978) 983-6400, (608)
278-2746
WWW.WSIi.com
Greg Lazar, Chief Revenue Officer
Mark Gildersleeve, President
Bilt Dow, Vice President/General Manager of Media Division
Linda Maynard, Promotions Manager
Mark D. Miller, Vice President/General Manager of Decision
Support
Dr.Peter P. Neilley, VP, Global Forecasting Services
Linda Maynard, Vice President of Corporate Marketing
Andy Rice, GM Enterprise Products & Services
WS is the leading source of professional on-air weather
systems, solutions & forecasting svc for TV, including TrueView,
the most innovative weather storytelling tool available

Radio News Services

ABC News Radio
NSS Data: TV-CATV only
47 West 66th Street, New York, NY 10023
(212) 456-5100; Fax: (212) 456-5150
www.abcnewsradioonline.com
customerservice@abc.com
Jeff Fitzgerald, Executive Director Of Operations
Steve Jones, VP and General Manager
Andrew Kalb, Executive Director of Programming
Serves 2,500 affiliates & 92.5 million wkly listeners nationwide,
with best facilities in New York City & Washington, DC

AccuWeather Inc
NSS Data: Radio Only
Mailing Address: 385 Science Park Road, State College, PA
16803
Second Address: Sales Office, 1270 Avenue of the Americas,
New York, NY 10020
(814) 237-0309; (212) 554-4750; Fax: (814) 235-8609
www.accuweather.com/en/
CustomerService@accuweather.com

Barry Lee Myers, CEO/COO

Dr. Joel N. Myers, President

Gary Kemp, General Sales Mgr
World's most accurate svc provides products & svcs for TV,
radio, internet, mobile web & all new media platforms

AccuWeather Inc
385 Science Park Road, State College, PA 16803
(814) 235-8600; Fax: (316) 265-1949
enterprisesolutions.accuweather.com
Salesmail@AccuWeather.com

Dr. Joel N. Myers, Founder, Chairman and President

Barry Lee Myers, CEO

Casey McGeever, Chief Commercial Officer

Michael Smith, Senior Vice President and Chief Innovation

Executi
Weather radar, graphic & info display systems, training, on air
forecast & storm wamning svcs. Select Warn, Storm Hawk, 24/7
storm monitoring, & customer svc. Complete system integration
& training

Agence France-Presse
1500 K Street, NW, Suite 600, Washington, DC 20005
(202) 289-0700; Fax: (202) 414-0525
www.afp.com
afp-usa@afp.com
Emmanuel Hoog, Chairman & Chief Executive
Jean-Pierre Vignolle, General Manager
Remi Tomaszewski, Managing Director

Wo1&%lxdioHistory

Olivier Lombardie, Sales And Marketing Director
Caroline Raveton, Chief Information Officer
Marie-Noelle Valles,Video Director
Sylvie Vormus, Director Of Communications&Corp Brand
Christophe Waiter Petit, General Counsel
Produces a var of international news svcs, including text wires in
six languages, photo wires, graphics & financial wires

Alaska Public Radio Network
3877 University Drive, Anchorage, AK 99508-4676
(907) 550-8400; Fax: (907) 550-8401
www.alaskapublic.org/
apm@alaska.net

John Duffy, President

Bede Trantina, Station Manager

Duncan Moon, News Director

Natalia Aklerlund, Video Production Assistant

Ann Alquist, Membership Director

Cheryl Austin, Director of Corporate Support

John LaFournaise, SeniorVideo Producer

Pasty Parker, Administrative / HR Manager

Sonya Wellman, Director Special Events
Satellite-delivered news/info programs to 26 member stn across
Alaska from state-of-the-art studios, hqtr in Anchorage

American Academy of Dermatology

NSS Data: Radio Only

Div/DBA: American Academy of Dermatol

Mailing Address: Communications Department, Box 4014,
Schaumburg, IL 60168

Second Address: 930 E. Woodfield Road, Schaumburg, IL

60173
(847) 240-1280, (866) 503-7546; Fax: (647) 240-1859
www.aad.org
mediarelations@aad.org

Mark Lebwohl, President

Timothy G. Berger, Vice President

Abel Torres, President Elect

Kenneth J. Tomecki, VP Elect

Suzanne M. Olbricht, Secretary-Treasurer

Barbara Mathes, Assistant Secretary-Treasurer
Expert physicians available for TV & radio interviews, audio &
video tapes on skin cancer pevention & detection, as well as info
on skin, hair & nail conditions
1350 | Street NW, Suite 870, Washington, DC 20005-3305
(202) 842-3555; Fax: {202) 842-4355
1350 | Street NW, Suite 870, Washington, DC 20005-3305
(202) 842-3555; Fax: (202) 842-4355

American Heart Association
7272 Greenville Avenue, Dallas, TX 75231
(888) 474-VIVE, (800) 242-8721; Fax: (214) 706-5243
www.americanheart.org; www.heart.org
Nancy Brown, CEO
Rsch & lifestyle reports, distributed via podcast<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>