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The NFL has frozen expansion of the Dallas Cowboys Channel and the launch of a digital RSN for the Tampa Bay
Bucs in Tampa and Orlando with Bright House Networks until a “definitive strategy can be put into place,” the
league said last week. At launch in Aug, partners Comcast and the Cowboys anticipated carriage beyond TX, bring-
ing ‘America’s Team’ to Los Angeles, AR, NM and AZ; the league has put expansion outside the Lone Star State on
hold. Given the obvious promotional opportunities afforded by having a dedicated TV outlet for the local team, every
NFL franchise now wants in. Trouble is, there’s no established directive for how the clubs may pursue these nets.
“The league, as with everything it does, provides guidance. Instead of having 32 different blueprints, we want to
provide one coherent outline,” says Seth Palansky, speaking for the NFL and NFL Net. There’s no drop-dead date
for such a strategy to be drawn up, he adds. (Don’t expect any headway to be made until after the Super Bowl, at the
very least.) Of crucial importance to the NFL is improving programming quality. Comcast-backed FalconVision is
said to be an underwhelming pastiche of coaches’ shows and player biographies, repeated in a leisurely 4-hr loop; it’s
the 1st team-launched network. By contrast, the more ambitious Cowboys net boasts a wider variety of shows,
including a regular program that covers the minutia of the team’s very popular cheerleaders. Since both channels
lack live regular season games, the league is looking at taking advantage of the digital platform. “Maybe there should
be more emphasis on developing a VOD product,” Palansky says in a nod to Comcast’s success with NFL On-
Demand in Philly. “It’s a perfect fit, especially when you’re having a hard time filling a full lineup of content. Instead of
repeating a coach’s shows 6 times a day, why not make it available on VOD?” Other leagues have similar thoughts.
NHL evp/COO Jon Litner—who has plenty of free time these days to mull things over—says pro hockey already has
won hearts and minds with its on-demand offering in Canada. And while leagues can get fidgety about their intellec-
tual property (the NFL tends to watch over its brand like a jailer), Litner doesn’t expect owners of sports teams to
block VOD. “There’s a much greater sophistication in the leagues,” Litner says. “They’re in the content business now,
like Viacom or Disney. They’re not there to play landlord.” -- The NFL insists the slowdown has nothing to do with its
$100mln investment in NFL Net. “We’ve heard that in different channels, and it’s just overstated,” Palansky contends.
-- Comcast confirmed the league asked it to downshift its Cowboys plan, but didn’t offer a timeline for when it might be
able to return to high gear. Other MSOs say pro football teams in their markets are interested in starting nets, but the
NFL mandate has put the kibosh on moving past the initial fact-finding stage.

At the Portals: With the FCC set to deliver its 11th video competition report to Congress by year-end, Comcast
execs stopped by the Media Bureau last week to stress that competition is alive and well, pointing not only to the
dishheads, but the “potential seismic impact” of SBC’s and Verizon’s planned fiber builds. Comcast suggested
the FCC adopt a presumption that effective competition exists in any state where DBS penetration exceeds 15%.
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Currently, operators must file with the FCC and prove a particular franchise area has a 15% DBS penetration
rate. Recently Charter filed for deregulation in Carson City, Sparks, Reno and Washoe County, NV. All those
cities plan to oppose the move.  --  Promos for TV shows that aren’t considered children’s educational or informa-
tional programming will count as commercial matter under the FCC’s revised rules for children’s programming.
The revised definition applies to cable operators and broadcasters. FCC rules permit programmers to show 10.5
mins of advertising/hr on weekends during kids’ programs, and 12 mins/hr weekdays.

Adelphia Numbers: Adelphia reported a net loss of $51.7mln for Oct, up from Sept’s $35mln loss, according to
an SEC filing. Oct revenue was $331.2mln. The operator lost about 33K basic subs and nearly 8K digital subs.
HSD customers grew by almost 25K.  --  The MSO will sell its residential and commercial security businesses to
Innova Security Solutions for $38.2mln, Bloomberg reports. It will sell its interest in a Venezuelan cable com-
pany and 2 Colombian cable companies for $3.3mln.

5Qs with Court TV gm of prog/marketing Marc Juris: The perception is Henry Schleiff hired you from Fuse
to make Court TV more appealing to younger viewers. True? Actually he wanted to start a legal/music chan-
nel—it’s a very hot, new genre (laughter). No, it’s really about continuing the momentum of the network as it builds
the audience and grows the concentration of 18-49s. What’s Court doing for 18-49s that you can build on?
There’s a commitment to alternative programming, which is still building off the DNA of investigation, mystery and
justice, but taking it in a slightly different direction. Shows like “House of Clues” take the concept of forensics and
apply it to everyday, relatable situations. I think that’s a great example of how you can evolve this brand to have a
little bit more mass-audience appeal. Before I arrived I hadn’t realized how great the stories and storytelling are
here. They’re just a little too quiet about it. So, how will you turn up the volume? I believe mystery, investigation,
justice is such a powerful genre that there’s a way to be just a little more playful with it, package it differently and,
when appropriate, have a little bit of a wink. For example, to play off a cultural reference, Court TV really is the
original home of some desperate housewives. In September, to publicize “Psychic Detectives,” Court gath-
ered 100 psychics to do readings in NYC. Sounds like a Juris idea. We’ll see more of that, right? First of
all, a psychic called and told me you would ask that question (laughter mixed with groans). Look, I love to involve
consumers. Anything you can do, when appropriate, to show viewers they can touch and feel you in that kind of way
I think is a complete bulls-eye. [Psychic Detectives] really says this is not the Court TV you think it is; it’s a fun, multi-
dimensional, vibrant network that speaks to you. Did you ever try a stunt that was too outrageous even for
Fuse? I thought the best way to get a little traction when we changed our name was for everyone on the staff to
also change their names. I seemed to be the only one to embrace that idea (laughter).

Broadband: Americans with broadband Internet access doubled to 20% (1 in 5 US HHs) between ’01 and late ’03,
but penetration for minorities and rural homes is lacking, a Dept of Commerce report says. One-in-7 African-
American and fewer than 1-in-8 Hispanic HHs have an HD connection. Only 24.7% of rural HHs had broadband vs
40.4% of urban HHs. In ’01, two-thirds of broadband HHs used cable-modem service (66.4%). By Oct ’03, cable-
modem HHs dropped to 56.4% and 43.6% of broadband HHs were using other types of connections.

Freeze Frame: Adelphia reached a proposed settlement with the city of L.A. that will see the MSO freeze most cable
rates until July. The MSO will create a basic tier of 38 channels for $12/month. The MSO’s least expensive package
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costs a bit more than $30. Adelphia will reduce its infrastructure surcharge from $2.35/month to 25 cents during the
next 12 years. The city has been feuding with Adelphia for years, most recently accusing it of overcharging customers.

Competition: S&P’s cable/telecom report delivered a negative outlook for Bell South, SBC and Verizon, citing
potential customer losses as cable ramps up VoIP next year. But cable wasn’t unscathed, with S&P noting cable
“continues to feel the heat from formidable DTV competitors DirecTV and EchoStar, both of which are racking
up strong subscriber growth as a result of their very aggressive marketing efforts.” The report noted potential
DBS problems particularly for Charter, Insight and Mediacom.

Test Track: Digeo COO Bert Kolde says the S-A version of the Moxi Media Center is in trials now, with deploy-
ments expected next Q. Also slated for a 1Q commercial launch is the Moxi 2-TV solution, the Motorola BMC
9022. Charter and Adelphia continue to deploy the Motorola-supported boxes, with Adelphia soon to roll them
out to Colorado Springs. Digeo is in market trials with Comcast. “Our rate of deployments are up to a couple
thousand a week,” Kolde said. “We’re at 23K total deployments date.”

Trio Tribulation: As expected, DirecTV will drop Trio from its lineup Dec 31. The dishhead’s long-term carriage
deal with NBC Universal’s cable properties included virtually every property save Trio. The DBS provider will run
a crawl Wed informing subs the channel is about to be dropped. Trio has long been rumored to be near death,
although parent NBC Uni won’t say. “We are committed to programming the network and the Web site for our
loyal viewers and cable distribution partners,” Trio said.

Bellheads: FCC chmn Michael Powell said Fri the Commission will evaluate SBC’s “TIPToP” VoIP plan to ensure it
doesn’t force higher connection charges on VoIP services or discriminate against SBC competitors.

Launch Pad: Startup WheelsTV has created “Top 200,” a series highlighting the 200 most popular cars, light
trucks and SUVs. The virtual test drive can be sold by cable systems as a local ad sales showcase. It will be
available on demand on the linear net at launch in mid-’05, and on an interactive and broadband basis for
interested ops. WheelsTV already contributes to Comcast’s  Select on Demand launch (Cfax, 11/22). (S. Brady)

On the Circuit: Nobody was more surprised than VH1 pres Christina Norman when U2’s Bono sauntered into her
cocktail reception for the UN’s 1st global HIV/AIDS creative summit Tues, which brought global media together to
discuss ways they could fight AIDS. Bono is a friend of MTVN Intl pres/summit host Bill Roedy and wasn’t the only
musician on hand. Wyclef Jean and Common performed at the party. “That he took time...to give us the the high sign
and say, ‘hey, I support what you guys are doing...’ was just so meaningful,” Norman said. (Shirley Brady)  --  It’s clear
Cable Positive remains relevant. The number of persons infected with HIV is at its highest level, the UN and the
World Health Organization said.  Almost half the 40mln people infected are women. -- SES Americom will deliver
free to cable headends the initial PSAs in Cable Positive’s star-studded new “Join The Fight” campaign in time for
World AIDS Day Wed; it will distribute the other PSAs for the next 12 months as they’re ready. The initial PSA feeds to
cable ops are scheduled for today and tomorrow,  from 1pm- 2:30pm ET on the AMC-1 satellite. --  Cox New Orleans
and WAM! will make available to cable ops  a town hall meeting about TV content and family viewing options (tomor-
row, 8pm CST). Satellite info: Cox’s Bob Leonard, 504.220.2937, Daneen Storc, 504.417.1989.

Business/Finance: More details on the 5 Ka-band satellites Lockheed Martin will build for Rainbow DBS
(Cfax, 11/23). The contract is valued at $740mln, not including launch fees. 1st year payment is expected to be
$48mln; it will be made with cash on hand, an SEC filing says. -- Mediacom’s Rocco Commisso sold 1.4mln
Class A and Class B common stock shares (5% of his company’s stock) to promote asset diversification and
liquidity, an SEC filing says. Commisso has no plans to sell additional stock.



Monday, November 29, 2004  �����   Page 4CableFAX Daily TM

DST: ............................... DST .................. 48.88 ........... 2.1% ............ 17%
GEMSTAR TVG: .......... GMST ................ 5.46 .......... (0.03) ...................
HARMONIC: .................. HLIT ................... 7.86 ............ (5%) .......... 8.4%
LUCENT: ....................... LU ....................... 4.01 ........... 1.5% ........ 41.2%
MDSI: ............................. MDSI .................... 5.3 ............ (0.1) ...................
MICROSOFT: ................ MSFT ............... 26.64 ............ (2%) ........ (1.8%)
MOTOROLA: ................ MOT ................. 19.01 ........... 4.9% ........ 37.5%
NDS: .............................. NNDS ............... 31.73 .......... (1.38) ...................
NORTEL: ....................... NT ...................... 3.37 ........... 2.7% ...... (20.3%)
OPENTV: ...................... OPTV ................... 3.9 ........... 6.8% ........ 16.8%
PATH 1: ......................... PNO ................... 3.57 ............ 0.27 ...................
PHILIPS: ....................... PHG ................. 25.45 ......... (0.1%) .......... (11%)
PIONEER: ..................... PIO ................... 18.57 .............. 0% ...... (32.1%)
SCI-ATLANTA: .............. SFA ................... 30.91 ........... 1.6% ........ 13.4%
SEACHANGE: ............... SEAC ............... 16.96 .......... (0.59) ...................
SONY: ............................ SNE .................. 35.92 ......... (0.8%) .......... 5.2%
TERAYON: .................... TERN ................. 2.21 ........... 9.4% ...... (50.9%)
TIVO: ............................. TIVO .................. 5.18 ...... (14.1%) ......... (30%)
TOLLGRADE: ............... TLGD ................. 10.2 ......... (1.5%) ...... (41.8%)
WORLDGATE: .............. WGAT ................. 1.97 ........... 8.2% ........ 82.4%

TELCOS
AT&T: ............................. T ....................... 18.35 .......... (0.36) ...................
BELLSOUTH: ............... BLS .................. 27.06 ......... (3.1%) .......... 2.2%
MCI: ............................... MCIP ................ 18.97 .......... (0.02) ...................
QWEST: ........................ Q .......................... 3.8 ......... (0.3%) ......... (12%)
SBC COMM: ................. SBC .................. 25.36 ......... (3.1%) .......... 5.6%
SPRINT: ........................ FON .................. 22.42 ......... (2.3%) ........ 40.4%
VERIZON: ...................... VZ ..................... 40.89 ......... (1.2%) ........ 24.3%

MARKET INDICES
DOW: ............................. INDU .......... 10520.31 ......... (0.3%) ........ (0.6%)
NASDAQ: ...................... COMPX ....... 2102.54 ......... (0.1%) .............. 5%

1. BLNDER TONGUE: .................................................... 4.12 ........ 30.8%
2. SPEEDUS.COM: ........................................................ 2.37 ........ 22.2%
3. CHARTER: .................................................................. 2.29 ........ 10.1%
4. TERAYON: .................................................................. 2.21 .......... 9.4%

1. TIVO: .......................................................................... 5.18 ...... (14.1%)
2. ADC: ............................................................................ 2.37 ...... (10.2%)
3. CROWN: ........................................................................ 8.8 ........ (6.1%)
4. C-COR: ........................................................................ 8.93 ........ (5.7%)
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WINNERS & LOSERS

BROADCASTERS/DBS/MMDS
BRITISH SKY: ............... BSY .................. 42.35 .............. 6% ...... (14.6%)
DIRECTV: ...................... DTV .................. 16.05 ............ 0.03 ...................
DISNEY: ........................ DIS ................... 27.34 ........... 2.9% ........ 17.2%
ECHOSTAR: .................. DISH ................. 33.53 ........... 1.2% ........ (1.4%)
GE: ................................. GE .................... 35.64 ............ (2%) ........ 19.6%
KNOLOGY .................... KNOL ................. 3.16 .......... (0.05) ...................
NEWS CORP: ............... NWS ................. 18.11 ......... (2.7%) ...... (49.4%)
PAXSON: ....................... PAX .................... 1.26 ........... 4.1% ...... (67.3%)
PEGASUS: .................... PGTV ................. 7.37 .............. 0% ...... (47.5%)
SPEEDUS.COM: .......... SPDE ................. 2.37 ......... 22.2% ........ 70.5%
TRIBUNE: ...................... TRB .................. 43.13 ............ 0.01 ...................

MSOs
CABLEVISION: ............. CVC .................. 21.72 .............. 0% ........ (7.1%)
CHARTER: .................... CHTR ................. 2.29 ......... 10.1% ......... (43%)
COMCAST: ................... CMCSA ............ 30.58 ........... 2.9% ........ (6.7%)
COMCAST SPCL: ........ CMCSK ............ 30.06 ........... 2.7% ........ (3.9%)
COX COMM: ................. COX ................. 34.62 ......... (0.1%) ........ (0.5%)
INSIGHT: ....................... ICCI .................... 8.58 ......... (3.5%) ......... (17%)
MEDIACOM: ................. MCCC ................. 5.44 ......... (3.5%) ...... (37.1%)
ROGERS COMM: ......... RG .................... 24.34 ............ (3%) ........ 48.1%
SHAW COMM: .............. SJR................... 18.47 .............. 2% ........ 21.2%
TIME WARNER: ............ TWX ................. 18.09 ............ 0.67 ...................
UNITED GLOBAL: ........ UCOMA .............. 8.24 ......... (0.1%) ........ (2.8%)
WASH POST: ................ WPO .............. 956.03 ......... (2.9%) ........ 22.6%

PROGRAMMING
CROWN: ........................ CRWN ................... 8.8 ......... (6.1%) .......... 6.4%
EW SCRIPPS: ............... SSP .................. 46.58 ......... (3.6%) ........ (0.3%)
FOX: .............................. FOX .................. 29.75 ............ (1%) .......... 2.1%
GRUPO TELEVISA: ..... TV .................... 60.11 ........... 2.3% ........ 56.3%
INTERACTIVE: ............. IACI .................. 24.49 ............ 0.65 ...................
LIBERTY: ...................... L ....................... 10.57 ............ 0.29 ...................
LIBERTY INTL .............. LBTYA .............. 41.54 ............ 0.58 ...................
LODGENET: .................. LNET ................ 15.79 ............ 0.19 ...................
NEW FRONTIER: .......... NOOF ................. 8.04 ......... (1.5%) ...... (13.5%)
OUTDOOR: ................... OUTD .................... 14 ............ (0.8) ...................
PLAYBOY: ..................... PLA .................. 12.01 ......... (0.3%) ...... (25.7%)
UNIVISION: ................... UVN .................. 30.72 ........... 1.2% ...... (22.6%)
VALUEVISION: ............. VVTV ............... 11.87 ........... 4.1% ...... (28.9%)
VIACOM B: ................... VIA.B ................ 35.12 ............ (2%) ...... (20.3%)
WWF: ............................. WWE ................ 12.03 ............ 0.85 ...................

TECHNOLOGY
3COM: ........................... COMS .................. 4.6 ......... (5.7%) ...... (43.7%)
ADC: .............................. ADCT ................. 2.37 ...... (10.2%) ...... (20.2%)
ADDVANTAGE: ............. AEY ...................... 5.9 .......... (0.09) ...................
AMPHENOL: ................. APH .................... 36.5 ......... (1.6%) ........ 14.2%
ARRIS GROUP: ............ ARRS ................. 5.51 ......... (1.6%) ...... (23.9%)
BLNDER TONGUE: ...... BDR .................... 4.12 ......... 30.8% ........ 28.3%
BROADCOM: ................ BRCM ............... 31.75 ........... 2.6% ........ (6.7%)
C-COR: .......................... CCBL .................. 8.93 ......... (5.7%) ...... (19.8%)
CISCO: .......................... CSCO ............... 19.21 ......... (1.7%) ...... (20.7%)
COMMSCOPE: ............. CTV .................. 18.98 ......... (3.4%) ........ 16.2%
CONCURRENT: ............. CCUR ................. 1.76 .......... (0.03) ...................
CONVERGYS: .............. CVG ................. 15.18 ........... 1.2% ...... (13.1%)
CSG SYSTEMS: .......... CSGS ................. 18.5 ......... (2.9%) ........ 48.1%

CableFAX Week in Review

Company Ticker 11/24 1-Week YTD
Close  Chg %Chg

Company Ticker 11/24 1-Week YTD
Close  Chg %Chg

     T H I S  W E E K ’ S  T H I S  W E E K ’ S  T H I S  W E E K ’ S  T H I S  W E E K ’ S  T H I S  W E E K ’ S  STOCK PRICE LOSERSSTOCK PRICE LOSERSSTOCK PRICE LOSERSSTOCK PRICE LOSERSSTOCK PRICE LOSERS
COMPANYCOMPANYCOMPANYCOMPANYCOMPANY CLOSECLOSECLOSECLOSECLOSE 1-WK CH1-WK CH1-WK CH1-WK CH1-WK CH



Monday, November 29, 2004  �����   Page 5CableFAX Daily TM

MaxFAX...

 Paul Maxwell
T: 303/271-9960
F: 303/271-9965
maxfax@mediabiz.com

Paul S. Maxwell

Sure hope you had as relaxing a
long weekend as we did. During
the down time and the drive times,
thought a lot about “the business”
– where we’re going, what others
are doing and more. So, some:

RandomRandomRandomRandomRandom
Notes:Notes:Notes:Notes:Notes:
• Cool Gadgets:
OK, so this isn’t
directly about the
business, but
trends in other
parts of the media

world will influence us (just come
with us to CES in Lost Wages in
January). Just think what iPods
and iTunes have done for music
(not to mention U2) … so, I want a
Bose SoundDock to go with mine
(a new black one) for my office.
And a new Magellen portable
GPS system for travel – it’s an
updated version of the one in
Hertz cars. And a Treo 650 as an
upgrade from my Tungsten W.
Buying a Delphi XM MyFi and
subscription for myself (got Sirius
in one car). Looking forward to
upgrading our Comcast connec-
tion in town with a DVR – someday.
Looking at dedicated photo
printers. And, I’ve got the feeling
that some sort of moveable media
for the stuff stored on my TiVo will
be available soon. This does mean

something … the digital revolution is
still in its infancy. Distance died.
Compression triumphed. Now we’re
merely waiting for the next genera-
tions of algorithms.

• Malone Retiring? Is Dr
John ready to pack it in? Is his move
with (against?) his fellow media
mogul the start of dismantling his
empire? Will Brian or Rupert absorb
his interests in STARZ-Encore and
Discovery networks? (My bet: Brian
over Rupert, who still hasn’t quite
recovered from the Gemstar-TV
Guide “deal”). The real answer, of
course, is no one knows but John.

• DVDs and More: Are
growing in competition. But with our
industry’s increasing focus on VOD
that might actually work to our benefit.
Unless DVD prices drop to match – or
at least approach – a PPV price
point. I’d worry about that a little bit.
With broadband access, we’ve
managed to avoid that pitfall, so far.
But with DBS using price (and a
locked-in price at that) as its acquisi-
tion lever, we as an industry may
need to rethink our pricing and
offering models. As telcos move to
use VoIP to compete with cable
telephony, the pricing models in
simple POTS may have to be re-
thought as well. As cable has used
“bundle” pricing as the wedge into the
home, telcos and satellite platforms
have struck short-term alliances to
compete for the bundle. But how long
will it be before these different ser-
vices will need to be driven as sepa-

rate services as well as bundles? And
will cable organize to compete on
lines of services instead of connec-
tions? And will windows move close
enough to retailer release dates to
bring the prices together? Will
programmers really allow telcos to
“retransmit” signals from DISH
over telco lines (as SBC and
Microsoft seem to think)?

• Whither Washington? Got
to admit, I’m bemused by the “inde-
cency” flaps … especially the one
over “Saving Private Ryan.” I find it
hard to believe that, while a real war
fought mostly by 19-30-year-olds
rages in Iraq (and everywhere), entire
groups of people are worried about a
little war reality playing on their TV
sets. The movie, after all, had run
twice before on network TV without
these organized protests over the
language. When you find yourself in a
real live ammunition battle, your
language deteriorates. Believe me, I
know. Look for efforts to grow to
monitor and regulate premium ser-
vices, too. It’s the tone of the times …
we once had Prohibition, you know. As
an aside, the election certainly proved
staying on message works. No matter
the facts, if  it’s said t often enough,
lots of  folks believe it.

Upon ReflectionUpon ReflectionUpon ReflectionUpon ReflectionUpon Reflection
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