
"CPNI" rules for different carriers .. some statutory and some of regulatory vintage~3 .. should be rejected. All

carriers should be regulated equally under Section 222.~4 That provision incorporates whatever competitive

balancing Congress deemed appropriate and encompasses all carriers.

In the end, Section 222 is a"privacy statute." Aconsumer's privacy interests do not depend upon the

size or name of atelecommunications carrier. Therefore, the FCC should not create rules that unnecessarily

burden certain carriers without furthering privacy interests. Thus, absent language in the statute or some

supportive legislative history (of which there is none), the FCC cannot impose on some carriers mechanical,

password·restricted 10 requirements, while exempting others. Such unequal treatment is neither mandated by

Section 222 nor necessary to carry out its intent.

All remaining iterations of the FCC's CPNI rules should be vacated (including those found in Part 22),

upon the enactment of its statutory implementation rules. While, as stated above, those rules often stem from a

sound market and customer·expectation foundation, the rules that emanate from the continued validity of that

foundation should be predicated on the recently enacted statute and should have equal applicability to

telecommunications carriers, across the board.

V. CONCLUSION

Section 222 of the 1996 Act is capable of abroad interpretation. It can be interpreted to allow CPNI use

for both product development and joint marketing across various telecommunications service package

components. And, it can be interpreted to allow for even broader use, when the CPNI is held by carriers who are

~3 JJL and 135. For example, the FCC suggests that AT&T might be relieved of its existing CPNI obligations, while
the "computerized safeguards and manual file indicators" currently deployed by the BOCs and GTE might remain
obligatory for these carriers, but not others, post·1996 Act.

54 House Report 103·559, at 60, from the Energy and Commerce Committee, associated with H.R. 3626, 103rd
Cong., 2d Sess., on apredecessor iteration of Section 222 (that iteration that changed the legislative provision to
one applieable to all common carriers), observed correctly, that there was no apparent reason to distinguish
among classes of service providers in imposing obligations to protect the privacy of customer information.
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horizontally or vertically integrated. At most, these latter types of carriers should be permitted to secure

customer approval for such uses via aone·time disclosure to customers, describing the uses of the information

and providing customers with an opportunity to request that their information not be so used.

The above interpretation is promoted by the facts that, in line with the statutory mandate, the

interpretation and implementation can easily be made applicable to all carriers; it is in line with related

Congressional approaches to privacy concerns within aparticular industry segment; and it produces the least

adverse impact on the marketplace. The interpretation proposed by USWEST produces the least amount of

market discombobulation from aquality service delivery perspective and the broadest of public interest benefits.

The FCC should embrace the instant opportunity to change regulatory history by moving away from the

arbitrary categorization of services and moving toward aregulatory regime more focused on and framed by

market expectations and desires. While the FCC's existing CPNI rules most often reach the correct market result,

they do so within acontext of categorization of both service offerings and market segments. While categorization

is ahallmark of regulatory regimes, in light of the deregulatory thrust of the 1996 Act, any implementing CPNI

rules should keep categorizations to aminimum, introducing such only upon ashowing of acompelling need.

And no compelling need can be demonstrated. Neither the language of Section 222 nor its legislative

history requires the strict construction suggested by the FCC. Thus, the FCC should seize this opportunity to

fashion CPNI rules that take their lead from the marketplace, yet in no way compromise Congressional intent. It

should construe Section 222 in amore holistic way than initially proposed and avoid crafting rules that are

interventionist in that marketplace.

The public interest is best served by CPNI rules that allow customers to pursue, largely unencumbered,

their desires for one·stop shopping; and that allow telecommunications carriers to satisfy those desires in a

quaHty fashion. This quality aspect requires broad use of CPNI in the design and development of innovative future

products and services, and the ability to package those offerings in ways that best accommodate wide·ranging
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and distinct customer needs. The FCC should strive to promote this public interest in its implementation of

Section 222.

Respectfully submitted,

USWEST, INC.

By:
K hryn
Suite 700
1020 19th StrHt, N.W.
Washington, DC 20036
(303) 672·2859

Its Attorney

Of Counsel,
Dan L. Poole

June 11, 1996
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APPENDIX A

BOC Cpe R.f Orller. 2 FCC Rcd. 143, 147-48" 29,31 (1987). "These requirements also prevent the BOCs
from satisfactorily serving customers that desire integrated telecommunications systems solutions and designs.
The poDs and surveys conducted ... on this issue ... indicate that abroad spectrum of communications users
desire vendors that can be single sources for telecommunications products. . .. We see substantial benefits for
users in permitting the BOCs to respond to marketplace demands by organizing their CPE and basic service
operations in the most efficient way to satisfy their customers' nefti."

phase I NPBM, 50 Fed. Reg. 33581, 33592 n.58 (1985) ("[S}ubscribers desire (I'one stop shopping,''')

McCaw/AT&T Transfer of Control RlCon. Order, 10 FCC Rcd. 11786, 11795·96" 15·16 (1995). "We believe
that the benefits to consumers of 'one-stop shopping' are substantial ... The ability of acustomer, especially a
customer who has little or infrequent contact with service providers, to have one point of contact with aprovider
of multiple services is efficient and avoids the customer confusion that would result from having to contact
various departments within an integrated, multi·service telecommunications company. .. 'One·stop shopping'
promotes efficiency and avoids consumer confusion."

Compare AT&T CPE Relief MO&O anll NPRM. 102 FCC 2d 627, 639·40'231985) ("It prevents the public from
dealing with asingle vendor for both network service and CPE needs,")

AT&T CPE Relief Order, 102 FCC 2d655, 693' 64 (1985) ("To prohibit AT&T from offering asingle point of
contact would eliminate one of the benefits to AT&T of removing structural separation, and we are unwilling to
so limit the relief we are granting in this Order,")

McCaw/AT&T Transfer of Control Onler, 9 FCC Red. 5836,5886' 83 (1994) ("(W]e reject the suggestion ...
that we prohibit AT&T from disclosil1G its customers' CPNI to McCaw, because such aprohibition would undercut
one of the benefits of the AT&T/McCaw combination: the ability ... to offer its customers the ability to engage in
'one-stop shopping' for their telecommunications needs.")

SBC Communications. Inc. et a!. v. FCC, 56 F.3d 1484, 1494 (1995) ("The Commission refused to impose that
limitation [prohibiting AT&T from disclosing CPNI to McCaw! because it regards AT&T/McCaw's ability to offer
one·stop shopping for all of acustomer's telecommunications needs as one of the benefits to the public resulting
from the merger We agree with the Commission ... that ... the intensified price and service competition
that follows is aclear public benefit,")

1991 USWC Comments, Appendix Bat 3.

R.striction of CPN/ is. form ofp.ssi". structur./s..r.tion

phase II Recon. Order, 3 FCC Red. at 1173 n. 83. "A prior authorization approach would result in the imposition
of a limited, but significant. form of structural $lparation betwun 8 BOC's enhanced service and network
services operations pending acustolD,lr's CPNI authorization. We have repeatedly recognized that structural
separation rules deny customers the efficiencies and other benefits that integrated operations can provide."
(emphasis added; footnotes omitted).

phase I Order. 104 FCC 2d at 1088 11 258, restrictions on the use of customer information "impose aburden on all
contacts between carriers and their customers, ... substantially increase the difficulties attendant with providing
customers asingle point of contact, and prove extremely expensive to implement;" 1089 , 260.
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AT&T CPf a.f Order, 102 FCC 2d at 692-93 1 64, noting that to deprive AT&T of CPNI access/use would
d.,rive it of the ability to offer one-stop shopping and would elimi,nate one of the fundamental consumer benefits
associated with integration and access to such information.

AT&T CPE Relief Recon. Order, 104 FCC 2d at 755 150.

StnJetur.1 S.,.r.tion i. not in til. pulllie int.r••t

AT&T CPE Relief NPRM, 102 FCC 2d at 640123. BOC CPE Relief Order, 2 FCC Red. at 148129 and n.86.
Structural separation prevents the public from dealing with asingle vendor.

AT&T CPE RDJief Order, 102 FCC 2d at 678 1 38; BOC CPE Relief Order, 2 FCC Red. at 147129. Structural
separation prevents customers from securing integrated systems solutions, which they desire.

AT&T CPE R.f Order, 102 FCC 2d at 678·79139; BOC CPE Relief Order, 2 FCC Red. at 147129. Structural
separation results in higher prices to consumers and areduction in the quality IIld variety of services available to
the public, due to an inhibition of research, development, and innovation.

Phase I Order, 104 FCC 2d at 1003-04 11 80-81 (noting that structural separation has an even more significant
impact on the development of enhanced services than CPE), 1008" 89·91.

Prior Autboriz.tion••r. not in til. pulllie int.r••t

1994 Pubtic Notice, 9 FCCRcd. 1685 (1994). "[Tlhe Commission concluded that aprior authorization rule would
as apractical matter deny tD all but the largest business customers the Dne-stDp-shopping benefits of integrated
marketing of basic and enhanced services by BOCs."

Co_ter II Remand Order. 6 FCC Red. 7571, 7610 n.155 (1991). "Applying aprior authorization rule for other
than the largest custDmers likely would require aBOC to establish separate enhanced and basic service marketing
fDrces for those customers.... Under aprior authorization rule, alarge majority Df mass market customers are
likely to have their CPNI restricted through inaction, and in Drder tD serve them the BOCs would have tD staff their
business Dffices with netwDrk-services-only representatives, and establish separate marketing and sales fDrces
fDr enhanced services. Thus, a priDr authDrization rule would vitiate aBOC's ability tD achieve efficiencies
through integrated marketing tD smaller custDmers -- Dne Df the benefits sought through adDption of nonstructural
safeguards rather than structural separatiDn."

.see.. u. phase II Order, 2 FCC Rcd. 3072, 3094 1 153, 3116 n.300; Phase II RecDn. Order, 3 FCC Red. at 1162
'96.

AT&T/MCI Order, 7 FCC Red. at 1045 144. "Carriers have had little success in having customers return the LOA
and it tends to discDurage competitiDn."

Bureau Waiver Order, 101 FCC 2d at 942 1 21. "We recognize, hDwever, that end users who make averbal
commitment to use acarrier's service may not return signed authorizations promptly." (In this 0r.dIL the Bureau
changed the CDmmission's absDlute requirement that carriers have written LOAs in their possession, as apart Df
the presubscriptiDn prDcess.) Sullm 1985 FCC Waiver Order, 102 FCC 2d 503, 50616 (1985).
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Bumps in the road
Elusive alliances gridlock Tel's route to multimedia marketplace
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- TCl's Brendan Ciouston

Malone backing off
to shift focus to team

dems will cost about $450.
Thl' equipment costs will be

passed on to cable subscribers
as part of a monthly $35 to $45
charge for cable online or digi
tal TV services.

Even with hefty equipment
and transmission charges, ana
lyst Jessica Rei! of Merrill
Lynch Co. projects that TCl's
cash flow could grow from an
estimated $2.9 biJIion in 1996 to
more than $4 billion in the year
2001, nearly hal! of which will
be generated by digital opera
tions and reinvested.

However, Wall Street points
to the widening gap between
TCl's increased new service
costs and the eventual return on
that investment.

Analysts predict TCI will con
tinue to spend an average $1
billion annually through the
year 2002 to roll out new ser
vices and upgrade existing cable
systems.

It will take until the end of
the decade for levels of PC pene
tration to grow enough to sup
port such online services, de
spite the recent growth spurt in
both.

Of the estimated PC house
holds in the United States to
day, only about 15 million are
online.

However, TCl is setting its on
line sights on the worldwide
market.

About 35 percent 01 traffic on
the Internet in the United States
are requests lor information
overseas, and more than hal! of
overseas Internet traffic is des
tined lor the United States. Mr
Ravenel said.

Mr. Ravenel, who once helped
design IBM personal computers
and Intel hardware, says
@Home will spark a content ex
plosion.

However, with the valuation
of new Internet businesses in
!lux, and TCl eager to reproduce
the strategic equity alliance
base of its Liberty operations,
analysts caution TCl against in
vesting too much, too soon in
the wrong places.

David against the Goliaths

Gerald Gaines, senior vice
president telephony services.
TCl Communications, says TCl's
position as a telephony upstart
is a competitive advantage in
battling the regional Bell oper
ating companies.

"Among the RBOCs, there is
very little innovation and little
drive for cost efficiencv.

"The RBOCs aren't ~ven com
ing close to what you're going to
see in telephony services the
next five years," said Mr.
Gaines, a former US West exec
utive.

TCl's digital telephone service
over upgraded coaxial fiber ca
ble lines will eventually include
special features such as voice
activated dialing, video tele
phony, and advanced problem
monitoring.

"There will be no background
noise and a very clear transmis
sion," Mr. Gaines said.

At least for now, TCl plans a
low-key, unobtrusive marketing
campaign for telephony services
to its cable customers, such as
informational billing inserts
and on-air cable promotion.

"We think there is a fair piece
01 the market that realizes it has
had no choice and would be
willing to try a new service even
if it duplicates what they have
at the same price," Mr. Gaines
said.

Tel has planned to rely
heavily on the Sprint brand
name to market its wireline ser
vice to residents and businesses.

TCl has been unable to reach
a wireline deal with Sprint be
cause of differences over reve
nue splits and division of tasks. ,

I
Without the advantage of the

Sprint name and cross-promo
tions-as TCl will have in its
wireless telephone rollout
wireline telephony growth will

Going online

Online services such as
@Home could comprise a $5 bil
lion business by the year 2005,
some analysts predict.

The biggest draws will be ed
ucation, information, local and
sports content, consumer trans
actions, and online extC'llsions
of Liberty Media Group's pro
gram services.

Before it introduces @Home,
Work@Home. <!IIWork and
@School in major markets next
year. TCl it trying to secure dis
tribution deals for its new on
hnp sf'rvices with other major
cable uperaturs who want a
share uf the subscriber and ad
vertising revenues generated.

Having no sure formula for
estimating such numbers has
made negotiations difficult.

"We set out to build a com
pany with or without partner
ships. We don't have any part
nerships and we may not have
any. We can build a great busi
ness on TCl's 30 percent cable
penetration alone if we have
to," said Bruce Ravenel, presi
dent and CEO of Internet ser
vices for TCl Communications.

There also is no sure way to
estimate how many users uf the
new services will be enticed by
lull-motion video capabilities
allowing them to view TV-type
entertainment on a personal
computer. analysts say.

Early phase testing of @Home
with technology-friendly users
in Sunnyvale, Calif., indicate a
willingness to shift alliances.

As @Home is rolled out, it will
help to define an industry stan
dard by which cabll' modems
can be manufactured, at which
point modems will be affordable
enough lor consumers to buy in
mass.

choice." Mr. Clouston said.
TCl initially will battle head

tu-head with direct satellite
companies already offering 150
channels of programming, but
will vault to more than 200 op
tions using its multiplexing uf
popular program services such
as the movie channels Encore
and Starz1.

Even absorbing the high cost
of digital converter boxes and
cable modems for online service,
TCI can more than break even
on digital TV, telephony and on
line services by the end of the
decade, Mr. Clouston said.

Between 50,000 and 100,000
digital conVl'rter boxes will be
manufactured monthly by six
makers beginning in this year's
fourth quarter lor an average
cost of $350 per box. Cable mo-

JOHN MALONE
TCI CEO and president

In an off-handed reference
to his boss' continuing
absence, Mr. Clouston
quipped, "Every time John
gets the flu, I get to catch a
plane."

"John still is very much in
charge. But it's not possible
for him to be involved in the
day-to-day operations like he
once was. It's time for the
new management team he
has put into place to accept
responsibility for the success
of the operations," said
Robert Thomson, senior vice
president of communications
and policy planning for TCI
Communications.

Mr. Malone's next public
appearance could be the
Liberty Media Group's
annual shareholders meeting
in New York on May 14.#

-Diane Mermlgas

John Malone was at his
summer hoUBe in Maine
launching a new boat last
week whlle his cable
brethren were at their annual
conclave in Los Angeles.

And that's just the way he
wanted it.

TCl's chief executive
officer and president has for
weeks been repositioning
himself into what one TCI
oUicial calls"a more
traditional CEO role' while
shifting the spotlight to his
rejuvenated and expanded
senior management team.

Mr. Malone was mi ssing
from TCl's annual investors
meeting in New York last
month because of the flu, TCI
company officials sai, 1.

Others speculated t hat he
doesn't want to be pli i on the
spot discussing Time
Warner's pending acc:uisition
of Turner Broadcasti Ilg
System, in which TCI has a
23 percent stake and ",hich is
undergoing intense a !ltitrust
scrutiny.

But his absence
underscored the strength and
depth of a management team
comprised of TCI vet, Tans
and new, hand-pickel I
specialists.

At the investors mpeting,
TCl Communicatiom
President and Chief
Executive Officer Br"ndan
Clouston took comme nd of
the podium to deliver the
company message: "There is
more risk in preserving the
status quo, so we're
changing."

sonal computer as to II e televi
sion.

First things fi"t

Now that a more than two
year wait on digital ,onverter
boxes has ended, Mr. ';louston
predicts digital television will
be "the most imporl.mt new
product launch in cable's his
tory" because of its expanded
shelf space and progran· choice.

As with all of the new non-ca
ble services being offe "ed, TCI
assumes that if it builds a new
platform, users will come.

"The average satellite sub
scriber pays $45 a mDnth for
service, and the average high
end cable subscriber peys $35 a
month for service. It would ap
pear there is a willingness to
pay more per month 'or more

(Continued from Page 4)
helped as-yet unmade plans for
an Internet trial by Microsoft
and TCI in Seattle early next
year.

Despite such snags, TCI offi
cials insist they are "on track"
with plans to launch digital TV,
telephony and online services
this fall in Arlington Heights,
Ill.; Hartford, Conn.; and the
San Francisco Bay Area, which
will be managed and monitored
by a specially created TCI unit.

'Just do it'

"The trick now is to get it into
the home and make it work,"
said Brendan Clouston, execu
tive vice president of TCl, and
president and chief executive
officer of TCl Communications,
its core business unit.

"The only way to deal with
the credibility issue is to just do
it, and we are," Mr. Clouston
said.

TCl officials are betting the
company's dominant national
footprint of 17 million subscrib
ers by year's end, combined
with its strategic ownership
stake in nearly 100 key program
services and a flair for financial
engineering will prove a secure

I
sp:.we;~~Jdt~~~~.:~~t~~~~~:rl
will get what they say the
want: one place to call for ser
vice, one bill for all of the ser
vices into the home; and a tai
lored. integrated system to meet
their individual needs," Mr.
Clouston said.

TCI offieials are so hullish on
the long-term prospects for
their newer services that thev
are considering plans to pul;
Iicly spin ofl anyone of the
company's Internet, telephone,
three-dimensional TV, direct
satellite and educational pro
gramming operations.

"We are going to be very ac
tive financially creating securi
ties. creating value, and con
tinuing to grow through merg
ers and acquisitions the way we
always have," said Bernard
Schotters, TCl's treasurer and
senior vice president of finance.

But even analysts bullish un
TCl's efforts to reinvent itself
from a cable-only giant say it
cannot enter the multimedia
marketplace too soon.

Merging Baby Bells, which
are mOfe servIce-oriented,
branded and well-heeled,
present an obstacle as they bun
dle new-media options with up
graded phone services.

Direct satellite competitors,
who have carved for themselves
a profitabll' niche TV market in
less than two years, are finding
ways to compete with cable op
erators with special pricing and
even their versions 01 local pro
gramming

Its detractors see TCl as run
ning from the multipronged am
bitions 01 its competitors and
sometime business partners
such as Time Warner and the
Baby Bells-to pursue a future
that will be as linked to the 1'1'1'-
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Three new executives blazing PR trail for Tel

TCI's_TraIt
Integrated delivery system

I be even more mOdestl
"I stili believe Spnnt will be

our primary telephony platform.
Sprint needs oUr local cable
connections and we need its
brand name," Mr. Clouston
said.

"We don't necessarily have to
go beyond the Sprint alliance to
build a 10 to 20 percent tele
phony business, and still pro
vide access to MCI and AT&T,"
he said.

TCI concedes it will wrestle
with some reluctance by cable
subscribers who are skeptical
about cable companies' abilities
to rectiIy their poor service rec
ords enough to provide new
ventures such as telephony and
online.

However, users in a recent
Connecticut telephony trial
rated TCI as highly as local elec
tric and telephone companies.

Raymond Katz of Bear
Stearns, estimates TCI will
spend more than $1.6 billion be
tween 1995 and 2002 to install
1.7 million new residential and
business retail telephony sub
scribers, and 1.3 million
wholesale telephony lines.

Total telephony" revenues are
expected to be $770 million by
the year 2002 bhed on 2.57 mil
lion residential and business
lines, or between 7 percent to 10
percent penetration. Telephony

SldeIln. Br••em
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pre-tax earnings should exceed regulatory bodies sort out the
$363 million on 50 percent mar- telephony issues raised by the
gins, Mr. Katz said. new Telecommunications Act,

Packaging of long_distance'l Mr. Gaines said.
wireless and cable in the Wash- "You could argue that this al
ington area where as.. print-TCI ready is incredibly undervalued
trial is 18 months ahead of its if we think we can get 40 per
business plan with 60,000 sub- cent penetration across the
scribers "demonstrates the wireless and wired world, and
power of discounted bundled we do," Mr. Gaines said.
services," Mr. Gaines said. DDS: No afterthou ht

Although TCI has spent an es- g
timated $1 billion on telephony Direct satellite is perhaps the
so lar, the lion's shan' going to one new business where the
its Sprint alliance, th,' company power to team up with other
is about to increase its spending. companies and exploit brand

Based on a potential 75 per- names wi 11 be most readily ap-
cent wireless coverage of the na- parent this year.
tion, and introduction of the Some industry analysts esti-
service in 25 markets by year's mate there is a potential 15 mil-
end, TCI and Sprint already lion to 20 million potential sub
have seen nearly a fOll r-fold ap- scriber base for direct broadcast
preciation in the val"e of their satellite in the United States
alliance-which they estimate that can be realized by the year
to be worth about $9 billion 2000.
based on prices being paid for Although it has spent about
personal communica:,ions ser- $1 billion developing its medi-
vice licenses. um-powered satellite strategy to

Teleport Communications, the date, TCJ is about to spend
competitive access provider in many times that to enter the
which TCI has a one-third stake high.powered satellite circle.
and which will go public later Already, TCl's partnership in
this year, will be a strategic link PrimeStar has rendered more
in the Sprint-TCI wireless and than 1 million subscribers,
residential wireline service. which could grow to 2.5 million

Millions of dollars of addi- subscribers generating more
tional revenue remain on the ta- than $1.4 billion in revenues
ble until the Federal Communi- within the next several years.
cations Commissionmd other TCI will likely buyout other

BY DIME _.IIAS
FINANCIAt EDITOR

DENVER-Sadie Decker, Bar
bara Mowry and Camille Jayne
are having a field day bringing
to TCI, and even much of the ca
ble industry, what it has often
lacked: high-tech internal sys
tems and more customer
friendly external services.

And all of it is wrapped in the
kind of marketing savvy that
has usually been reserved for
more traditional consumer
products, like soap.

"But we ain't sellin' soap
here," quips Ms. Jayne, senior
vice president of digital TV for
TCI Communications, who cut
her marketing teeth at Procter
& Gamble Co. "We're selling a
whole new approach to telecom
munications. ,.

All three female executives,
like so many other new faces in
TCl's top management circle,
are new to the cable industry.

But TCI President and Chief
Executive Officer John Malone
is betting that TCl's place in ca
ble-and the company's spot in
the rapidly changing telecom
munications universe-will be
strengthened by their unique
skills.

Launching SUMMlTrak

Ms. Decker helped launch
rockets and build military de
fense businesses as an advanced
information systems specialist
at Martin Marietta. At TCI
Communications she holds the
new title of senior vice president
of advanced systems technology.

The telecommunications in
dustry is making mad raids on
aerospace companies because of
that industry's unique command
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-Tel's Gary Howard

of its PrimeSlar cable partners,
or link up with one or more
high-powered satellite players
in the future, analysts say.

Sources say MCI and News
Corp. had until recently been
encouraging TCI to secure its
sell and lease-back satellite deal
with Telesat Canada since it
could extend their North Ameri
can satellite reach if TCI finally
struck a high-powered satellite
deal with them.

News Corp. and MCI have
since filed objections to TCl's
Telesat plans, having been un
able to secure its own high
powered satellite agreement
with the cable giant. .

TCl's satellites would allow
MCI and News Corp. to begin

of building and maintaining in

tegrated delivel'\' systpms. Ms.
Decker said.

"It is very complicated whl'n
you start to rack and stack thesp
products. For exampll'. we can
offer our cable subscribers
Sprint telephone servicl' dis
counted while we give you cable
plus discounts at MeDonalds.
which might be running a pro
motion with one of the program
cable channels part-ownpd by
Liberty," Ms. Decker said.

"It·s going to be a whole new
world of marketing and promot
ing. What people really haven't
thought through is oncp you
start layering all these products
and services, how to keep
straight who gets paid and who
is being paid for what, and how
much. Then it becomes a signifi
cant data and technology prob
lem," Ms. Decker said.

Ms. Decker designed and built
the SUMMITrak internal data
system, which she is in the pro
cess of plugging in and turning
on to TCl's fiber-coaxial cable
systems nationwide. TCI pub
licly demonstrated the system
for the first time at the National
Cable Television Association
convention in Los Angeles last
week.

Sources say designing and
constructing the system cost
about $250 million, which will
be made back quickly as SUM
MITrak begins to service the
needs of other telco and cable
competitors later this year.

AT&T, US West, Time Warner
and other major cablp multiple
system operators have ex
pressed interest in the new in
ternal data system.

"Companies who want our
(Continued on Page 29)

their high-powered satellite ser
vice later this year, nearly a
year ahead of schedule.

Additionally, MCI is pursuing
an internal satellite communica
tions system for companies,
much like TCI is contemplating,
which would provide them with
another common interest lor a
partnership.

TCl's PrimeStar partnership
and unrelated considerations
involVing News Corp.'s 24-hour
cable news and MCl's local tele
phone ambitions have compli
cated the negotiations, which
continue.

The convoluted nature of its
potential high-powered rela
tions is just one example of the
difficul ty TCI can have negoti
ating plain old vanilla deals.

"It can be difficult to get even
the most logical deals done be
cause people have too many dif
ferent agendas, and there are
too many moving parts," admits
Gary Howard, senior vice presi
c1ent, TCI satellite unit. TCJ
Communications, and formerly
the head of TCI's mergers and
acquisition unit.

"But, when you are the largest
cable operator in the world,
people find a way to do business
withyou."#

Next week: Liberty Media's
plans and TCl's grOWing global
empire.
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that TCI will incur more than 6 percent
more in customer service and marketing
costs as a result of its new approach.

The comprehensive makeover involves
new service technician uniforms, chang
ing the appearance and function of
monthly bills, and retraining employees.

"They will start seeing a different com
pany evolve over several years time." Ms.
Mowry said.

A new high-tech system will allow TCI
to answer initial customer service calls
nationally and more efficiently dispatch
them locally. not unlike many of the tele
phone companies.

"It will provide better service to cus
tomers, will not add cost," she said .
"Most of our customers still have 12:00
flashing on their VCRs. They do not like
technology, so this is about positioning
us to make them understand there is a
company to help them through that tech
nology. to meet their entertainment and
communications needs."

The big unknown, TCI officials con
cede. is how the customers will respond

"How do we take big corporations like
this and successfully navigate them
through change. and erase their past mis
takes?" Ms. Mowry asked.

"Ten years from now, we'll know if we
were abic to pull it of!."

In an effol'l to sell its storv about
change and spruce up iL_ publi~ image.
TCI recently has made its top executives
mol'l' accessible for interviews.

In the process, TCI even has hired
Bender, Goldman & Helper, a L.A.-based
public relations firm. to lend more orga
nization and presence to its major public
splashes: its annual investor's meeting
last month, the NCTA convention last
week, and the rollout of new services
later this year.#

including broadcast network shows from
the previous season.

Not all programming comes straight
from the United States.

"In the summer, my staff goes down
and we do a local production every two
weeks;' said Naval Support Force Ant
arctica Journalist Chief Brady Bautch.
"It's a half-hour production, a 'PM Mag
azine'-Iike project."

One of the most popular programs is
produced in-house: Sunday night science
lectures, which often get too crowded to
seat everyone, are videotaped and re
broadcast in prime time.

The U.S. Navy provides an inventory
of videotapes for a movie channel, and
several channels offer flight, weather and
other information.

Besides TV, McMurdo is also home to
two low-power FM stations. The stations
broadcast audio programming feeds from
AFRTS, but also give residents the
chance to play guest D.J.

"It's strictly volunteer." Mr. Smith
said. "It adds to the local color."#

'.... - ......... VII'Y
p••!tII tI PIIIIII. SI, .'re
..... ttl ...... IIItIanaI
1IrIId.'

-Barbara Mowry, senior VP

TCl's glossy Tech Center headquarters in
Denver. where a team of 40 internal and
external consultants have been analyzing
and reshaping attention to the customer
and the media.

"One of the things that some of the
RBOCs Iregional Bell operating compa
nies) and other potential competitors
have thai we don't necessarily have as an
industry is a brand. Brands 'mean some
thmg verY powerful to people. So, we're
going to build a national brand," Ms.
Mowry said.
"W~ will have a communications and

entertainment supprSlOff' with lots of
wonderful brands in it including all the
Liberty programming," she said.

As a new generation of cable emerges
with an array of new digital TV, high
speed data and telephony services built
on lhp con' cable business. customer ser
vice becomes paramount.

Rn:\' Katz of Bpnr Sipnrns estimates

-Pat Smith, National Science Foundation

'Tills lIlY ..,. •••"811, till cItIIIs _1WfuIIy diad, ..
tilly',. not aI' out 1IIIr...." 11Ie best he could tell, they
... aI' WIIcIIIq .Ive TV.'

blue-collar workers-call McMurdo
home and temperatures sometimes rise
above freezing.

But the station slows down its opera
tions in late February, when the last
plane heads out until August and the
population shrinks to 233.

Mr. Smith said live TV helps keep peo
ple sane during the long, isolated winter.

With Antarctica wired, habits are
changing. Mr. Smith said one contractor,
who returned this year for the first time
since live TV was introduced, noticed a
difference at McMurdo's two bars.

"This guy comes back this past season
and says, 'Gee, the clubs are awfully
dead, and they're not all out hiking.' The
best he could tell, they were all watching
live TV," Mr. Smith said. "I guess we're
making some cultural changes."

Sunday night science lectures

SatNet is just one of six channels on
McMurdo's cable TV system. Another
channel runs tapes of U.S. shows sent
weekly during the summer by AFRTS,

(Continued from Page 12)
Institute Bremerhaven, said his nation's
winter station lacks television for techni
cal reasons.

"We do not fee It to be necessary to in
stall or use any ;pecial transmitting/re
ceiving equipme1 L" Mr. Kohnen said.

Television. by way of tapes shipped
from t1lP Unitl'( States and broadcast
over low-puwer television transmitters.
has existed for \ ·'ars at the largest U.S.
basC', McMurdo ~~.ation.

"The McMurd ~ area is a V(,I)' small
area." said Bil1·~ohlltanvcz. shore divi
sion head at th, Naval ·Media Center's
broadcasting de ,artmenl. "In the early
days, then' was '10 way to get satellite
service ...

Three years ag·' NSF scientists discov
ered that the In'elsat satellite thev use
[or communica I iOns also carried the
Armed Forces R:.dio and TeleVision Ser
vice's live Pacifi, television feed

AFRTS's "S ,tNet" provides live
broadcasts of nf 'NS and sporting: events,
as well as mOff illg and network newS
programs from ABC. NBC. CBS and
CNN. The ,,'rvic· IS used by U.S. military
bases around 11 n world for their low
power television ;tations.

A lOllI:, long winter

Antarctica's s'asons are opposite that
of the Northern Iemisphere. During Mc
Murdo's "summ'r." l'OUllhly Oct. 1 to
Feb. 20. as man as 1,500 people-male
and female milil lry personnel, scientists,

Three new women executives
blazing a PR trail for Tel

Live TV makes its way to Antarctica

(Continued from Page 19) Cable, like the airlines, "has to learn a
distribution will 1-tly this service as well. lot about quality control and how to de-
The big players Wl!l have to do this them- liver a consistent product that people

I
selves." Ms. Deckr f said. Ihave a Jot of confidence in," Ms. Mowry

TCI will likelv icense its 25 SUMMI- said.
Trak-related pa 'ents to competitors "They have got to learn how to enter
scrambling to £in I a way to coordinate the game and what it costs to win the
their customer .ervice, programming, game, and it all comes down to satisfying
new servin's, tnJ<l~mission. billing: and customer needs as they define them," Ms.
marketing inform. ,tion. Mowry said.

Gettin Tel to n . ri ht Consequently, brand and loyalty have
g ~ g suddenly become buzzwords around

Ms. Mowr,·. wh , made the deregulated
airlines more ser ,Hive to customer loy
aft.~· issues with PI' development of the
Mileage PillS pl'Of.ram at United Airlines
a decade ago, S('·S SUMMITrak's "one
stop shopping" r·apahiliUes as para
mount to improvl 19 cable customer rela
tions.

Ms. Mow!'\'. 84 'liar vice president of
consumer satisral tinn for Tel Communi
cations, will lise the new internal data
system to track' 'hat subscribers watch
and why, what 1 ,ix of cable and other
media services tI"y would like to get or
have been o[fere, and at what price. and
what kind of S'TViL'P calls havp beE."'n
made.

Late lasl year. 'Cl paid out $25 million
in one-timp uon' (ses tn expcuiives who
,c::tavPd off g,~no s d.)scriber defections.

This year. TCI s relying sol,'lv on Ms
Mowry's ahility ',revamp and sell cus
tOITIE."'r servin'. In mUcipat.ion of the sam('
kind of deregulCi -pd gruwth the airlinl'~

and banks once' new. TCf has revamped
its pricing and Hstomer service infra
structure "so WI re rpadv for whatever
comes," she said '

Like the ,llrlinl Industry, cahl(' is a S("I'

vice busine" tha is highiy capJla] inten
sive and labor ntensiv£', and servlces
man\, loc'alloll:->
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Hovv do you convlno.

ou.to....ra that you've
Improved thlng.7

We've got to get the woro out.
And we have to do that on a nation

al basis.This company is real
ly a loose confederation of
entrepreneurs. We've had
really good people at differ
ent sites [each doing their
own version oij everydling.
We have a little different per
ception in every place
instead of a national brand
like AT&T.

It's really marketing 
what counts is not what hap
pened to a customer, but
what they perceive. We
haven't spent a lot of time
and effort packaging the
good job we are doing. We
need to keep reminding
them - customers are fick
le, and they are bombarded
with messages. But we need
to do that [remindingl
because we are going to be
creating a national brand.The
total relationship - the
whole interaction they have
with us, whether it's the
trucks they see or what their
bill looks like - is part ofthat
process. The way we define
anything they see touch, smell

or hear about us will determine how
they begin to perceive us.

[Opinions] can change, but it
requires effort. Our strategy is to real
ly look at the future. And really look at
what customers want. It all starts with
the customer at the end of the day.

e challenge we have right now is
'nd of like describing an airbag to
meone who's never seen a car. Since
ey've never seen an integrated com

lunications company and they've
ever seen Internet access over a ..

demand. It's~ hmI to manage that
growth.We suffered hom success.

But now the cable part of our
business is more of a mature business.

It's still going to grow, but not at
wild rates. From a people point of
view, we have people who have been
fabulous at taking a lack of infra
structure and making it work for
them. Now we can give them the
infrastructure they need to do an
even better job.

In addition, we have brought in
talent from outside dIe company to
supplement the talent base we
already have. There are core compe
tencies that we need to add. But we
have always had good people. We
have people that go way out of their
way to help customers dlat you don't
hear about.

When _III you heve the

.y.tern up end running?

We already have it. It '5 up and run
ning in test in Greeley, Colo., right
now.We'll be rolling that out acros.s the

country in co'Uunction with the nL"W
operating model that my group has
developed. It will take some time to do.

What ere aORlB 0", the

other thing. thet you
need to do7

There are people issues. With
cable, a lot of the problems have to do
with rapid growth. E~body wanted
cable and it had to grow very fast.The
company had to hire temporary peo
ple, put t"b>ether what it could to meet

W •• thet developed In

bou.e7
Yes, it:s based on client-service

computing, state-of-the-art ~~tems

including a number ofpatents, and it is
designed for anything that we want to
sell. As a company, we arc heavily
investing in infrastructure to get ready
for this conve'b",ncc. My part is
deploying Summit and creating a
whole infrastructure for customer sup
port. I view our operation as very
retail. If you look at Nordstrom or
McDonald'~, they may sell different
products, but the way they deliver it
has many similarities.

Icomplete operating infrastructure, like
an airline re~ervatinn system, and
everybody that touche~ the customer
will have access.

Whet kind of .y.
terne do you

.xpeat to put Into
plac. to comp•••

vvlth the telephone

companle.7

Phone companies face
huge legacy issues, widl mas
sive cost structures and lots of
employees.What they have to
do is really rip apart. in oroer
to kind of rebuild what dley
are going to do for the future.
We haven't had mo·'t of that.
We're a $(, billion company
but it's almost a $6 l·Jlion start- ..... Mowry
up. We don't have a )t of infra
strtlcture.

The bad news ,bout that is that
we have to create it from scratch.The
good news is that w, {all create it from
scratch and use ~t.1'e-of-the-art sys
tems to do it.

What we h.,ve created is
SununitTrack, our r,ew ~tem that is
basically our operatl ,)n s~tel\l. It will
do billing; it will ti ack all customer
information; and it ",;]1 provide infor
Illation to our custC1l1er service peo
ple to h'1,ide what hey say. It is the

when you compatt our industry to
other industries, some of it has to do
\vith how people use our product<;,

People often compare us to the
telephone industry: But you use your
telephone at a point in time. And you
turn the TV on and leave it on. With
a phone you don't know if there's a
problem unless you happen to pick up
the phone at that moment.

But I think YOl have to look at
how this industry ,,'feW up.
This was an industry that was
formed through mas.sive
acquisition, a lot ofbttIe mom
and-pop entities purcha.sed
and put together dlrough
acquisition very qUlCkly: The
service itself is popullr. If pe0

ple really hated us, ,,~ would
n't have 66 pen:ent p"netration
ofdIe market. But do we need
to enhance our relabomhip to
d,e CUSlomer'You "'·tcha.

After Inany years in tire airlille illdustry, illduding lIill" years rullning

fllC" MolVry is convinced that jllSt as cable providers can ,eillvellt

tlleir industry, tlU')' can also transfimn their public image. .,lIe spoke by

teleplwlle lVitll Executiv£ Editor Carol Wilson,

Survey _her survey

.hovv. that the cable
Indu.try I. not _ell

reted by the public.
even .fter RlaJor cen1l

pelgn. to Improve It.

1m..... H01N do you

meet thl. chellenge7
Lots of companies and lots of dif

ferent kinds of entities have gone
through massive transformations.
Look at 'Made in Japan' - it used to
mean one thing and it has come to
mean something entirely different.
Anytime you are in the service busi
ness, you will have dissatisfied cus
tomers. A lot of it has to do with

Vourb.akgroundlsln
the elrllne Indu.try 
ho_ did you _Ind up

et Tel7
When I left United Airlines, I

formed my own consulting company:
It was a combination of different skill
sets, all aimed at helping companies
develop long-term relationships with
customers. My clients were predomi
nantly Fortune 500 companies:
Disney, Epson and Schwab. What we
were applying were essentially the
ideas that people now call mass cus
tomization.A lot of the principles that
apply in a program, such as Mileage
Plus, apply acro~s industries.

What prompted me to come
here was the people who are here.
There is an incredible brain trust that
I find invigorating. As a consultant, I
worked with lots of opportunistic
CEOs. One of the things you find is
that you can take a horse to water but
can't make them drink. At United I
liked making things happen. And
here I have an incredible opportulli
ty to make things happen.

Also. I am going illto an industry
that is completely reinventing itself.
What is going on in the communica
tions industry right now is bigger than
the industrial revolution. You don't
often get the chance to come into an
industry so ready for growth, for a
leading player, in a key job that can
have real impact.

MolVry brillgs her expertise ill dnJelopillg long-term relati"llShips with

customers to an industry sorely in need r1 such assistance. cable TV.

As sellior vile president ofCl/storner satisfaction for Tele-C omlnl/llications

United Airlints' Mileage Plus program for frequellt .fliers, lJarbara

Can Cable Customers Get Satisfaction?

I
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A ... other cabl. compe
nle. t.klng thl•
• ppro.oh7

No, not like we are doing.
Everybody is doing pieces here and
there. Everybody is looking at ex
panding their product line in tenns of
service.There are aU kind< ofdifferent
models. Odler people are investing in
their infrastructure in terms of S)'li

tems. But there is nobody that has put
this whole notion together.

Hopefully, it is going to be a pleas
ant experience. ...

Advertisers Index
Alcatel Network Systems .1·6, 1·7
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Ericsson Radio System•..........1·4
General Instrument Inc. . . . . . . . . .1·1 6
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.ell.'e for you.
We're aka looking at other a.<peCtl

of customer .ernce. People use our
products 24-hours-a-day, 7-days-a
week. It's not been cost-effective for
liS to provide service aU the time.That
wiD change.We are going to be av:ril
able when customers need lIS. We are
going to conullunicate more elfec
lively widl them, so they really know
how to sort through JUs balT.lge of
stuff: Becau.e of the new infra.<trUc
ture we're building. we will nuke it
e3'Y to do business with us.

proactive in tenll< of helping cus
tomer.; under.;t.,nd their needs. We
will have a comprehen<ive database
that wiD include infornution that cu!<
tomer.; have given us about them and
their lives. So the customer .ervice rep
can be sorting through the complicat
ed art:ly ofthings for the customer,We
can put together a package that makes

The intelligent CFT 2200 provides subscriber satisfactio'n
and greater revenues for you. In an innovative way that
allows analog and digital to coexist within the same system,

The CFT 2200 redefines intuitive operator simplicity too,
On-screen prompts and help screens make subscribers the
captains of their own entertainment and information centers.
Now that's simplicity. That's the 21st century.

So, if you're thinking of advanced analog services for your sys
tem, depend on the company that's leading the way. General
Instrument. We'll work with you as you plan for the future.

developing owr the next fl'w year.;
and making it very ea')' for the cu!<
tomer to do btlsina< with us.

Customer; don't want technolo
gy; they want solutions. In fact, they
hate technology. They still have flash
ing 125 on thetrVCRs.They want life
to be simpler, to be easier.

We are going to be much more

MAY 6, 1996

General Instrument delivers the action to subscribers
and n~ sources of revenue to you

Interactive programming and services, GI leads the way
to make your vision a reality with the CFT 2200 enhanced
analog consumer terminal.

Near-video-on-demand accessed through an interactive
program guide, Multilingual capability. Virtual channels for
sports, finance, news, weather and community information.
Interactive data services. VCR controL And a host of other
entertainment and revenue-generating services. All
engineered to perform seamlessly with existing analog
cable systems.

I~ oble modem, it's hard to d~ribel
this and .ee what they want.

I
You mentioned • ne_
oper.tlng ",odel. C.n
you t.lk .bout th.t7

The new operating model is aU
about integrating aU these products I·
and .ervices that we are going to be



Obstacles slow Tel's multimedia journey
IY _

FINANCIAL EDITOR

DENvER-Just as TCI is solving the equipment
problems that have plagued the rollout of new
digital and online services, it faces more formi
dable obstacles: mushrooming competition and
slippery partnerships.

That may prove the ultimate 1rony for the
company John Malone, TCl's president and
chief executive officer, has forged on strategic
alliances and acquisitions.

In recent weeks, TCI has failed to secure a
wireline agreement with its wireless telephony
partner, Sprint Corp., forcing it to file with
state utility commissions in Illinois, Connecti-

Nielsen deliberately underreports
black viewers, producer charges

29__aller

taking to the air on
WLWD-TV, Day
ton, Ohio, Phil
Donahue taped his
last episode of
"Donahue" in New
York May 2. The
taping was fol
lowed by a cham
pagne shower from
staffers. Mr.
Donahue produced
nearly 7,000 epi
sodes of his talk
show, was seen in
45 countries,
earned 20 Emmy
Awards and
spawned dozens of
competilors by cre
ating a genre. Mr.
Donahue is taking
his staff and some
former staffers,
along will1 some of
their family mem
bers, on a lI1ank
you cruise.

Comcast and Cox to offer its proposed OHome
broadband network, which rolls out in three
cities this fall, for the World Wide Web.

A strategic alliance with Microsoft-rooted
in TCl's $125 million, 20 percent stake in the
new Microsoft Network-appears on shaky
ground as the companies scramble to respond
to a rapidly changing marketplace with poten
tially conflicting competitive strategies.

The Microsoft Network has since been repo
sitioned as a World Wide Web service that com
petes with OHome.

TCl's 11 percent stake in Microsoft rival
Netscape Communications Corp., whose Web
browser navigator it is exclusively using, hasn't

(Continued on Page 18)

,
He said the company lost advertising and other rev

enues on its syndicated television programs and had to
cancel "24/7," a magazine program for younger view
ers.

"We're not going to be able to produce those programs
if we're going to have to rely on these ratings to get
paid," he said.

The underrepresentation of black viewers is "cost
ing us millions in revenue and preventing significant
and diverse programming from being shown on tele

(Continued on Page 30)

cut and California about going it alone with lo
cal wireline when it rolls out its trial telephony
services there this fall.

Its fragile negotiations with MCI and News
Corp. for a stake in their high-powered satellite
business have soured due primarily to a num
ber of unrelated issues involving the three com
panies.

And just to make sure TCI doesn't move for
ward on its own, MCI and News Corp. have
filed with the government to block TCl's soon
to-be-announced definitive agreement with
Telesat Canada to sell it two spare satellites, on
which it will lease back time.

On another front, TCI still is lacking affiliate
agreements with major cable operators such as

Perhaps beating persistent critic Fox to the punch, a
small producer of African American-oriented program
ming has sued Nielsen Media Research for $10 million
claiming that Nielsen deliberately provided ratings that
were "inaccurate and/or unreliable."

SI Communications President Robert Dockery Jr.
('Iaims Nielsen's failings threaten to put his company
out of the programming business.

BY Jill LAPAYErn
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of TV Land

Lawsuits fly
after launch

The lawsuits between MCA and Viacom have an Oct.
court date, but few expect the cases to last that long.

While the lawsuits are ostensibly about the new TV
Land cable channel, observers say what's really behind
the legal wrangling is the desire by both parties to own
all of USA Networks, in which they are 50-50 partners.

And, observers say, any settlement will revolve
around what one party can wrestle from the other for its
interest in USA, valued in excess of $4 billion.

MCA fired the first shot last week, suing Viacom over
the launch of TV Land, a Nickelodeon spinoff that is
part of Viacom's MTV Networks.

MCA's lawsuit accuses Viacom of "breaches of con
tractual and fiduciary obligations" by starting TV Land,
which MCA considers a competitor to USA.

Under terms of their joint venture, neither partner can
independently introduce such a service.

Viacom says it considers TV Land, launched last week
at the National Cable Television Association show in
Los Angeles, to be a spinoff of Nick at Nite and not a
new service.

Viacom's countersuit alleges MCA's true motive is to
force Viacom to sell its interest in USA "at an unfairly
low price."

The Viaeom suit contends that although USA has en
joyed ratings success, its advertising revenue has "con

(Continued on Page 30)

BY LEE IIAL1
STAfF REPORTER

MeA, Viacom trade punches
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for jobs.
The cost savings provided by the LMA

allowed Ackerley to pay more than other
bidders for the stations. Sources said
Harron was seeking $11 million for the
station, which was losing $1 million a
year.

Ackerley had no choice but to cancel
the stations three newscasts because no
one was working at the station, Mr. Cur
ley said.

"We took the news off the air because
quite honestly there was no one there to
do the news," he said, explaining that it
takes longer to hire news staffers than
technicians.

Having recently suffered a mullimil
• lion-dollar judgment in a wrongful ter

(Continued on Page 20)

affiliate KBSW-TV proposed an LMA
with KCCN, Ackerley protested the deal
to the FCC.

Mr. Curley said Ackerley didn't do
anything improper at the station.

For example, Mr. Curley said, Ackerley
didn't fire anyone at the station. Harron,
which still holds the license for KCCN
and still owns its assets, fired the sta
tion's staff as soon as the LMA was
signed, he said.

Ackerley began interviewing and re
hiring staffers as soon at it assumed
management of the station, hiring master
control operators almost immediately.

While KCCN employed about 70 full
and part-time workers, Ackerley plans to
hire about 35. So far, it has hired 25 of
the 28 KCCN staffers who have applied

tion's signal. He said that by combining
KCCN's news operation with those of
KCBA-TV, the Fox affiliate in Salinas,
Calif., also owned by Ackerley, the sta
tions will be able to cover twice as much
news.

Nevertheless. the shocking events at
the station had industry observers rais
ing new questions about the value of al
lowing LMAs n·)w and television duopo
lies in the futur,·.

Critics contend that even when a news
cast is relaunched at the Monterey sta
tion, an independent voice in the commu
nity will have been lost.

Those critics mclude actor Clint East
wood, former mayor of nearby Carmel.

Local interests may challenge the deal,
pointing out th" t when the owner of NBC

The new manager of KCCN-TV, the
CBS affiliate in Monterey, Calif., where
the entire staff was fired and newscasts
were suddenly canceled late last month,
promises the station will be back in the
news business next month.

Ackerley Communications, running the
station under a local marketing agree
ment with station owner Harron Com
munications, has gotten a bum rap, said
Dennis Curley, executive vice president
and chief financial officer of the com
pany.

Mr. Curley said rather than trying to
weaken money-losing KCCN, Ackerley
has already moved to strengthen the sta-

KCCN news to return in June, new owner says
BY JOI LAfAYErn
STAFF REPORTER
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