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I. Executive Summary

A. Overview 

CAC is an early-stage corporation whose primary business is the development and operation of a cable television network known as Chinese Access Channel. As of the date of this Memorandum, CAC, which is headquartered in Los Angeles, California, has already produced necessary pilot programming. CAC is a basic cable network, accepting advertising and distributed to subscribers through cable television systems as well as other competitive satellite-based delivery systems. The Company’s business strategy centers on exploiting several well-established facts and trends in the modern world of televised entertainment:  The American public’s growing appetite for informative and entertaining programming about China. The increasing interest of users/subscriber-based television in special interest niche programming or narrow-casting, in lieu of broad-interest programming. The ability to leverage an identifiable network brand with access to various media outlets to market additional goods and services to a well defined and enthusiastic audience. Since CAC’s inception in 1999, the Company has accomplished the following:

Created the necessary capital base for the development of CAC.

Developed an experienced management team and a superior production staff.

Acquired and developed a comprehensive film library about China.

Explored the Company’s concept with major U.S. cable operators.

Acquired the necessary advertising base for the promotion of CAC.

Explored relationships with a number of major film and television production companies.

Assembled an international team of actively-contributing advisors and consultants.

Founded by Jeffrey B. Greene, Gregory F. Gustin and John Y. Tao, when combined with the Company’s other key management and production personnel, CAC brings over one hundred years of aggregate television, film and related media production experience. In addition to management and production talent, the Company has compiled an internationally respected advisory board. The Advisory Board is comprised of distinguished men and women from across the United States and China, who are noted experts in most fields of Chinese affairs; and individuals who represent of a wide spectrum of the American and Chinese entertainment industries.

CAC’s programming encompasses many diverse subjects relating to China in a variety of informative and entertaining television productions. Programming will include news events and analysis, documentaries, variety shows, children’s and educational programming (including Tai Chi, cooking, painting, etc.) and motion picture and television dramas. This programming mix will appeal to audiences with personal or business ties to China; those with a strong interest in Chinese culture, history, and art; international travelers and anyone with an interest in the world’s most populous nation. CAC estimates this well-educated and affluent audience to exceed sixty million viewers.

As the Company moves beyond the developmental stage, CAC believes it will earn revenues through;  (i) subscriber fees generated by the cable television and direct broadcasting service (“DBS”) operators, (ii) advertising sold to general consumer-product companies, as well as companies doing business with China, (iii) videotape and other multimedia sales of original programming presented by CAC,  (iv) Internet activity (v) joint-ventures with purveyors of goods which may be advertised on, or sold in conjunction with CAC programming,  (vi) the sale of raw film footage from the Company’s library to other film producers, (vii) home shopping segments presented on the channel, (viii) sales of original programming that is developed and produced, and or co-produced by CAC and  (ix) publishing.

The popularity of China-related programming is well documented. Cable networks with a broad programming format have consistently received high ratings, relative to their overall ratings, from China-related programming and production. This factor gives CAC a distinct advantage over the other “start-up” niche programming cable networks attempting to gain system access. Cable television systems historically have been reluctant to provide system access to a network until such network is carried on other legitimate cable systems. Even with the rapidly growing channel capacity of many cable systems and resulting demand for special interest networks, this “chicken-or-egg” situation represents perhaps the most difficult factor in starting a new cable channel.
B. Background / History 

Since the establishment of diplomatic relations between the United States and China, the relation between the two countries has experienced a lot of ups and downs and twists and turns. But on the whole, this relation has gained tremendous improvement and development after China’s President Jiang Zeming’s visit to the United States in 1997 and President Clinton’s visit to China in 1998. More and more ordinary Americans would like to know more about China, and more than 600,000 Americans visited China each year. More than 30,000 U.S. companies have either established joint-ventured enterprises, or opened offices in China, with a total investment of more than $20 billion U.S. dollars. Among these U.S. companies are; General Motors, Coca-Cola, Boeing, Motorola, Microsoft, HP, ARCO, Citibank, Morgan Stanley, Disney, Time-Warner. The total amount of U.S.-China trade in 1998 was $54.94 billion and U.S. investment in China in 1998 was 4.17 billion. Most American colleges and universities now offer courses in the Chinese language. These figures indicate that there is a compelling need for a niche channel that provides in-depth information about China. CAC will provide the American television audience with unequaled and direct access to facts, figures and pertinent information about China, information the audience can utilize in business, academic studies and pleasure.

The creation of CAC is not only timely, but also necessary when the ordinary Americans have no other access than the present existing television networks that have failed to cover all the events that happen in China and to report the attitude and reaction of the Chinese people.

C. Summary of Financial Data 

CAC has prepared projections based on a January 2000 launch and various other assumptions which are detailed in Section VII. The Company's projected financial statement is presented in summary form in the Exhibit A.
See Exhibits E-J for Data sheets

II. Key Strategic Considerations

Management has identified the following significant strategic advantages of China Access Channel:

A. Strong Demand for Programming

With the development of its national economy, China has become the country of world attention. People of various circles in the United States would like very much to know the updated information about and on China so that they may be able to cope with the situation. Government officials, businessmen, world traders, scholars and students, those who have visited China and even those who have a special interest in Chinese food, they all would like to watch programming on China. The fact is that when a program about is shown, the rating of the television station goes up.

B. Desirable Viewer Base / Strong Advertiser Attraction

According to incomplete statistics, male and intellectuals form the greater majority of viewers of programming on China. This target market is highly coveted by consumer product advertisers in addition to the advertisers targeting on the special groups of people in the government, the business circles and the general public, who can also find time slots to attract their target group due to the variety of programming on China.

C. Relatively Low Cost of Programming

Nearly all the programs of CAC shall be produced in China where labor cost is relatively low. With detailed treatment of the proposed programs, repackaging here in the United States will not cost as much as those for ordinary productions of such programming solely produced in the United States. The cost of production can also be partially reimbursed when footage of such programming is sold to other producers here. We also foresee this as a potential source of income of offset the expenses for our productions.

D. Unique Audience-Attracting Programming Provides Value For Cable Systems

Of all the more than 200 video channels available in the United States, there is none that is devoted entirely to cover China that has the world's largest populations and the vast market for any commercial product. CAC's programming shall definitely enable the local cable operators to add value to their systems once they include CAC's programming in their programming list.

E. Attractive Ancillary Revenue Opportunities

The segmented and desirable attributes of CAC's target audience, combined with the information-oriented programming creates a tremendous opportunity for ancillary revenues. Some of these opportunities include the sale of documentaries on video tape, Internet activities and educational material on CD-ROM and books. In addition, CAC intends to present a home shopping segment featuring China's merchandise and collectibles.

F. Efficient Marketing Outlets

Using assets of CAC's partners, CAC may achieve efficient marketing purposes by gaining the most exposure of CAC's programming to build up the loyal audience and attract the potential audience through various marketing tools such as printed materials, video and Internet and radio broadcasts, fairs and events, shopping bag inserts and so on.

G. Events in China Drive Ratings Growth

With CAC's unique access to authentic information such as live coverage of the press conference by the spokesman of Chinese Foreign Ministry, talk shows with participants of Chinese government officials and experts in the field of the concerned topics, CAC's programming will surely meet the desire of the audience, thus bringing about the growth of ratings.

H. Operational Leverage

The Company's costs at the initial stage are the largest, but with the CAC's programming successfully marketed and used by increasing numbers of stations and cable operators, the mean cost of production shall be lowered. With the video library put into operation, upside earnings from licensing footage will be realized, thus bringing about a balanced operation in three years' time.

III. Development Plan

CAC has prepared a plan for the future development of the business. The following plan is used not only as a guideline for strategic management decisions but also was the basis for assumptions used in the Company’s projections which are presented in detail in Section VII. CAC believes that its development will occur in three distinct phases:

Phase I: Development - In Progress

The initial phase began with the founding of the Company in May 1999, and was completed in June, 1999. The defined goals of the phase we have been executed, including (i) obtaining seed financing, (ii) establishing working offices in Philadelphia and Los Angeles,  (iii) defining the proposed programming,  (iv) procuring a number of cable MSO’s and DBS’ interest to carrying our channel, (v) working out the technical operation design for our master control, up-link, down-link and production facilities both in LA and China, (vi) strengthening relationship with related entertainment companies, marketing firms, and advertising agencies, (vii) finding our US business partner.

The first phase also includes securing a comprehensive programming and financing agreement with China’s partners, when the partnership been achieved among all the partners, we will (i) assemble a core management team, (ii) set production and transmitting facilities both in Los Angeles and Beijing,  (iii) hire programming production team and technical people for both locations,  (iv) set up satellite communications between China and USA, and (v) procuring programming resources form all resources in China.

Phase II. Ramp-up to Launch 

The second phase should begin in January 2000. The goals need to be completed including (i) securing financing necessary to begin full time domestic network operations, (ii) further developing the programming library and finalizing arrangements for purchase or use of finished programming, (iii) starting marketing and promotion of the channel launching to increasing public and cable & DBS carriers awareness,  (iv) securing cable MSO and DBS’s adequate carriage commitments as a twenty four hour channel, and (v) adding the final key members of the management team. (vi) starting pre sell of channel’s advertising time and sponsorship, and (vii) starting test broadcasting. Phase II is expected to be completed by end of 1st Quarter, 2000.

Phase III:  Sign-on - Target Date 1st Quarter 2000. 

Program Schedule 

The CAC’s planned initial programming schedule and financial projections are based on the assumptions listed on the following:

Initial sign-on


Subscribers at sign-on
3,000,000

Subscribers end of year 1
5,000,000

Subscribers end of year 2
10,000,000

Dominate audience
Male and Female 12 - 60 +

Hours of programming 

First quarter- 6 hours /day prime time programming 
plus repeats for the 24 hours schedule

24 Hours-a-Day Schedule

Management of CAC believes that it is vitally important for initial programming to contain a mix of programs which (i) subscribers will find interesting in content, (ii) advertisers and cable operators will consider to be of a high degree of quality, (iii) are relatively inexpensive to produce (iv) are appropriate for video cassette and DVD sales and (v) are easy repeatable. CAC’s initial full-time programming model includes --- hours of news related programs and --- hours of documentaries, entertainment and movies. The initial first quarter mix is expected to be as follows:

Program Types - Initial First Quarter Launch

Category


Movie / TV Drama 
16.75%
Historical Documentaries
8.3%
Current Documentaries
8.3%
Business / Finance
8.3%
Educational
8.3%
Entertainment
16.75%
Travel

8.3%
News

16.7%
Talk Show
8.3%


100%

After the initial first quarter launch, CAC anticipates increasing its original programming to eight hours per day beginning with the second quarter. The full launch program mix is expected to be as follow:

Program Types - Second Quarter Launch

Category

Movie / TV Drama 
25.0%
Historical Documentaries
6.25%
Current Documentaries
6.25%
Business / Finance
12.5%
Educational
6.25%
Entertainment
12.5%
Travel

6.25%
News

18.75%
Talk Show
6.25%


100%

IV. Business Description

A. Strategic Mission

CAC provide entertainment, information and Chinese news broadcast to a world wide audience, however, in its initial phase of operations, this programming will be directed to the American audience who share a common interest in China related programming. CAC intends to capture the market in China related programming, a category with great potential to draw an audience from all walks of life, especially in business, culture and government circles, but also, anyone who is simply interested in getting to know present-day China. CAC’s specific mission is to entertain and enlighten this interested audience. Since CAC is independent of any governmental control, it will present a unique, unbiased voice in the discussion and presentation of China related topics and world affairs.

Audiences worldwide have enjoyed and readily seek-out interesting and informative programming focusing on China. In addition, CAC provides its viewers with the in-depth analysis they require to understand news events and crucial issues effecting their nation’s relationship with China. From talk shows and round-table discussions, to lecture presentations at leading Chinese institutions, viewers will be provided with a first-hand exchange of ides pertaining to historic China and contemporary Chinese political affairs.

CAC’s resources in quality documentary programs and series, informative news programs and specials, and other programs on and about China have begun the process of creating CAC’s brand identification by presenting a look and feel exclusive to CAC. This will become especially important as the number of viewing choices expands, since it means that there is a greater likelihood that CAC’s target audience will more likely turn to its recognizable programming on China.

CAC’s goal is to gain the widest national and international distribution of its programming while ensuring subscriber and advertising sales revenue by:

a. Exploiting regions of the United States that posses numbers of viewers with interest in China and Chinese issues.

b. Becoming the first channel viewers consider when they want to watch programs on and or about China.

c. Stressing original programming, thus differentiating CAC from other services being offered in the United States today.

d. Utilizing the highly segmented and demographically attractive viewer base to  command premium advertising rates.

e. Inducing system carriage with local advertising sales revenue.

f. Creating viewer demand for system carriage of CAC through organizations that have various relations with China.

g. Leveraging its positive exposure.

B. Programming

CAC strives to provide the best China related programming anywhere in the world, 24 hours a day, 7 days a week. In the initial stage, 6 hours of new programming shall be offered. CAC provides both quality and variety to its viewers, with a mix of news, special reports, documentaries, thought-provoking talk shows, variety and educational programming, children’s programming and film and television movies and dramas. CAC believes that it has laid the foundation to become the best source for Chinese related information for both the highly interested viewer and the viewer who is only casually interested in Chinese programming.

CAC’s programming objective is to build viewer loyalty by creating quality, recognizable brands of programming and playing them at several specific anchored time slots. Airing exclusive programming will enable CAC to distinguish itself from other channels which present China related programming on a part-time basis. Creating unique brands of programming will increases the value of CAC’s library and provide the opportunity to create ancillary revenue from its programs in other media such as videotapes, computer games, publishing and apparel. CAC’s original programming is designed to have a look and feel exclusive to CAC.

Exhibit C annexed hereto contains (I) a sample program grid reflecting a proposed full-time programming schedule;  (ii) a listing of selected programs which are to be produced and will be available for showing on CAC. 

Exhibit D contains a list of Proposed Historical Documentary Titles to be Produced by CAC or by Producers Commissioned by CAC.

CAC maintains two production facilities in Los Angeles and Beijing, which produce CAC’s interviews and round table discussion programming. These programs will invite important individuals in China to join in such discussions via satellite link. This programming is essential in the furtherance of its strategy to distinguish CAC from other channels. In addition such programming will appeal to an even more specifically-targeted audience and therefore should command a relatively high advertising rate.

C. Production / Facilities

CAC shall produce a specific number of hours of new programming every year as calculated in the following:

6 hours of new programming per day x 365 days = 2,190 hours/year.

The various categories comprising this figure include (i) 180 hours of full scale production (programs produced in house for which major scripting and editing takes place);  (ii) 1,460 hours of programs which were modified by CAC with new openings and significant editing; (iii) 180 hours of programming generated by independent producers commissioned by CAC and for which CAC has exclusive worldwide rights;  (iv) 280 hours which are acquired either through two to three-year licensing agreements;  (v) 90 hours of programming purchased for use in perpetuity .

The Company estimates that it will incur approximately $3 million in aggregate direct cost to generate 100 hours of programming. Included in this total is the cost of the Company’s production and programming staff, consisting of 117 full-time employees, 30 part-time employees and 46 independent contractors. CAC’s production and programming staff is responsible for production, negotiation of programming rights and clearances, editing raw footage, scripting for raw footage, repackaging footage which is acquired in a completed state, dubbing and all other aspects of preparing and completing the company’s finished product. 
The foregoing costs are expected to be remarkably low for the entertainment industry, particularly considering the high quality of the Company’s programming. Management believes CAC will continue to benefit from a relatively low production cost structure reflecting  (i) the plentiful quantities of exceptional raw footage which may be acquired for little or no cash consideration, and  (ii) the Company’s relatively low cost of production talent and facilities owing to its Los Angeles and Beijing location.

The above-referenced finished productions include awards winning documentaries. The Company has identified approximately 2,000 additional finished productions which are appropriate for CAC programming. These productions may be available for outright purchase. In addition, the Company believes that there are a number of additional sources of interesting television and film production which is available to CAC, that has yet to be publicly aired. 

An original presentation will typically involves some or all of the scripting, editing, dubbing or creating new voice-overs and in some cases shooting new film. Initially, the Company will not employ a dedicated film crew, as the need for full-time film photography during CAC’s start-up phase will be infrequent, and quality film crews are readily available on a contract basis. Voice talent will also be acquired on a contract basis, typically from the abundant supply of voice talent in the Los Angeles area. CAC’s programming/production staff are cross-trained such that practically all of the staff are capable of writing, producing and editing a program.

CAC’s production facilities shall include digital editing systems, such as non-linear editing systems which will provide the Company with a highly efficient editing function. As well as a studio facility for the production of news and talk show programming. The Los Angeles staff will personally handle news delivery, interviews and other news-related production items.

D. Distribution

CAC believes that identifying and accessing the most appropriate cable system is the most formidable challenge facing any new cable network for the following reasons:
Channel capacity on the nation’s cable systems is still very limited. Almost all MSOs and many smaller systems are investing significant sums to allow for additional channel capacity, either through changing coaxial lines to fiber optics or adding digital compression technology. However, the transformation of the nation’s cable system is moving slower than originally expected and obviously will occur on a system-by-system basis.

The uncertain and constantly-changing U.S. regulatory environment has not only delayed system capital spending for channel capacity but also affects the cable industry’s allocation of available capacity. The final set of “going forward” rules, promulgated by the FCC in November, 1994, allowed video providers to add six channels to their regulated tier and raise rates by $1.50 per month (subject to certain rules). Most systems have added this first tier and filled their tiered card with low-fee basic channels.

There are 80 million plus, subscribers of cable television in he United States. CAC expects to market its programming to cable operators under a tiered and/or basic cable format, meaning the cable companies will either include CAC in their basic group of channels or offer CAC in a tiered package (generally ranging from 4 to 6) of more niche channels. The Company believes that CAC’s programming fits very well within a tiered package heavily weighted with sports and geared toward to the general audience which is most attracted to the programming presented by CAC. The Company does not anticipate placing much emphasis on a la carte distribution in which a cable company subscriber is offered the opportunity to add individual channels to their personal channel lineup in consideration of a monthly fee ranging from $5 to $6. These a la carte arrangements have generally failed to provide the early-stage niche network with a large enough subscriber base and networks which attempted this distribution strategy have mostly abandoned it in favor of a tiered strategy.
While conventional cable television systems have been slow to add channel capacity, there has been positive developments in distribution capacity through the rapid evolution of direct broadcast satellite (“DBS”) and the conventional backyard satellite dish market. DBS systems are sold to subscribers, along with the related hardware necessary to receive the satellite transmission. The largest DBS systems, DirecTV, EchoStar and USSB have capacity available and presently serve over 10.0 million households (projected to reach in excess of 12 million by the year 2000). The Company has received favorable indications from DBS providers that they would consider carrying CAC upon CAC’s full-time launch.

The Company’s projections presented in this plan are very conservative, and assume that by the end of the first year of full programming CAC will have just over five million subscribers. This figure assumes that the Company is merely able to secure most of the 5 million plus subscribers. 

Not considered in the first year projections are the numerous other cable systems which have expressed positive interest in including CAC, along with the approximately 2.5 million TVRO backyard dish owners and the approximately 1 million MMDS wireless subscribers. Beyond year 1, CAC has projected subscriber growth rates of approximately fifty percent compounded per annum, resulting in a subscriber base of just over 42 million (or less than half of the combined projected cable and DBS U.S. households) at the end of the sixth year after launch. Although these are impressive numbers, they are supported by industry statistics. Since the cable industry’s inception, the typical network has gained distribution in 28% of the cable TV households two years post-launch, 50% after four years and 67% after six years.

Cable networks such as CAC earn fees from cable systems based on the number of households receiving the network. If the network is included in the system’s basic channel package, the network’s subscribers equal the cable system’s household count. If the network is offered in a tiered package, the number of network subscribers is based on the number of households opting for a particular package. CAC anticipates sharing both cable television systems and DBS systems, a per subscriber rate competitive with similar niche programming cable networks. At present, CAC expects an approximate rate of $0.01 per subscriber and $0.10 or more on tiered offerings, and it is these prices that have been utilized in the projections included in this plan. 

The management of CAC believes that this rate may be conservative, as recently published programming fees charged by cable networks (albeit established networks) to a DBS company range from $1.07 for E! Entertainment, to $2.61 for Nickelodeon. In accordance with industry practice, CAC expects to offer a period of free and or, reduced priced programming to certain cable systems, particularly the larger MSOs which control significant cable households. These introductory discounts will not apply, or will be smaller, for smaller cable systems and or those systems whose household profile place CAC in a more favorable negotiating position relative to a particular cable system.

E. Advertising

Although generating advertising dollars has not been a high priority for the Company thus far, CAC believes that its programming, and the audience it delivers to will be well received by at least two specific groups of advertisers:
Consumer products companies which covet the Company’s target audience.

Businesses and organizations that have relations with China.

Consumer product companies targeting relatively high income males, such as automobile companies and financial services organizations, as well as respected brand names such as Coca- Cola, Anheuser-Busch and Gillette will find CAC’s audience demographics to be comparable to, or better than professional sports programming. 

In addition to the attractive demographics that CAC’s audience will provide to consumer products companies, CAC has identified a segment of its target audience for which CAC will be “required viewing”. The Company believes that it will have the greatest success in marketing advertising to large businesses that have invested in China, or who are doing business in China, through developing programs which are sponsored exclusively by a given company.

CAC anticipates both direct sales efforts (calls on companies and advertising agencies by Company personnel) in marketing advertising, as well as the utilization of marketing groups which specialize in selling cable television advertising. In accordance with industry standards, the Company will initially quote advertisers charter rates based on estimated households ratings with these rates adjusted for actual results.

F. Audience

According to a study on current channels and potential new channels, CAC’s dominant viewer profile is projected to be:

Head of household, professional/managerial.

Head of household with 2or more years of college.

Live in both urban and rural areas.

Household income of $50,000 plus.

The following portrays certain groups of China-related programming enthusiasts. The individuals falling in the “required viewing” categories above are generally concentrated in relatively well-defined geographic areas. This potential audience segment of “core subscribers” are households whose daily lives are affected by activities in China and who may be expected to watch CAC on a daily basis. This core group is also highly sought by industries, special interest organizations and advocacy groups seeking to enhance their corporate image as well ass consumer products advertisers.

CAC believes that its programming will deliver a consistent and demographically attractive audience developed from the following identifiable segments of the U.S. population: 

Segment 
Viewing Intensity

Business professionals
Required viewing

Government officials
Required viewing

Service and military personnel
Required viewing 

The entertainment industry
Required viewing

Organization staff
Required viewing

Students and educational professionals
Required viewing

The fine arts
Required viewing

The travel industry
Required viewing

Those who have or will visited China
Active viewing

Individuals interested in Chinese history and culture
Active viewing

G. Direct Sales and Merchandising

CAC believes that its programming and delivered audience will present numerous opportunities for the Company to generate high margin ancillary revenue from all or some of the following areas:

Stock footage sales to other producers.

Video retail of most CAC programs, both domestic and international.

Licensing of sales of video to interactive computer and game makers.

Video product retained through Internet on-line services.

Book, magazine and related publishing products.

Travel and excursion packages.
With the increase of trade volumes between the United States and China, a large number of Chinese companies are interested in increasing their sales of the products in the U.S. One of the most effective ways to increase sales is through broadcasting infomercials while an 800 telephone number is provided,  so that the audience may purchase products and services “on the spot.”
A corresponding CAC web-site has been acquired and will be available to supplement and promote televised shopping. CAC will charge, or share in a percentage from the gross income from the sale of television home shopping and Internet shopping.

H. International Opportunities

As CAC’s programming is based upon all Chinese-related matters and activities, the Company believes that its potential audience is truly global. In fact, in certain instances, the Company believes that certain elements of its programming will find a stronger viewership with the international audiences than here in the United States. In fact, one of America’s leading DBS companies has stated that it would like to market CAC’s programming in the European market. 

They have already researched the potential market for CAC’s programming beyond the American market. Additional foreign markets will also represent unusually lucrative opportunities for branded and co-branded merchandise sales.

V. Management and Employees

	SCHEDULE A1

FIRST YEAR CAC PERSONNEL HEAD COUNT(USA)


	Head Count
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6
	Month 7
	Month 8
	Month 9
	Month 10
	Month 11
	Month 12

	General & Administration
	
	
	
	
	
	
	
	
	
	
	
	

	    President
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    VP, Business Development
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    VP, Project Development
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    VP, CFO
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    VP, Operations
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    Accountant
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    Secretary
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2

	Sub-Total
	8
	8
	8
	8
	8
	8
	8
	8
	8
	8
	8
	8

	Programming Dept (LA)
	
	
	
	
	
	
	
	
	
	
	
	

	    VP, Programming
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    Manager, Production Division
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3

	    Producer
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3

	    Program Editor
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	    Graphic And Animatrion Designer
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2

	    Librarian, Video Library
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    Secretary
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	Sub-Total
	15
	15
	15
	15
	15
	15
	15
	15
	15
	15
	15
	15

	Sales & Marketing Dept.
	
	
	
	
	
	
	
	
	
	
	
	

	    VP, Sales & Marketing
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    Sales Representatives- Domestic
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3

	    Secretary
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	Sub-Total
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	Technical Dept.
	
	
	
	
	
	
	
	
	
	
	
	

	    Chief Engineer
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    Technicians
	6
	6
	6
	6
	6
	6
	6
	6
	6
	6
	6
	6

	Sub-Total
	7
	7
	7
	7
	7
	7
	7
	7
	7
	7
	7
	7

	
	
	
	
	
	
	
	
	
	
	
	
	

	Grand Total
	35
	35
	35
	35
	35
	35
	35
	35
	35
	35
	35
	35


	SCHEDULE A2

CAC PERSONNEL HEAD COUNT (CHINA) FIRST YEAR

	HeadCount
	Month1
	Month2
	Month3
	Month4
	Month5
	Month6
	Month7
	Month8
	Month9
	Month10
	Month11
	Month12

	General & Administration
	
	
	
	
	
	
	
	
	
	
	
	

	    VP, China Operations
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    CFO, China Operations
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    General Manager,China Operations
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    Accountant
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2

	    Secretary
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2

	Sub-Total
	7
	7
	7
	7
	7
	7
	7
	7
	7
	7
	7
	7

	Programming Dept (China)
	
	
	
	
	
	
	
	
	
	
	
	

	    VP, Programming
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    Manager, Program Division
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    Manager, Production Division
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3

	    Producer
	10
	10
	10
	10
	10
	10
	10
	10
	10
	10
	10
	10

	    Program Editor
	10
	10
	10
	10
	10
	10
	10
	10
	10
	10
	10
	10

	    Graphic And Animation Designer
	6
	6
	6
	6
	6
	6
	6
	6
	6
	6
	6
	6

	    Chief Librarian
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    Librarian Assistant, Video Library
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	    Secretary
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	Sub-Total
	38
	38
	38
	38
	38
	38
	38
	38
	38
	38
	38
	38

	Sales & Marketing Dept.
	
	
	
	
	
	
	
	
	
	
	
	

	    VP, Sales & Marketing (China)
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    Sales Representatives
	6
	6
	6
	6
	6
	6
	6
	6
	6
	6
	6
	6

	    Secretary
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2

	Sub-Total
	9
	9
	9
	9
	9
	9
	9
	9
	9
	9
	9
	9

	Translation & Dubbing Dept.
	
	
	
	
	
	
	
	
	
	
	
	

	    VP, Translation & Dubbing
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    Translators 
	8
	8
	8
	8
	8
	8
	8
	8
	8
	8
	8
	8

	    Proof Readers
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3

	    Close Caption Assistants
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3

	    Secretary
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2
	2

	Sub-Total
	17
	17
	17
	17
	17
	17
	17
	17
	17
	17
	17
	17

	Technical Dept.
	
	
	
	
	
	
	
	
	
	
	
	

	    Chief Engineer
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	    Technicians
	10
	10
	10
	10
	10
	10
	10
	10
	10
	10
	10
	10

	Sub-Total
	11
	11
	11
	11
	11
	11
	11
	11
	11
	11
	11
	11

	Grand Total
	82
	82
	82
	82
	82
	82
	82
	82
	82
	82
	82
	82

	
	
	
	
	
	
	
	
	
	
	
	
	


VI. Market Fundamentals

Cable

In the United States there are over 10,719 cable systems and more than two hundred cable networks. Nowadays, the local cable operators are updating their systems by introducing advanced fiber optics. They can generally relay around eighty channels. But with the introduction of digital compression technology, hundreds of channels may be relayed in the future.

Of all the available channels they cover various respects of human interests. But the fact with the American cable programming, there is no single channel devoted entirely to provide information about and on China.

With the growing interest of the American public, CAC's programming is destined to received an enthusiastic welcome.

See Exhibits (F, G, H and I) for additional information.

Direct Broadcast Satellite (DBS)

In competition to cable operators, the DBS is also thriving as compared with the fact of about two decades ago when DBS came into being. There are two major competing DBS companies sharing a total of 9,611,060 subscribers as of May 28, 1999.

CAC had conducted business talks with key individuals from both organizations and these people have shown respectively their great interest in carrying our projected channel
See Exhibit (K) for additional information.
VII. Detailed Company Projections

The Company has prepared the accompanying projections based on various assumptions concerning the cable television and DBS industry in general as well as the specific performance of CAC. The projection assumes a full-time U.S. launch in early 2000. 

The projection for revenues are based on the following:

Preliminary discussions with MSOs and DBS’s regarding an initial subscriber base and the expected ramp-up of subscribers

Industry data with MSO’s and DBS’s concerning historical growth rates of start-up channels

The “market rate” subscriber fee structure which will be negotiated with MSOs and DBSs based on industry data and discussions with them

Viewers ratings in the various time slots, given the results from networks similar to CAC

Advertising revenue which may be expected from such ratings

Ancillary revenue based on industry data.

The projected expenses has been developed from a “zero-based” budget (assuming a full time programming schedule)

Assumptions Underlying Projections

Revenues

CAC expects to drive its revenues primarily from subscriber fees, sale of advertising on and, to a much lesser degree, from ancillary sources such as video tape and DVD sales, home shopping segments and other sources. Total revenues are projected to rise from $3,000,000 in 2000 ( first complete year of U.S. launch) to over 120 million by year2006, largely on the strength of subscriber base ( which impacts subscriber advertising fees) as well as the elimination of  early-year “charter” subscription arrangements. The assumptions on which the projected revenue is based consider primarily domestic activity, although CAC believes there are considerable international opportunities.

Subscriber Penetration

CAC projects that its initial marketing thrust to cable systems, combined with DBS systems penetration, will yield a subscriber base at the end of 2000 of 5,000,000. CAC projects that almost all of these subscribers will receive The China Access Channel under basic or expanded subscriber packages. The CAC projects that it will have 10 million subscribers by the end of second full year ( about 10% of the cable/DBS universe), rising to 40 million by year 2005 ( about 65% of the cable / DBS universe). The Company’s projected subscriber penetration rates are compared with the cable industry’s historical averages in the following table:

Table #1

CAC Subscriber Penetration Rates Compared With Industry Data
 (in millions)
	Item
	Launch Date
	2000
	2001
	2002
	2003
	2004
	CAGR

	
	Jan  2000 (1)
	
	
	
	
	
	

	Subscriber Counts (2)
	5.00
	10.00
	20.00
	35.00
	42.00
	(3)

	Annual Growth
	
	100%
	100%
	75%
	20%
	

	
	
	
	
	
	
	
	

	Industry Averages
	
	
	
	
	
	

	Subscriber Counts (2)
	7.40
	12.00
	17.90
	22.90
	27.60
	

	Annual Growth
	
	62%
	49.1%
	27.7%
	20.6%
	34.6%


Notes:

1. Subject to the Company’s financial capabilities and cable and DBS market conditions

2. Represents end of year figures. Subscriber counts in company’s projections reflect average

3. CAC projects its largest growth in terms of numbers of subscribers to occur in year 3 and 4. The Company believes this period will coincide with the greatest increase in U.S. cable system channel capacity

Subscriber Fees

CAC has assumed subscriber fee equal to $.01 per month per subscriber for both cable and (basic and tiered plans) and DBS in the early years, an amount which is substantially below the subscriber fees presently charged by established cable networks. The standard monthly fee is assumed to increase to $.08 per subscriber after year 5 in concert with the brand establishment and recognition of CAC. For competitive reasons, CAC assumes it will have to waive the subscriber fee in the first year to induce certain MSOs to carry CAC. The Company does not anticipate waiving fees from smaller cable systems or systems with which the Company  has a stronger bargaining position. Therefore, the average monthly fee in year 1 is $.01 per subscriber. The charter subscriber rates for large MSOs discussed above are assumed to phase up to full subscriber rates in the third year of a relationship.

Ratings and Viewership for Advertising

CAC has made certain assumptions about the ratings it programs will attract based on U.S. television rating data from networks similar to CAC. Ratings are assumed to be higher in prime time and lower through other parts of the day. Average ratings are projected to be 0.5% of CAC subscriber households.

Advertising Spot Costs

Based upon the rate cards of five major basic cable networks, the average prime time household cost per thousand (CPM) is in the range of $9.75. That is, it cost an advertiser under $10 to reach 1,000 viewers, without any demographic segmentation. However, the average cost of reaching 1,000 men 18-49 years old on those same networks is $22.44, and $38.55 to reach 1,000 men over the age of fifty. Although CAC will likely receive considerable demographic segmentation consideration, the Company has assumed conservative and unsegmented CPM rates averaging $3.50 in year one, increasing to an average of $6.00 in year six. The Company’s detailed assumptions regarding advertising rates and other advertising matters are presented in Table #2 on the following page.

Table #2

CAC Advertising Rates Penetration and Revenues

( in millions)
	
	Year 1
	Year 2
	Year 3
	Year 4
	Year 5

	Subscriber Counts 
	5,000,000
	10,000,000
	20,000,000
	35,000,000
	42,000,000

	Average Ratings
	0.50%
	0.50%
	0.50%
	0.50%
	0.50%

	CPM ($/, 000)
	$3.50
	$3.80
	$4.20
	$4.70
	$5.30

	Avg. Rate / Spot
	$87.50
	$190.00
	$420.00
	$822.50
	$1,113.00

	# of Spots / Day
	768
	768
	768
	768
	768

	# of Spots / Year
	280,320
	280,320
	280,320
	280,320
	280,320

	% of Sold Spots
	0.50
	0.55
	0.60
	0.65
	0.70

	Ads Revenue / Year
	$12,264,000
	$29,293,440
	$70,640,640
	$149,866,080
	$218,397,312


Advertising Revenue Forecast

Based on the foregoing assumption, CAC projects that it will bill advertisers (net of advertising agency commissions) $ 12.26 million in 2000 ( an average of about $2.45 per subscriber throughout the year). In year 5, the total billing is expected to be $218.39 million ( $5.20 per subscriber). An indication of the conservatism of the Company’s basic advertising assumption is reflected in a comparison with U.S. standard cable network channel.

Ancillary Revenues

CAC assumes ancillary revenue will be derived from following:

Direct sales of video tape and DVD disc of the programming

Program transcripts

Sales of material over Internet

Video program licensing revenue

Sales of stock footage

Home shopping revenue

Although CAC intends to aggressively pursue ancillary revenue opportunities, projected revenue from these sources is small relative to subscriber fees and advertising revenue.

Cost and Expenses

Salaries are based on projections detailed on Schedule B1, Salary Detail First Year

For detailed number of employees in each department refer to Schedule A1

Benefits are estimated to be 14% of Salaries.

Payroll taxes are estimated to be 10 % of Salaries.

Office Rent expenses are estimated to be $20,000 per month.

Utility expenses are estimated to be $5,000 of Salaries.

Supplies expenses are estimated to be 5% of Salaries.

Telephone expenses are estimated to be 5% of Salaries.

Insurance expenses are estimated to be 5% of Salaries.

Postage expenses are estimated to be 2% of Salaries.

Radio, TV and Print Promotions expenses are estimated as $150,000 per month.

Trade Shows expenses are estimated to be $100,000 per show, )3 shows in the first year).

Accounting fees are estimated to be $2,000 per month and increases 1% per month.

Legal fees are estimated to be $3,000 per month.

Monthly Depreciation estimated at 1.67% of Gross PP&E (Plant, Property and Equipment).

Maintenance - estimated at $5,000 per month.

Travel expenses are estimated to be$10,000 per month.

Entertainment expenses - estimated at $10,000 per month.

Auto Leases expenses - estimated to be $2,400 per month.

Truck/Van Leases - estimated to be $1,200 per month.

Vehicle Operating Expenses - estimated to be $1,000 per month.

Satellite Lease - estimated to be $80,000 per month.

Beijing To LA Transmission - estimated to be $50,000 per month.

Profit before Taxes. - equal to Gross Profit minus Total Operating Expenses.

Income Taxes Payable - estimated at 37% of Profit before Taxes

Net Income -equal to Profit before Taxes minus Income Taxes.

Detailed Projections

The Exhibit A presents CAC's projected statements of operations from the year launch through Years 2 - 5; based on the assumptions presented earlier in this section.
Exhibit (A)
 Summary Financial Statements

	
	2000
	2001
	2002
	2003
	2004

	Sales (1)
	
	
	
	
	

	Net Ad Revenue (2)
	$8,760,000
	$29,293,440
	$70,640,640
	$149,866,080
	$218,397,312

	Subscriber Fees
	0
	2,400,000
	7,200,000
	16,800,000
	25,200,000

	On-Air Video Sales
	0
	50,000
	100,000
	150,000
	200,000

	Internet
	0
	50,000
	100,000
	150,000
	200,000

	Program License
	0
	50,000
	100,000
	150,000
	200,000

	Home Shopping
	0
	50,000
	100,000
	150,000
	200,000

	Stock Footage
	0
	50,000
	100,000
	150,000
	200,000

	Total
	$8,760,000
	$31,943,440
	$78,340,640
	$167,416,080
	$244,597,312

	
	
	
	
	
	

	Operating Expenses(3)
	
	
	
	
	

	USA Corporate Ops
	$700,000
	$3,615,300
	$4,519,125
	$5,648,906
	$7,061,133

	China Corporate Ops
	200,000
	1,281,475
	1,601,844
	2,002,305
	2,502,881

	Salary (USA)
	800,000
	2,332,800
	2,799,360
	3,359,232
	4,031,078

	Salary (China)
	200,000
	745,800
	820,380
	902,418
	992,660

	Programming
	500,000
	2,050,000
	2,967,500
	4,081,125
	5,564,519

	Editing & Post Production
	200,000
	2,000,000
	2,500,000
	3,300,000
	4,500,000

	Satellites
	800,000
	1,716,000
	1,887,600
	2,076,360
	2,283,996

	Marketing & Promotion
	300,000
	2,160,000
	2,592,000
	3,110,400
	3,732,480

	Equipment Lease (USA)
	70,000
	480,000
	576,000
	691,200
	829,440

	Equipment Lease (China)
	20,000
	360,000
	432,000
	518,400
	622,080

	Office Furniture Lease
	10,000
	80,000
	80,000
	80,000
	80,000

	Contract / Consultants
	500,000
	120,000
	144,000
	172,800
	207,360

	Miscellaneous
	200,000
	0
	0
	0
	0

	Cash Reserves
	500,000
	0
	0
	0
	0

	Total
	$5,000,000
	$16,941,375
	$20,919,809
	$25,943,146
	$32,307,627

	
	
	
	
	
	

	Profit Before Tax
	$2,760,000
	$15,002,065
	$57,420,831
	$141,472,934
	$212,289,685


Note (1):
Does not include sales anticipated from Corporate Sponsors. There are currently 30,000 US Corporations conducting business in China. With WTO approval, this number will increase at unimaginable rate.  CAC intends to seek $10,000 per corporation per year. They will receive in access of $20,000 television advertising, and certain other benefits while conducting business in China.  This opportunity exceeds $30o million per annum.

Note (2):
Calculated at an average of $175 per commercial spot, which is approximately 20% of national rate.

Note (3):
Year one cost of operations has been reduced to needing only $5 million, as a result of a relationship developed with a Los Angeles studio that is donating goods and services for equity in the company. Details will be provided upon request and after execution of a Non-Disclosure Agreement.
Exhibit (B)
CAC Evening Program Guide

	EST
	Monday
	Tuesday
	Wednesday
	Thursday
	Friday
	Saturday
	Sunday

	5:30 p.m.
	TV Drama (1)

	6:30 p.m.
	This is China’s (province)

	7:00 p.m.
	Daily News

	7:30 p.m.
	China on Video

History
	China on Video

Ethnic Groups
	China on Video

Arts & Culture
	China on Video

Geography
	China on Video

Medicine
	Americans

in China
	China This

Week

	8:00 p.m.
	Variety Show

Music TV &

Weekly Song
	Variety Show

Folk Art Forms
	Variety Show

Music Hall
	Variety Show

China Showbiz
	Variety Show

Music TV &

Center Stage
	Variety Show

Super Show
	Variety Show

Joyful Gathering

	9:00 p.m.

10:30 p.m.


	TV Theater (2)

Doing Business in China
	Weekend

Cinema

Science
	Opera

House

	11:00 p.m.
	In-Depth News Stories

	11:30 p.m.
	China Kaleidoscope

	11:30 p.m.
	Follow Me to

Chinese
	Follow Me to

Kungfu
	Follow Me to

Cooking
	Follow Me to

Chinese
	Follow Me to

Kungfu
	Follow Me to

Cooking
	Sun Topics

	12:00 a.m.
	China on Video

Women
	China on Video

Sunset Glow
	China on Video

Children
	China on Video

Current Trend
	China on Video

Law & Security
	China on Video

What’s On
	China on Video

Military

	12:15 a.m.
	Home shopping & infomercials

	1:30 a.m.
	TV Drama (1)

	2:30 a.m.
	


DIFFERENT TIME SLOTS OF CAC PROGRAMMING

I. THE NEWS

News from China will be presented in prime-time slots, and then be repeated once or twice daily for wider audience exposure.

1. DAILY NEWS

 News programs and special reports will represent some of CAC’s most important core programming elements. CAC will report the major stories making news in China each and every day. Besides “breaking” news stories, CAC’s news programs will cover current affairs, business and financial information, and will present China’s attitude towards international issues.

We have the satellite feed of “CCTV News in English,” a 30 minute program that covers major events in China, and “China News Financial Report,”  a 30 minute program that covers; finance, statistics, banking, insurance, real estate, stocks, employment, trade, taxes, new technology, industry, commerce, private and corporate enterprises, regional economic reports and major economic conferences and forums. 

2. DOING BUSINESS IN CHINA

This is an in-depth daily slot of 30 minutes.

It covers all aspects of business opportunities, market trend, related Chinese government regulations, and operations of foreign enterprises in China. If there are issues that need the clarification of the Chinese government in the respect of foreign business in China, the appropriate government officials will be interviewed to answer these questions. Foreign companies in China and their products are also introduced. 

This program covers the latest changes in China's foreign trade policy, the dynamic developments on the Chinese market, and the most promising industries and regions for investment, and the latest information provided by the Chinese Academy of International Trade and Economic Cooperation.

In exclusive interviews, top Chinese officials, leading economists, and foreign investors explain their views on economic developments in China, and offer their predictions for the future of the Chinese market and problems they may face and ways of solving them.

3. IN-DEPTH NEWS STORIES

This time slot is set up for those who would like to get to know more about news that happens in China. This is a detailed follow up of some of the news items covered in CAC’s normal news coverage.

This is a program of 30 minutes long every day.

This slot is devoted to the detailed coverage of issues of popular concern. At the beginning stage we have footage from “Oriental Horizon”, “China Report” and “To Tell the Truth”, and later on we shall produce our own programming of this nature by shooting our own footage and or by studio interviews hooked up between China and the United States.

4. CHINA’S ATTITUDE

This is a live coverage of important press conferences held by top government officials and experts, i.e. the press conference of the Premier of the State Council, or that of the Spokesman of the Foreign Ministry.

This live coverage shall interrupt routine broadcasts in the same way that breaking news events interrupt regularly scheduled programming in the U.S.. If such a conference is conducted in Chinese, English simultaneous interpretation is provided. This coverage is also repeated once in the very day at a later time. This type of direct programming will give CAC’s audience unequaled insight into thinking of the Chinese Government and Chinese government leaders.

The duration and time are not predictable.

5. CHINA THIS WEEK

This is a weekly program of 30 minutes.

At the weekend, in “China This Week” the major news topics and issues of the week are summed up, including national and international current affairs, economic information, sports news with some news background and news figure profiles etc.

6. SUNDAY TOPICS

This is a weekly 30 minute program, each week on a major news topic with experts and key people concerned with the topic being invited to the studio to express their views and ideas that relate to the program’s weekly topic.

II. THE DOCUMENTARIES

There are different types of documentaries to meet the demand of the audience. Most of them are weekly programs under one general title, each sub-title is 15 or 30 minutes long.

1. CHINA ON VIDEO


a. Chinese History

This program is just about what the title suggests. It is not a video edition of Chinese history, but instead, it concentrates on historic figures and events that have developed into important topics of discussion with the host and special guests who share their respective views about the program’s topic. At the same time, the historic sites and relics are shows to supplement the topic so that the viewer may be enriched with knowledge of history while entertaining himself.


b. Chinese Arts and Culture

This weekly 30 minute program deals with the costumes, architecture, furniture, painting, calligraphy, hobby collections, relics, places of historic interests and their related personages to quench the thirst of the overseas audience who want to know more about China. The program is presented in a simple way, rich in content of Chinese arts and culture.


c. Chinese Medicine

This weekly 30-minute program is about traditional Chinese medicine, as well as the ethnic groups’ traditional medicine, introducing famous doctors and prescriptions. The overseas audience can also have their questions answered in the respect of seeking for traditional medicine and consulting for health purposes. New trend and new products are also touched upon.


d. Chinese geography

It introduces the mountains, rivers, deserts, forests, highlands and plains of China. It also touches on changes made to cities,  and across wide regions by natural disasters and changes of climate. It shows concern about the ecology and environment for human life. Each program is 15 minutes long with 12 minutes devoted to special topics and the remaining 3 minutes are for information, knowledge and entertainment.


e. Chinese nationalities

There are 56 nationalities in Chinese and each ethnic group leads a unique life, keeping their own customs and habits, and observing their own festivals. This program is 15 minutes long.


f. The Ordinary Chinese People

There are more than 1.2 billion people living in China. This 15 minute long program introduces the life of the ordinary Chinese people. What they do and what they think about, where they live and what they do during their spare time, how their relationships with family members work- or don’t work. 


g. The Chinese Military

The Chinese People’s Liberation Army is a mystery to the outside world. This weekly 15 minute program introduces the different forces of the PLA. The program will features the daily lives of China’s soldiers, sailors and airmen. 


h. Sunset Glow

This is a 15 minute long program devoted to the elderly. How the old should be treated by the society and their respective families, what problems they need and how they are solved, how they are going to keep themselves healthy. Many important issues facing the elderly can be found in this program.


i. Chinese Children

Chinese children form 1/4 of the total population. Their various interests in life and studies are explored within this program of 15 minutes long every week.


j. Chinese Women

The Chinese women were under exploitation and oppression in the feudal society. How their lives have changed in modern China is explored. Each week a 15 minutes slot is devoted to cover this topic.


k. Current Trends in China

The different life-styles that are followed today in China, what are the hot issues in the minds of the Chinese. What cars do the Chinese drive, how has computer technology affected daily life in China?  These and other questions are explored by this 15 minute weekly program.


l. What’s On

This slot is devoted to events and personalities in the movie and television industries. What new television programs and films are being produced, what are they about and who are the stars? Profiles of  performing artists and filmmakers. These are the things included in this slot.


m. China’s Laws and Social Security

Is it safe to live in China? How is a safe life protected and guaranteed? To answer these questions, this program deals with related Chinese laws and law enforcement. Community service units such as police, fire fighters, tax authorities, industry and commerce administrations and neighborhood residents and organizations who assist the police other civil authorities.


n. Science and Tech Review 

This is a short program of five minutes only,  but it contains important information in the scientific and technical fields, covering the advances and achievements both at home and abroad, as well as the popularization of science and technology.


o. Light of Chinese Civilization

This is a series of documentaries introducing different achievements in Chinese history, including the inventions, discoveries and so on. Each program is 30 minutes long.

2. CHINA KALEIDOSCOPE

This is a daily program of 15 minutes that focuses on travel and the natural beauty of China.

With an area of 9.6 million square kilometers of land, China has every topographical feature in the world, the mountains, the highest Mountain Everest, and the Turpan Basin whose elevation is more than 100 meters below the sea level, rivers, waterfalls, lakes and canyons, the deserts, the grottoes of Buddhist murals, the Great Wall, the Grand Canal, the terra-cotta warriors of Emperor Shihuang, etc. all these are only part of the topics this program will cover.

To those who have not been to China, this is an introduction to the natural wonders and the masterworks of Chinese art. To those who have been to China, this serves as nostalgia and an urge to return for another visit.

3. AMERICANS IN CHINA

With China implementing the policy of reforms and opening to the outside world, more than 30,000 thousand American companies have opened offices or started joint venture in China. Some of these Americans are students studying in China, others are working as foreign experts in different organizations in China. How these Americans, who are so far from home live in China, what are the problems they face and will they succeed in their businesses activities in China?

This 15 minute weekly program will provide the answers to these questions every week by looking at different Americans in China.

4. THIS IS CHINA’S (PROVINCE, REGION, CITY)

This is special programming produced by different local television stations in China, introducing their own province, region or city.

Each day an hour is devoted to such programming.

5. MILITARY AND HISTORIC DOCUMENTARIES

These documentaries are about different military conflicts, such as China’s War with Japan, during the Second World War, the Korean War and the battles, campaigns and wars of ancient China. Some are ready made and others will be produced and or co-produced by CAC.

III. ENTERTAINMENT SHOWS

Each day, one hour is devoted to the best of China’s entertainment programs.

1. SUPER VARIETY SHOW

This live 50 minutes variety show has been a favorite of the Chinese television audience since fit was first broadcast in 1990. The rating remains as high as 18%, i.e. more than 200 million viewers watch it every time.

2. JOYFUL GATHERING

This is a program that includes songs and dances, sketches and performing arts, celebrities and their works.

3. CHINA SHOWBIZ

This program reports on the celebrities of Chinese show business, their works and performances. The events that occur in the lives of these celebrities and artists are reported in an objective way. With reports on the influence of foreign celebrities and entertainment trends

Artistic short documentaries are also presented in this time slot together with music TV and dances. Acrobatics, folk art forms and traditional instruments are introduced. Some foreign performers of a certain art form or of a certain instrument appear to surprise and entertain the audience.

4. THE MUSIC HALL

This program is composed of concerts.

5. CHINA MUSIC TV

This 60 minutes of MTV present the best of popular songs in China. There are three different editions for each week.

6. WEEKLY SONG

Eight minutes is devoted to a specific song each week.

7. FOLK ART FORMS

This time slot is devoted to various folk art forms, such as comic dialogues, ballad telling, acrobatics and the performance of magicians.

8. CENTER STAGE

This program also has a weekend edition for this program. Each of 30 minutes.

This program concentrates on traditional dances, operas, plays and TV dramas while covering the latest information of cultural activities including the performances of visiting foreign artists and artistic troupes.

You can also meet famous performing artists, singers, dancers, musicians and other celebrities in film and television. Traditional music, dance, opera and other Chinese art forms are also introduced in a systematic and simple way.

9. OPERA HOUSE

This time slot is specially reserved for fans of Chinese local operas, and at the same time the program provides basic fundamental exposure to Chinese opera for the novice fan, and also provides highly entertaining opera performances for the serious student of the great Chinese art form.

10. TV THEATER

This is the time slot that airs Chinese dramas. Most of the dramas are subtitled in English and few are dubbed in English. These dramas may be modern or period drama, each one is rich in its Chinese history and culture as well as the customs and habits of the local people. To facilitate the understanding of such drama by the audience, a host may be used to introduce  and describe the production to the television audience. Duration of the drama slot is 100 minutes.

11. WEEKEND CINEMA

At this time slot, a movie is shown. Some of the movies may have subtitles in English few may be dubbed in English. A host may be used to introduce the movie, and describe its content.

IV. EDUCATIONAL PROGRAMMING

Different topics are offered under the same title “Follow Me to ...”. This teaching program includes Chinese cooking, the Chinese language and kungfu to start with. Each segment is 30 minutes long and will be repeated every other day for a week.

Later on, teaching on Chinese traditional painting and other unique Chinese skills shall be offered.

1. CHINESE COOKING

“Chinese Cooking” is a program in English that introduces the different schools of cooking in Chinese cuisine. While teaching the audience how to prepare Chinese dishes, the background of the dishes is also illustrated and one can also learn something about Chinese culture. 3x10’

2. CHINESE KUNGFU

This is a teaching program in English. The viewer can learn the ABC of Chinese martial arts when they follow the demonstration and they later can master the complete sets of different schools of kungfu. In this way, the student can keep himself physically strong and learn something about Chinese martial arts. 3x10’

3. LEARNING TO SPEAK CHINESE

This is a program that helps the viewer to cross the threshold of the Chinese language by learning Chinese grammar, sentence patterns and key words. Through examples and situational dialogues, you can systematically learn Chinese in an interesting manner. 2x15’

Exhibit (C)
Proposed Historical Documentary Titles

to be Produced by CAC 
or by Producers Commissioned by CAC.
1. Korean War

The situation before the break of the War, the north Korean Army beat the south and the participation of the United Nations armed forces in the War; the Chinese People’s Volunteers going to the War; the five battles and the counter attack of the UN armed forces; the air battles, the corridor of Migs, the inside stories of the military supply lines for the CPV; UN POW’s in China and Korea, CPV POW’s in UN camps, exchange of POW’s; the bacteria warfare of the UN armed forces; cease-fire negotiations; CPV counterattacks on the South Korean army and the battlefield line straightened, and the final signing of cease fire agreement.

2. The History of the People's Liberation Army

The Uprising in Nanchang on August 1, 1927, paving the foundation for the founding of the People's Liberation Army; the Civil Wars; the Long March; 

3. W.W.II Battlefields in China

The beaten Kuomintang troops and the guerrilla warfare waged by the Communists, the wars against Japan retained two thirds of the Japanese armed forces

4. Chinese armed expeditions in southeast Asia

During W.W.II, China sent troops to southeast Asia to fight Japanese aggression

5. The Hump Line

This is the first time in human history for carrying strategic military supplies

6. The Flying Tigers

7. The War of Liberation

The three battles waged by the PLA against the Kuomintang forces that resulted in the final retreat of Chiang Kai-shek to Taiwan and the founding of the People's Republic; the establishment of national defense system and the complete and regular national boundaries; thus enabling China to be an independent country of complete sovereignty

8. Gunfight on Jinmen Occupied by the Kuomintang

Statement of the Ministry of National Defense on Gunfight on Jinmen in 1958 and the inside stories of the continued political battle for the following twenty years

9. Military Conflicts along the Sino-Indian Borders in 1962

This may be considered the warfare waged on the Roof of the World, at the highest elevation with the complete failure of Indian armed forces, with a lot of Indian soldiers captures together with a general and no one of PLA as a POW.

10. Military Conflicts along the Sino-Soviet Borders in 1969

11. Military Conflicts along the Sino-Vietnamese Border and Warfare on the Sea

Three conflicts, one in 1974, waged in the Xisha Islands on the sea, second in Feb. and March, 1979, with PLA entering Vietnam to counterattack with an army of nearly 300,000; and the third being the defensive warfare at the border from 1984 to 1987, waged in Guangxi and Yunnan.

12. National Defense Industry, set up independently by China

The industry includes the building of military aircrafts and warships, weaponry, guided missiles and other weapons

13. China's Nuclear Weapons

The research and development of A-bomb and H-bomb by China

14. Profiles of Historic Figures

Mao Zedong

Zhou Enlai

Peng Dehuai

Deng Xiaoping

15. Historic Events

Military observation group of U.S. Army in Yanan in W.W.II

Military Reconciliation between the Communists and the Kuomintang by General Marshall in Peiping in 1945 

British warships attacked by PLA on the Yangtze in April, 1949 when the PLA waged the battle of crossing the Yangtze

The inside stories of diplomatic contacts between China and the United States in Warsaw, Poland before the establishment of diplomatic relations

The Battle in Vietnam against France in 1954 as directed by the Military Advisors from China

16. Tibet

Chinese sovereignty over Tibet, British and Indian aggression of Tibet, transition of Tibet from Serfdom to modern society, present-day Tibet

17. Taiwan

Chinese sovereignty over Taiwan in history, and Kuomintang's retreat to Taiwan; present-day Taiwan and its future

Exhibit (D)
CAC Job Descriptions

(USA OPERATIONS)

GENERAL & ADMINISTRATION

President,

Responsible for all-round planning and operations of CAC as assigned by the Board

Responsible for financial budget approval

0Responsible for personnel employment and firing

Responsible for assignments of vice presents’ work

VP, Business Development

Responsible for company business development

Responsible for assignments by the President

VP, Project Development

Responsible for company’s new projects

Responsible for assignments by the President

VP, CFO

Responsible for control of financial operations of CAC’s operations

Responsible for assignments by the President

VP, Operations

Responsible for daily routine operations of all the departments

Accountant

Responsible for the daily expenses of operations

Responsible for book-keeping

Secretary

Responsible for routine office work

PROGRAMMING DEPARTMENT, (LOS ANGELES)

VP, Programming

Responsible for scheduling all the acquired and produced programs

Responsible for the decision on the production of programming by CAC

Responsible for planning of new program slots

Manager, Production Division, News

Responsible for production and getting all news-related programming ready for broadcast

Responsible for guidance of news producer’s work

Manager, Production Division, Documentaries

Responsible for production and getting all documentary programming ready for broadcast

Responsible for guidance of documentary producer’s work

Manager, Production Division, Variety Shows, Drama and Movies

Responsible for the production and getting all related programming ready for broadcast

Responsible for guidance of variety show producer’s work

Producer, News, Educational Programming
(1)

Responsible for repackaging all news and educational programs for broadcast

Responsible for suggesting new program slot contents

Producer, Documentaries
(1)

Responsible for repackaging all the documentaries for broadcast

Producer, Entertainment Shows, Drama and Movies
(1)

Responsible for repackaging of all the related programs for broadcast 

Program Editors
(4)

Responsible for editing of repackaged programming as assigned by the producers

Graphic and Animation Designer
(2)

Responsible for production of program promos

Responsible for animation and 2D graphics of all programming 

Librarian
(1)

Responsible for system planning of video library and database

Secretary
(1)

Responsible for routine office work

SALES AND MARKETING DEPARTMENT

VP, Sales & Marketing
(1)

Responsible for all ads sales and marketing and promotion of CAC programming

Sales Account Executives
(3)

Responsible for sales of ads slots, each of the three in charge of a specific region

Secretary
(1)

Responsible for routine office work

TECHNICAL DEPARTMENT

Chief Engineer
(1)

Responsible for all the technical operations in CAC

Responsible for the keeping of technical standards, maintenance and repair of equipment

Responsible for arrangement of daily technical assignments

Technician, Audio Recording Engineer
(1)

Responsible for all the dubbing and filing and keeping of all sound materials

Technicians, Video Editing Suites 
(2)

Responsible for maintenance of editing suites to the technical standards

Technicians, Master Control, Satellite Transmission & Signal Compression 
(3)

Responsible for maintenance of editing suites to the technical standards

(CHINA OPERATIONS)

GENERAL & ADMINISTRATION

VP, China Operations

Responsible for planning and operations of CAC within China as assigned by the Board

Responsible for financial budget approval within China

Responsible for personnel employment and firing in China

CFO, China Operations

Responsible for control of financial operations of CAC’s operations in China

General Manager, China Operations

Responsible for daily routine operations

Accountant

Responsible for the daily expenses of operations

Responsible for book-keeping

Cashier

Responsible for cash-flow of CAC’s China Office

Secretary

Responsible for routine office work

PROGRAMMING DEPARTMENT, CHINA OPERATIONS

VP, Programming
(1)

Responsible for acquiring all programs from other sources 

Responsible for the decision on production of programming by CAC and/or co-productions

Responsible for scheduling program slots

Manager, Program Division
(1)

Responsible for the follow-up of acquiring programs

Manager, Production Division, News
(1)

Responsible for the production of various programming

Responsible for guidance of producers’ work

Manager, Production Division, Documentaries
(1)

Responsible for the production of various programming

Responsible for guidance of producers’ work

Manager, Production Division, Variety Shows
(1)

Responsible for the production of various programming

Responsible for guidance of producers’ work

Producer, News
(1)

Responsible for production of news (items, features, economic and financial)

Producer, News Features
(1)

Responsible for production of news feature stories

Producer, Doing Business in China
(1)

Responsible for production of program slot of “Doing Business in China”

Producer, China on Video
(1)

Responsible for production of program slot of “China on Video” with subtitles as

Chinese History

Chinese Arts and Culture 

Chinese Medicine 

Chinese Geography

Chinese Nationalities 

The Ordinary Chinese People 

The Chinese Military 

Sunset Glow 

Chinese Children 

Chinese Women

Current Trend in China

What’s On

China’s Laws and Social Security 

Science and Tech Review 

Light of Chinese Civilization

Producer, China on Video
(2)

Responsible for production of program slot of  “China on Video” with subtitles of

China Kaleidoscope

Americans in China

Producer, China on Video
(3)

Responsible for production of program slot of “China on Video” with subtitles of

This Is China’s (Province, Region, City)

War documentaries

Producer, Entertainment shows
(1)

Responsible for production of program slot of Entertainment Shows, with subtitles of

Super Variety Show

Joyful Gathering

Producer, Entertainment shows
(2)

Responsible for production of program slot of Entertainment Shows, with subtitles of

China Showbiz

The Music Hall

China Music TV

Weekly Song

Producer, Entertainment shows
(2)

Responsible for production of program slot of Entertainment Shows, with subtitles of

Folk Art Forms,

Center Stage,

Opera House

Producer, Entertainment shows
(4)

Responsible for production of program slot of Entertainment Shows, with subtitles of

Weekend Cinema and 

TV Theater

Producer, Educational programming
(1)

Responsible for production of educational programming entitled:

Chinese Cooking

Chinese Kungfu

Learning to Speaking Chinese

Program Editors,
(11)

Responsible for editing of programming as assigned by the producers

Graphic and Animation Designer
(6)

Responsible for production of program promos

Responsible for animation and 2D graphics of all programming

Librarian, Chief
(1)

Responsible for setting up filing systems of all footage and programming by using DMARS

Librarian Assistants, 
(5)

Responsible for filing and operations and actual work

Secretary
(1)

Responsible for routine office work

SALES AND MARKETING DEPARTMENT

VP, Sales & Marketing (China)
(1)

Responsible for all ads sales and marketing and promotion of CAC programming

Sales Account Executives 
(6)

Responsible for sales of ads slots, each one responsible for one region of the six regions 

Dongbei (Northeast China),

Huabei (North China

Xibei (Northwest China

Xinan (Southwest China)

Zhongnan (Central China

Huanan (South China)

Secretary
(1)

Responsible for routine office work

TRANSLATION & DUBBING DEPARTMENT

VP, Translation & Dubbing
(1)

Responsible for all the translation and dubbing work of CAC China Office

Responsible for coordination of translation work

Translators 
(10)

Responsible for translation of scripts and narration of programming

Proof Readers 
(3)

Responsible for polishing all the scripts and narration in English

Responsible for dubbing in English of programs if necessary

Closed Captioning Assistants 
(3)

Responsible for formatting scripts and narration for closed captioning

Secretary
(1)

Responsible for routine office work

Responsible for assisting in daily work scheduling

TECHNICAL DEPARTMENT

Chief Engineer, 
(1)

Responsible for all the technical operations in CAC’s China production facilities

Responsible for the keeping of technical standards, maintenance and repair of equipment

Responsible for arrangement of daily technical assignments

Technician, Audio Recording Engineer, 
(2)

Responsible for all the dubbing and filing and keeping of all sound materials

Technicians, Video Editing Suites 
(5)

Responsible for maintenance of editing suites to the technical standards

Technicians, Satellite Transmission & Signal Compression 
(3)

Responsible for maintenance of editing suites to the technical standards

Exhibit (E)
State Data

	State
	Cable Systems
	Homes Passed
	Basic Cable Subscribers
	Miles of Plant

	Alabama
	226
	1,200,373
	967,239
	29,150

	Alaska
	43
	175,511
	109,477
	2,405

	Arizona
	96
	1,744,651
	1,001,836
	20,589

	Arkansas
	283
	616,895
	565,156
	15,936

	California
	354
	11,115,176
	6,843,421
	96,529

	Colorado
	179
	1,405,814
	901,799
	16,199

	Connecticut 
	24
	1,429,175
	1,038,488
	22,527

	Delaware
	6
	319,034
	255,424
	5,424

	District of Columbia
	3
	258,832
	99,530
	1,128

	Florida
	280
	5,564,451
	4,737,987
	76,484

	Georgia
	256
	2,408,215
	1,778,165
	40,716

	Hawaii
	11
	410,195
	395,538
	4,952

	Idaho
	82
	326,620
	219,904
	4,993

	Illinois
	585
	4,601,910
	2,637,149
	51,253

	Indiana
	325
	1,819,391
	1,303,015
	27,948

	Iowa
	529
	948,480
	611,142
	13,246

	Kansas
	417
	888,106
	603,185
	11,717

	Kentucky
	249
	1,183,025
	934,241
	24,136

	Louisiana
	184
	1,244,132
	1,016,104
	21,226

	Maine
	103
	357,335
	316,340
	9,838

	Maryland
	40
	1,873,651
	1,337,765
	19,847

	Massachusetts
	90
	2,159,103
	1,704,683
	25,155

	Michigan
	371
	3,186,354
	2,278,784
	50,371


State Data

(Continued)
	State
	Cable Systems
	Homes Passed
	Basic Cable Subscribers
	Miles of Plant

	Minnesota
	364
	1,480,433
	971,397
	21,318

	Mississippi
	177
	587,346
	514,168
	12,513

	Missouri
	420
	1,674,131
	1,023,613
	24,744

	Montana
	119
	219,070
	172,710
	3,496

	Nebraska
	331
	616,817
	415,377
	7,096

	Nevada
	51
	682,959
	444,650
	8,229

	New Hampshire
	55
	368,328
	361,850
	9,116

	New Jersey
	47
	3,745,217
	2,345,775
	63,215

	New Mexico
	90
	488,188
	342,963
	7,956

	New York
	230
	6,519,039
	4,676,440
	61,482

	North Carolina
	223
	2,122,244
	1,757,632
	54,991

	North Dakota
	209
	208,378
	149,768
	2,630

	Ohio
	382
	4,033,641
	2,837,691
	56,152

	Oklahoma
	356
	1,144,002
	702,255
	17,644

	Oregon
	142
	1,129,570
	727,138
	18,611

	Pennsylvania
	383
	4,027,349
	3,572,006
	68,017

	Rhode lsland*
	8
	253,297
	272,266
	3,614

	South Carolina
	140
	1,140,546
	839,578
	27,075

	South Dakota
	220
	205,323
	149,242
	3,297

	Tennessee
	156
	1,699,768
	1,230,150
	34,423

	Texas
	836
	6,659,625
	3,577,679
	86,424

	Utah
	79
	416,212
	278,864
	6,428

	Vermont
	42
	141,866
	156,906
	4,416

	Virginia
	156
	2,081,685
	1,923,089
	37,828

	Washington
	185
	1,807,533
	1,264,745
	24,502

	West Virginia
	228
	641,636
	500,622
	14,398

	Wisconsin
	273
	1,502,353
	1,137,497
	20,734

	Wyoming
	63
	146,118
	117,686
	2,746

	Cuba(Guantanomo Bay)
	1
	3,000
	1,504
	40

	Guam
	1
	53,043
	29,485
	806

	Marianas Islands
	1
	10,000
	6,550
	110

	Puerto Rico
	13
	737,928
	278,461
	6,594

	Virgin Islands
	2
	61,591
	26,747
	640

	Total
	10,719
	91,844,665
	64,462,876
	1,303,054


Exhibit (F)
Top 20 Cable Networks

	
	Network Programming
	Subscribers
	Affiliate

	1
	Discovery Channel
	75,300,000
	10,882

	2
	TBS Superstation
	75,000,000
	11,668

	3
	C-SPAN (Cable Satellite Public Affairs Network)
	74,100,000
	6,404

	4
	FOX Family Channel
	73,000,000
	10,880

	5
	ESPN
	73,000,000
	27,600  (Includes non-cable service)

	6
	CNN (Cable News Network)
	73,000,000
	11,528 cable

	7
	Lifetime Television (LIFE)
	72,500,000
	11,000 (cable systems in the US)

	8
	TNN: The Nashville Network
	72,400,000
	N/A

	9
	A&E Television Networks (A&E)
	72,000,000
	12,000

(US and Canada)

	10
	The Weather Channel
	71,600,000
	7,000

	11
	CNN Headline News
	69,800,000
	6,917

	12
	USA Network
	69,677,000
	12,500

(Includes SMATV)

	13
	MTV: Music Television
	69,400,000
	9,176

	14
	AMC (American Movie Classics)
	69,000,000
	N/A

	15
	The Learning Channel (TLC)
	67,500,000
	6,608

	16
	QVC
	67,411,784
	7,097 (11/98)

	17
	Nickelodeon/Nick at Nite
	67,000,000
	11,788

	18
	TNT (Turner Network Television)
	66,600,000
	10,657

	19
	VH1 (Music First)
	64,500,000
	6,481

	20
	CNBC
	64,000,000
	5,822 (Includes non-cable service)


Exhibit (G)
Top 25 MSOs

	MSO Rank
	MSO
	Subscribers

	1
	Tele-Communications, lnc. (TCI)
	13,059,000

	2
	Time Warner Cable
	12,600,000

	3
	MediaOne Group
	4,933,000

	4
	Comcast Corporation
	4,465,000

	5
	Cablevision Systems Corporation
	3,406,000

	6
	Cox Communications, Inc.
	3,264,000

	7
	Adelphia Communications
	1,998,000

	8
	Jones Intercable
	1,391,000

	9
	InterMedia Partners
	1,333,000

	10
	Century Communications Corp.
	1,321,000

	11
	Charter Communications
	1,247,000

	12
	Marcus Cable
	1,238,000

	13
	Lenfest Group
	1,1 98,000

	14
	TCA Cable TV, Inc.
	876,000

	15
	Falcon Cable TV
	841,000

	16
	Cable ONE
	650,000

	17
	FrontierVision Partners, L.P.
	611,000

	18
	Fanch Communications, Inc.
	502,000

	19
	Multimedia Cablevision, Inc.
	478,000

	20
	Rifkin & Associates, Inc.
	466,000

	21
	MediaCOM LLC
	346,000

	22
	Triax Telecommunications Company, L. L.C.
	304,000

	23
	Service Electric Cable TVL Inc.
	301,000

	24
	Tele-Media Corporation
	288,000

	25
	Northland Communications Corp.
	265,000


Exhibit (H)
Top 25 Cable Systems

	
	System Location
	Operator
	Basic Subscribers

	1
	New York, NY
	Time Warner Cable
	1,009,801 (4/98)

	2
	Long Island, NY
	Cablevision Systems
	683,718 (3/98)

	3
	Orlando, FL
	TWE-NN
	543,049 (3/98)

	4
	San Diego, CA
	Cox Communications
	486,086 (8/98)

	5
	Bronx/Brooklyn, NY
	Cablevision Systems
	473,804 (4/98)

	6
	Phoenix, AZ
	Cox Communications
	450,303 (4/98)

	7
	Puget Sound, WA
	TCI
	424,500 (4/98)

	8
	Pittsburgh, PA
	TCI
	388,757 (4/98)

	9
	Chicago, (suburbs)
	MediaOne
	380,311 (3/98)

	10
	Denver, CO
	TCI
	369,544 (4/98)

	11
	Los Angeles, CA
	MediaOne
	352,411 (7/98)

	12
	Tampa/St. Petersburg, FL
	TWE-NN
	336,954 (4/98)

	13
	Cleveland, OH
	Cablevision Systems
	310,233 (3/98)

	14
	Houston, TX
	TWE-A/N
	294,123 (7/98)

	15
	San Antonio, TX
	Time Warner
	289,711 (4/98)

	16
	New Orleans, LA
	Cox Communications
	272,931 (8/98)

	17
	Las Vegas, NV
	Prime Cable
	269,295 (3/98)

	18
	Palm Beach County, FL
	Adelphia
	266,000 (4/98)

	19
	Broward/Dade County, FL
	MediaOne
	262,900 (4/98)

	20
	Hampton Roads, VA
	Cox Communications
	261,226 (3/98)

	21
	Union, NJ
	CaIPERS/Comcast
	250,572 (4/98)

	22
	Jacksonville, FL
	MediaOne
	250,070 (4/98)

	23
	Orange County, CA
	Cox Communications
	247,267 (3/98)

	24
	Honolulu, HI
	Time Warner
	244,983 (4/98)

	25
	Oakland, NJ
	TCI
	242,745 (6/98)


Exhibit (I)
Basic Cable: 1978-1998

	Year
	Basic Cable Subscribers
	Basic Cable/Television

Households (percent)

	1978
	13,391,910
	17.9

	1979
	14,814,380
	19.4

	1980
	17,671,490
	22.6

	1981
	23,219,200
	28.3

	1982
	29,340,570
	35.0

	1983
	34,113,790
	40.5

	1984
	37,290,870
	437

	1985
	39,872,520
	46.2

	1986
	42,237,140
	48.1

	1987
	44,970,880
	50.5

	1988
	48,636,520
	53.8

	1989
	52,564,470
	57.1

	1990
	54,871,330
	59.0

	1991
	55,786,390
	60.6

	1992
	57,211,600
	61.5

	1993
	58,834,440
	62.5

	1994
	60,495,090
	63.4

	1995
	62,956,470
	65.7

	1996
	64,654,160
	66.7

	1997
	65,929,420
	67.3

	1998
	67,011,180
	67.4


Exhibit (J)
Average Monthly Rates:  1983-1998

	Year
	Basic Rate
	Pay Rate

	1983
	8.61
	9.70

	1984
	8.98
	9.96

	1985
	9.73
	10.25

	1986
	10.67
	10.31

	1987
	12.18
	10.23

	1988
	13.86
	10.17

	1989
	15.21
	10.20

	1990
	16.78
	10.30

	1991
	18.10
	10.27

	1992
	19.08
	10.17

	1993
	19.39
	9.11

	1994
	21.62
	8.37

	1995
	23.07
	8.54

	1996
	24.41
	8.35

	1997
	26.48
	8.00

	1998(e)
	27.43
	8.20


Note:  
As of year-end 1994, the basic and expanded basic rates are combined as regulated basics.

Source:  Paul Kagan Associates, Inc., Cable TV Investor, August 10, 1998, p.4.


Exhibit (K)
DBS Subscriber Estimates

As of May 18, 1999
	DBS Provider
	DirecTV/USSB
	EchoStar
	PrimeStar
	Totals

	DOSS
	6-17-94
	3-4-96
	7-31-90
	

	Market Share
	50.8%
	23.9%
	25.3%
	100%

	Last Period
	51.2%
	25.2%
	23.5%
	100%

	Current Count
	4,921,830
	2,426,755
	2,262,475
	9,611,060

	Delta
	109,555
	130,340
	- 115,769</
	225,324

	Year Ago Count
	3,628,680
	1,236,342
	2,087,911
	6,799,035

	One Year Change
	35.6%
	96%
	8.46%
	41.4%
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