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Remade DBS braces for '99 
Consolidated satellite TV companies will have to work harder to match 1998's success 

By Price Colman 

Strengthened by key consolidation 
moves, a pumped -up DBS indus- 
try is closing out 1998 with a 

strong head of steam. But with the low - 
hanging subscriber fruit picked and 
cable accelerating its digital cable roll- 
out, 1999 promises tougher going. 

Last week's DirecTV -USSB merger 
announcement and the earlier 
EchoStar -News Corp. deal boost the 
muscle of DBS's two remaining high - 
power players. DirecTV benefits from 
clearer branding and a simplified mar- 
keting approach. EchoStar benefits 
from huge bandwidth -more than 50% 
of full -CONUS capacity -and the 
prime 110- degree west longitude loca- 
tion that permits a single dish to receive 
Dish Network programming from 
EchoStar's bird at 119 degrees, as well 
as signals from 110 degrees. 

But cable, whose growth has been 
stunted by DBS, isn't waving a white flag. 

"I think 1999 will be flat to down for 
the satellite industry, but I think EchoStar 
and DirecTV could do better than the 
industry average," says Bear, Stearns 
analyst Vijay Jayant. "My feeling is that 
2000 could be a great year [for satellite]." 

Variables that will affect '99 DBS 
performance include regulatory -leg- 
islative issues and Primestar's ability to 

DIRECT V 

ECHOSTAR---77 

PRJPiJr` 

function. Experts expect the industry to 
benefit from white -area legislation that 
would clear the way for local- into -local 
programming and blunt a cable advan- 
tage. Consensus holds that DBS must - 
carry will be phased in gently. 

If Primestar can't cut it and is forced to 
sell its 2.2 million subscribers and other 
assets, then both DirecTV and EchoStar 
will benefit, if only through having a 

competitor removed from the game. 
Primestar Chairman -CEO Carl Vogel has 

acknowledged that a sale is possible but 
says the company is determined to move 
ahead with its medium -power business 
and launch high -power from the 119 - 

degree west longitude orbital slot -regu- 
latory approvals permitting. 

"I think execution is going to charac- 
terize the satellite sector next year - 
execution of the DirecTV -USSB deal, 
the EchoStar-News Corp. deal and our 
ability to move forward," notes Vogel. 
"We'll all do the best we can to capture 
subs. You'll see the healthy competition 
you have always seen in the business." 

On the heels of the USSB deal, 
DirecTV President Eddy Hartenstein is 
confident. "Will digital cable have an 
impact? Yes, but that's also positive," he 

says. "The more they talk about it, the 
more broadly it comes to people's minds 
they can get 200 channels. Cable still 
has to prove they can deliver on that." 

Owner 

Hughes Electronics 
(NYSE: GMH). 
subsidiary of 
General Motors 

DirecTV will end '98 adding about 
1.1 million new customers, boosting it 
to about 4.4 million subscribers. 
EchoStar's Dish Network, which is 
breathing down DirecTV's neck in the 
growth race, should end the year with 
just under 2 million subs, reflecting 
nearly 90% growth for the year. 

A just- released Federal Communica- 
tions Commission study on cable com- 
petition shows DBS subscriber counts 
increasing 43% for the year ended in 
June. That compares to less than 2% 
growth for cable. 

While that's prompting some ana- 
lysts to up their projections for DBS's 
eventual share of the multichannel 
video business, Ted Henderson of the 
Denver -based investment banking firm 
Janco Partners is sticking with his esti- 
mate of a 19- million -subscriber DBS 
universe by the end of 2002. 

"The question is, 'Does the exis- 
tence of the more robust EchoStar 
offering and the combined offering 
from DirecTV/USSB broaden the DBS 
universe ?' I'm not convinced that it 
does." says Henderson. 

EchoStar and DirecTV face key 
weaknesses on the advanced -services 
front, particularly high -speed data and 
telephony. That's mostly because the 
satellite platform lacks the two -way 
bandwidth capability of cable, at least 

Satellite Assets* 

Publicly traded company 
(Nasdaq: DISH): 
controlled (80 %) by 
Charlie Ergen: 
News Corp. has 30% 
of equity. 

50 full -CONUS, high -power 
transponders (21 at 119 degrees, 
29 at 110 degrees); 35 half -CONUS, 
high -power transponders 
(11 at 61.5 degrees, 24 at 
148 degrees) 

35 full -CONUS, high -power 
transponders (32 at 101 degrees, 
3 at 110 degrees); 4 full -CONUS, 
medium -power transponders 
on PanAmSat Galaxy III -R 
at 95 degrees. 

Partnership: TCI Satellite, 
Time Warner, Advance/ 
Newhouse. Comcast, 
Cox, GE Americom 

24 full -CONUS, medium -power 
transponders on GE Americom's 
GE2: 11 full- CONUS, high -power 
transponders at 119 degrees 

Subscribers 
(in millions) 

1.8 

4.3 

2.2 

* Satellites orbit rr'slots" identified in degrees west longitude. Transponders are. in essence, satellite channels. With the help of digital compression technology, 
each transponder can broadcast several channels of TV. Full -CONUS transponders reach the entire Continental U.S. Half -CONUS ones, only half. High -power 
transponders, the mark of true DBS, require smaller reception dishes than medium -power transponders. 
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Sir Arthur Conan Doyle's 

The classic tale of dinosaurs 
and adventure in an t jltämed 

land is transformed into a 
22- episode action hour series . 
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for now. 
DirecTV intends to launch certain 

enhanced -TV type services born out of 
its 7.5% stake in French consumer 
electronics manufacturer Thomson, 
Hartenstein says. EchoStar also plans 
interactive TV and high -speed data 
ventures. 

Financially, 1999 may be a turning 
point for DirecTV and EchoStar. 
Hartenstein predicts his company will 
hit cash -flow break -even by the second 
quarter. EchoStar Chairman -CEO 
Charlie Ergen has predicted the end of 
1999 or early 2000 as the cash -flow 
break -even threshold for EchoStar. 

Conversely, both companies likely 
will see higher subscriber acquisition 
costs. EchoStar has already said it's 
extending its free -dish offer into next 
year, and sources say DirecTV is 
mulling a similar offer. 

EchoStar, which had a debt load of 
about $1.6 billion in the third quarter. is in 
talks to refinance most of that debt, which 
carries 12% or higher interest rates. 

Primestar, while cash -flow positive, 
is focused on cutting expenses and 
reducing its staggering 30% -plus annu- 
al churn rate. "If they cut back expens- 
es at Primestar enough, they begin to 
milk the business and it turns into a 
classic cash -cow strategy," says Steve 
Blum of Tellus Associates. 

Hubbards sell, but reluctantly 
Hughes Electronics' $1.3 billion 
acquisition of U.S. Satellite Broad- 
casting benefits USSB sharehold- 
ers, DirecTV and the satellite 
industry in general. But it was still a 
tough decision for the fiercely inde- 
pendent Hubbard family. 

"There's no question it's the right 
thing for the industry, no question 
that it's financially rewarding for the 
Hubbard family," says USSB Presi- 
dent Stanley E. Hubbard. "There's 
also no question it is really wrench- 
ing and really emotionally draining." 

The deal calls for Hughes to 
acquire USSB for a 70 % -30% com- 
bination of stock and cash and 
merge it with DirecTV. 

The stock portion works out to 
.3775 shares of Hughes (NYSE: 
GMH) for each share of USSB. At 
current prices, that values a USSB 
share (Nasdaq: USSB) at $12.98, 
or just 5% better than where it trad- 
ed late last week. But it's a 73% 
premium on the value of USSB 
shares heading into the deal. 

The .3775/1 exchange ratio is 
fixed as long as Hughes shares 
maintain an average price between 

$27.82 and $47.68 for 20 days 
leading up to the deal. 

Investment bankers Credit 
Suisse First Boston and Goldman 
Sachs represented USSB, while 
Salomon SmithBarney represented 
Hughes Electronics. 

Along with a simplified marketing 
strategy (the services share the 
same satellite), what DirecTV gets 
out of the deal is a $12- $12.50 
boost in average monthly revenue 
per subscriber, to roughly $57 per 
month. 

That translates into as much as 
$900 million in new revenue in the 
first full year after the deal closes. 
DirecTV also figures that combin- 
ing the operations will save it $160 
million -$180 million in the first year 
after closing. 

The added capacity-five USSB 
transponders at 101 degrees - 
boosts DirecTV to more than 210 
channels. DirecTV also picks up 
three USSB transponders at 110 
degrees, which it intends to use for a 
DBS service targeting the 6 million -7 
million Spanish- speaking house- 
holds in the U.S. -Price Colman 

DBS growth outpaces cable 
New rate regs unlikely, given FCC findings 
By Bill McConnell 

T new multichan- 
nel video customers are picking 
DBS over cable, according to 

FCC figures. 
Although cable claims 85% of the 

multichannel market, industry execu- 
tives say the findings all but ensure that 
policymakers will not reimpose rate 
regulations on upper tiers. 

"The data tell a positive story," said 
Commissioner Susan Ness at an FCC 
meeting last Thursday (Dec. 17). 
"More people each year perceive that 
they have more than one multichannel 
video provider from which to choose." 

Details of the commission's annual 
report on cable -industry competition were 
released last week. 

The commission found that cable's 
rivals are slowly but steadily making 

inroads. In fact, it 
said, while DBS 
added 2.2 million 
subscribers in 1998 
(a 43% increase over 
1997), cable signed 
up only 1.2 million 
(a 2% increase). 
Cable, however, still 
dominates the multi- 
channel market with 
65.4 million sub- 
scribers, compared to DBS's 7.2 million. 
The panel also said a survey of the top six 
cable systems shows the cost of acquiring 
programming accounted for 28.2% of the 
average subscriber rate increase during 
1997. The balance of the hikes was attrib- 
uted primarily to inflation and system 
upgrades. 

"It's quite clear that costs have gone 
up nearly as dramatically as retail 

FCC staffer Deborah Lathen: 
"Competitive alternatives 
are starting to develop." 

G BROADCASTING & CABLE / DECEMBER 21, 1$98 

prices themselves;" said Com- 
missioner Michael Powell. 

Cable industry officials said 
the new numbers show that 
their companies do not have 
monopoly power and new rate 
controls are unwarranted. 

"That's why the govern- 
ment should stick with poli- 
cies that promote competi- 
tion." said Decker Anstrom, 
president of the National 
Cable Television Association. 

The FCC authority to regu- 
late upper -tier rates expires March 31, 
but there has been industry concern 
that an unfavorable report would per- 
suade Congress to retain the controls. 

Consumers Union officials criticized 
the commissioners' cheery reaction. 
"Cable rates continue to soar at a time 
when competition is developing at less 
than a snail's pace." said Gene Kim - 
melman. the group's co- director. 
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Gore panel takes middle ground 
Broadcasters balk at free airtime, loss of editorial control 

By Paige Albiniak 

The Gore Commission's public - 
service recommendations go 
beyond what most broadcasters 

are willing to offer, but fall short of 
what public interest advocates think 
broadcasters should have to provide. 

After more than a year of work, the 
panel Friday gave Vice President Al 
Gore a list of 10 specific recommenda- 
tions for broadcasters once they make 
the transition to digital (see sidebar). 
These recommendations include offers 
of free airtime for political candidates 
and a voluntary code of conduct. 

Four of the panel's 22 members 
refused to endorse the report. Addition- 
ally, three broadcasters thought its rec- 
ommendations were too specific, and 
longtime industry critic Newton Minm 
wanted the commission to recommend 
that the FCC mandate free airtime. 

Although the report is only a recom- 
mendation, it will be referred to the 
FCC, which is expected to start its pro- 
ceedings on digital public- interest 
requirements early next year. 

The commission recommends 
broadcasters "voluntarily" provide five 
minutes of free airtime each night in 
the 30 days preceding elections. Most 
broadcasters balk at giving up the time 
and editorial control. 

Gore, who had wanted to see a free - 
airtime requirement, urged Congress not 
to interfere with the FCC's public inter- 
est initiatives. "For its part, Congress 
ought to help us move forward on this 
issue on a bipartisan basis and not con- 
tinue to threaten the FCC with further 
legislative reprisals." he said. 

In addition to the free airtime request. 
the report recommends that broadcasters 
craft a voluntary code of conduct; that 
they adhere to an unspecified mandatory 
minimum number of public -service 
offerings; that fees from multiplexed 
services go toward public broadcasting, 
and that one public broadcaster in each 
community keep a second channel of 
spectrum for educational use. 

Gore convened the commission in 
March 1997 to discuss what, if any, new 
public service obligations should accom- 
pany the switch to digital. Of particular 
interest to the administration was the 
issue of free airtime for political candi- 

dates- something President Clinton list- 
ed as part of his agenda during his 1998 
State of the Union speech last January. 

Speaking for three of the dissenters, 
Hubbard Broadcasting Vice President 
Harold Crump said: "What we recom- 
mend is that Congress, the FCC and the 
industry all proceed cautiously at this 
stage in the transition to digital, avoid- 
ing the imposition of additional regula- 
tory burdens that might stifle the rapid 
introduction of digital TV service." The 
other broadcasters declining to sign on 
were Belo President Robert Decherd 
and Duhamel Broadcasting President 
William Duhamel. 

But not all broadcasters on the 22- 
member panel objected to the report. 

Gore Commission co- chairman and 
CBS Television President Leslie 
Moonves signed on to the final document, 
although CBS has not committed to any 
of the recommendations. "We will 
approach it in a timely and rational fash- 
ion, taking into account campaign reform 
in the Congress and the interest shown by 
candidates," said CBS Senior Vice Presi- 
dent Martin Franks. 

One broadcaster, Capitol Broadcast- 
ing President James Goodmon, says 
the report should go even further. He 
independently listed the specific mini- 
mum public- service requirements he 
thinks broadcasters should provide: 
five minutes of free airtime. closed - 
captioning of all programming and up 
to 150 PSAs and two hours of public - 
affairs programming each week. 

The Gore recommendations 
The FCC should adopt minimum public interest requirements for 
digital television broadcasters. 

The FCC should require broadcasters to disclose their public interest 
activities on a quarterly basis. 

Congress should create a trust fund to ensure permanent funding for 
public broadcasting.Congress should give the public broadcaster in 
each community 6 mhz of spectrum for educational programming. 
Commercials broadcasters choosing to datacast should provide local 
educational information. (It would count toward fulfilling public interest 
obligations.) 

The National Association of Broadcasters should adopt an updated 
voluntary Code of Conduct. 

it Broadcasters who profit from multiplexed services may fulfill their 
public interest obligations by paying a fee, providing a channel for 
public interest purposes or making an in -kind contribution. There 
should be a two -year moratorium on fees. 

If Congress undertakes comprehensive campaign finance reform, 
broadcasters should commit to do their part to reform the role of tele- 
vision in campaigns. They should voluntarily provide five minutes 
each night for candidate -centered discourse in the 30 days before 
an election. And the FCC should examine blanket bans on the sale 
of air time to state and local candidates. 

Digital broadcasters should work with specialists and manufacturers 
to provide emergency warning services. 

Broadcasters should provide closed- captioning services for all 
programming, unless it poses an undue burden. 

Broadcasters should keep diversity in mind when making decisions 
regarding programming, political discourse, hiring, promotion or 
business opportunities. 

The administration, Congress and the FCC should explore alternative 
approaches to public service services. 
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After lIventy Years, It's. TImè 

to Tell Our C -SPAN Story. 

"Cable's Gift To America" Campaign 
January, February and March 1999 

Take part in this industry -wide effort 
to promote cable's 20 -year investment in C- SPAN. 

Order a free "Cable's Gift to America" 
campaign kit and receive: 

Three 30- second taggable video spots 
Three 30- second taggable audio spots 
Three black and white print ads 

To order your kit, call Peter Kiley at C -SPAN 

202/626 -4874 
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 oa^ ST oTICON 
1500 MARKET STREET 

Dear Cable Industry Colleagues: 

Next spring, C -SPAN will celebrate its 20th anniversary. 
No private industry has created anything instantaneous, 

live access to the House and Senate. 

scale of C -SPAN_ 
would not nekuow that 

access 

to is a gift believe 
citizens with However, 

I believe that most 

people. 

g ft from the cable industry to the American peo Imo. 
We ought to better cross -promote the cable indust 

p 
agreed to spearhead 

cross-promote 

an industry-wide 
effort to tell cable's C -SPAN story. 

N campaign: Cable's Gift to America. 
mat's why I've 

ry We're calling our 
The idea is simple: to run cross -channel promotions The spots clearly make the point that without the cable C 

SPAN's three 30- second 
le industry, there would be no CpgN 

spots. 
It's my hope that eve 

co in 
the industry--operators 

programming 
services alike-will 

take in this three-month am paign. Join us this effort and take pride, on the network's 20th 

anniversary, in the unique public service our industry created. 

PHILADELPHIA. 
PA 19102 -2148 

Ralph J. Roberts 
Chairman, Cable's Gift to America Campaign 
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L.A., N.Y. love Raymond 
Eyemark clears CBS show in top two markets; Chicago, Detroit, Boston next 

By Joe Schlosser 

Atrio of shows gained momentum 
last week as the syndication com- 
munity rolls toward the NATPE 

conference next month in New Orleans. 
Eyemark Entertainment has secured 

the first two buyers for Everybody Loves 
Raymond-wPIX-Tv New York and 
KTLA -TV Los Angeles -for what sources 
say is close to $100,000 per week in both 
markets. Warner Bros. Domestic Televi- 
sion has taken the wraps off its new court 
series. Judge Mathis, with word that it is 

cleared in 60% of the country for next 
fall. And sources say Rysher Entertain- 
ment has secured numerous markets for 
its planned action -hour with Tia Carrere. 

With the top two markets in hand for 
Everybody Loves Raymond, Eyemark 
executives are now going out to sell the 
show in other markets. Likely first 
stops: Chicago. Detroit and Boston. Ed 

Wilson. president of Eyemark Enter- 
tainment, says Raymond received mul- 
tiple bids in both markets. "It's nice to 
get them done with the level of interest 
and the level that we were able to close 
at." he says. "And we couldn't he hap- 
pier with the two stations that have 
signed on for the sitcom." 

For Warner Bros., bringing a court 
show into syndication is nothing new. The 
studio first brought The People's Court to 
the small screen in 1981 and currently has 
it back on the air in syndication with for- 
mer New York City Mayor Ed Koch. 
Scott Carlin, executive vice president of 
Warner Bros. Domestic Television, says 
the reason the studio is getting back into 
the court show genre again is because of 
Mathis's unique qualities. Greg Mathis. 
36, is a high school dropout who became 
a Detroit district court judge, the youngest 
person ever elected to that position in the 
state of Michigan. Carlin is betting Math- 

is's youth will help attract a younger audi- 
ence to the court genre. 

"He is truly an engaging person both 
in person and on camera;" Carlin says. 
"In almost every case with the court 
shows ... almost half of their audience 
is 50 -plus. If you had to point to one 
weak link in the current court shows, it 
would have to be their inability to con- 
vert a young following. Mathis is 
younger and we think he brings in that 
more -desired demographic." 

Clearances for Judge Mathis, an 
hour show that will be taped out of 
Chicago, include WPJX -TV New York, 
KCAL -TV Los Angeles and WCIU -TV 
Chicago. The show is being sold on a 

cash -plus -barter basis. 
Although Rysher execs would not 

comment, sources says Rysher's Tia Car- 
rere starrer, Treasure Hunter, has been 
cleared on more than 40 Partners Stations 
Network stations for next fall. 

Discovery Health to 
get $350M injection 
investment aims to transform digital niche channel 
By Donna Petrozzello 

In its most expensive basic cable net- 
work launch ever, Discovery Commu- 
nications Inc. shareholders have agreed 

to sink up to $350 million to revamp DCI's 
digital Discovery Health Channel into a 

fully- distributed analog channel. 
The channel will become one -half of 

a newly created DCI venture- Discov- 
ery Health Media Inc. -which will 
also include a so -far undefined health - 
related services division. Discovery 
Health Online. 

"We plan to make health the next 
great media category;" says DCI Chair- 
man and CEO John Hendricks. 

The channel will become DCI's fifth 
analog service, joining Discovery 
Channel, The Learning Channel, Ani- 
mal Planet and Travel Channel. DCI 
also has seven digital networks. DCI 
launched Discovery Health digitally 
earlier this summer. The channel is car- 

tied by Tele- Communications Inc.'s 
HITS digital platform. 

Over the next four months. DCI will 
add original series and other content to 
Discovery Health Channel. After the 
revamp, DCI will begin offering it on an 
analog basis, according to DCI officials. 

DCI is hoping to secure carriage in 
at least 60 million cable homes within 
five to seven years. says Hendricks. 
The launch phase, during which DCI 
will offer incentives for carriage. is 
expected to extend from three to four 
years, an uncommonly lengthy amount 
of time. By extending the phase, DCI 
anticipates that more operators will 
have completed system rebuilds to 
accommodate more analog service, or 
they may have moved some lower - 
rated basic services to digital plat- 
forms, which will free up additional 
analog space. 

Incentives include launch fees, a 

share in the channel's national ad rev- 
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enue or an equity stake in the channel, 
says Hendricks. However. he empha- 
sized that DCI will "maintain equity 
control" of the channel. 

In DCI's most optimistic rollout sce- 
nario, DCI anticipates garnering $50 
million from charter advertisers to 
cover initial costs, with DCI contribut- 
ing $300 million. If the upfront ad sup- 
port doesn't materialize. DCI is pre- 
pared to invest the entire $350 million. 

After the launch phase, DCI will 
seek carriage fees ranging from 10 -20 
cents per sub. in the same range as fees 
for Animal Planet and The Learning 
Channel. 

America's Health Network Chair- 
man and CEO Web Golinkin says he 
considers DCI "a serious competitor;" 
but that the health genre can support 
two analog channels. "Health is the 
largest unfilled programming niche." he 
says. AHN boasts nine million subs and 
a war chest of more than $100 million. 

Industry analysts are bullish on 
DCI's plans. Tom Wolzien at Sanford 
Bernstein said the massive investment 
by DCI "suggests that they don't have 
sufficient content, but certainly there's 
a need for this channel. Discovery has 
distribution clout and they program 
great stuff. It just sounds like they'll 
have to start from scratch." 
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19.9 ÑIILLION SUBSCRIBERS 

GAINED IN 199H. 

Scripps Networks is lighting up 
homes all over the country. 

HOME & GARDEN TELEVISION 

SCRIPPS M NETWORKS 

Affiliate Sales Northeast and Mid-Atlantic 212/549 -4488 Southeast 423/694 -2700 

Midwest 248/827 -4471 West 310/854 -6600 Satellise 423/470 -3942 

Source: Nielsen Combined Universe Estimates for HGTV and Food Network Dec.`97 vs. Dec.'98. 

Subject to qualifications upon request. 
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MediaOne anticipates 
year of slow growth 
Shift into new products like telephony comes at a hefty cost 

By John M. Higgins 

MediaOne Group Inc. warned 
that the cost of introducing new 
products is sapping profitabili- 

ty. causing a cash -flow drop for the 
fourth quarter and dragging on growth 
during 1999. 

MediaOne warned that 1998 cash - 
flow growth for its U.S. cable opera- 
tions will come in at an anemic 2 %, 
despite 11% -11.5% in revenue growth. 
While the company did not specifically 
disclose cash flow expected for the 
fourth quarter alone, the numbers the 
company did reveal indicate that cash 
flow will drop 3 %. 

Next year, cash flow growth is expect- 
ed to improve, but to just 5% -while 
revenue growth is seen slowing to 10 %. 

The warning follows a surprisingly 
weak third quarter that has dragged down 
the company's stock price. It has largely 
taken back all of MediaOne investors' 
gains from this year's rally in cable stock 
following AT &T Corp.'s plan to take over 
Tele- Communications Inc., and Microsoft 
Corp. co- founder Paul Allen's Vulcan 
Ventures deals to pay big prices for two 
other cable operations. After running up 

from $39 per share in June to 
$50 in August, MediaOne's 
stock has sunk back to as low 
as $37, while other cable 
stocks have kept running. 

"We are making the transi- 
tion from a basic cable opera- 
tor to a provider of multiple 
products and service, which 
creates challenges in both 
marketing and service," said 
MediaOne COO Jan Peters. 
She added that the "transition 
requires investment." 

Other operators are gen- 
erating 10%-plus annual 
cash -flow growth, a pace demanded by 
investors willing to price operations at 
the 12 -13 times cash flow levels at 
which other cable stocks are currently 
trading. MediaOne's problems -and 
similarly slack growth at Tele- Commu- 
nications Inc. -raise the question of the 
damage to other operators as they spend 
heavily on marketing, operations and 
equipment to roll out new video, data 
and telephone services. 

"We thought our revenue growth 
was strong," said MediaOne chairman 
Chuck Lillis in a conference call with 

securities analysts. "However, in other 
areas we did not perform up to expecta- 
tions." The biggest shortfalls were in 
subscriber growth -just half the 
already slow 2% industry average - 
and in customer service. 

Despite the problem, the briefing was 
well received on Wall Street. "If they 
weren't launching telephony, they'd 
look great." said Morgan Stanley & Co. 

media analyst Richard 
Bilotti, who upgraded 
MediaOne from a "neutral" 
to an "outperform" Friday. 

Part of the MSO's prob- 
lem is spending on billing 
systems and marketing as 

the company rolls out tele- 
phone and data services. 
MediaOne has been the 
second most aggressive 
MSO to offer telephone 
service over its cable sys- 

Lillis: "We d 
perform up 
expectation 

id not 
to 
s." 

tems, behind Cox Commu- 
nications Inc. MediaOne 
opened six markets in 1998 

versus the three is had been planning at 
the beginning of the year. 

But also, the company's core cable 
operations are having problems, with 
subscriber growth expected to total just 
1 /c this year. Next year, the company 
will be hamstrung by restraint on rate 
hikes, a move aimed at placating Con- 
gress as it decides whether to let cable 
rate regulation expire in March as 
scheduled under the 1992 Cable Act. 

Lillis said that the company should 
return to double -digit cash -flow growth 
by 2000. 

Sale of the Century? 
Cable operator taps DL! 
for possible auction 

By John M. Higgins 

A, ter weeks of denying it was for 
sale, Century Communications 
Corp. has hired investment 

hanker Donaldson, Lufkin & Jenrette 
Inc. to explore the company's "strate- 
gic alternatives." 

An outright sale is one option being 
considered, but is not the outcome that 
Century executives prefer, according to 
Century President Bern Gallagher. 
"We'd like to stay in the business," Gal- 
lagher says. "Whether it's as part of 
another company or as this company, 

we like the cable business." 
Century has been approached by a 

number of suitors, including, industry 
sources say Microsoft co- founder Paul 
Allen's Vulcan Ventures, which has cut 
deals to acquire Marcus Communica- 
tions Corp. and Charter Communica- 
tions Inc. But, these sources say, Cen- 
tury Chairman Leonard Tow wanted 
too much. Tow pressed Vulcan for 
something close to the $3,700 per sub- 
scriber Allen is paying for the high - 
growth Charter, whose systems are 
considered superior to Century's and 
more clustered. That would price Cen- 
tury at approximately $5.1 billion. 

Gallagher wouldn't disclose what 
offers the company has received, but 
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says "we have never seriously enter- 
tained them." 

Now the company is getting serious. 
With systems serving 1.3 million sub- 
scribers, Gallagher says the company is 
not large enough in today's environ- 
ment. At recent stock prices, Century is 
worth about $4.2 billion with its cable 
systems alone valued at $3,000 per 
wholly owned subscriber. 

Century's downside is that it is poor- 
ly clustered, with systems scattered 
across 25 states. The upside is that its 
one significant cluster is a huge opera- 
tion in Los Angeles. Century had con- 
trolled systems serving 500,000 sub- 
scribers, but recently merged those 
properties into a 75 % -25% joint ven- 
ture with Tele- Communications Inc., 
putting another 245,000 local sub- 
scribers under Century's management. 
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The high cost of coverage 
Big Three nets feel crunch 
.funding intense news cycles 

By Dan Trigoboff 

Aheady stretched- and -slashed net- 
work news budgets had to let out 
the seams still more as the end of 

1998 brought air strikes in Iraq and all - 
nighters on Capitol Hill. 

In 1998, networks had to find money 
to pay the travel, staffing and overtime 
costs -and sometimes lost advertis- 
ing-to cover: 

Three pre -strike setups in Iraq. 
John Glenn's return to space. 
Peace talks in Ireland and at Wye 

River Conference Center in Queen- 
stown, Md. 

Murders linked to bigotry in 
Wyoming and Texas; school shootings 
in Arkansas and Oregon (recalling inci- 
dents only months before in Kentucky 
and Mississippi). 

Hurricane damage along the U.S. 
Gulf Coast and in the Caribbean and 
Central America. 

Massive flooding in Texas. 
Bombings at U.S. embassies in 

Africa, and retaliatory air strikes in 
Afghanistan and Sudan. 

Pope John Paul 11's historic visit to 
Cuba and President Clinton's Middle 
East visit this month. 

Around -the -clock updates on 
Major League Baseball's history-mak- 
ing run at the home -run record by Mark 
McGwire and Sammy Sosa. 

24 -hour stakeouts at scandal- relat- 
ed law offices and courthouses and at 
the homes of Ken Starr, Linda Tripp, 
and every member of Monica Lewin - 
sky's family. One of these stakeouts 
took journalists back to the Watergate. 

Jacked -up prices on hotels and 
parking in Little Rock, Ark. for Paula 
Jones' sexual harassment trial against 
Clinton, which would never take place. 

"I think it's fair to say that this is the 
most expensive year since the Gulf 
War" in 1991, said Bill Wheatley, vice 
president of NBC News. 

For cable news networks, major 
events like another flare-up in the Per- 
sian Gulf or in Washington were a rat- 
ings and credibility blessing. Logically, 
if all a network's programming is news, 
the opportunity to replace routine 

NBC Nightly News led the ratings race for coverage of the U.S. air strikes on Iraq. 
earning a 10.2 rating /18 share with 13.9 million viewers between 6 p.m. ana 6:30 p.m 
ET on Dec. 16, the first night of broadcast news coverage. NBC aired ccntinuous 
coverage from 4:20 p.m. through 9 p.m. ET on Dec. 16. The CBS Evening hews' 
ranked second with an 8.8 rating and 'ABC World News Tonight' followed with a 7.6 
rating. In cable news coverage. CNN earned a 5.4 rating with 4.1 million homes from 5 
p.m. to 11 p.m. on Dec. 16. MSNBC ranked second with a 1.4 rating. Fox News 
Channel earned a 1.2 rating and CNBC earned a .9 rating during the 5 p m. to 11 p.m. 
time slot. according to Nielsen data. 

shows with extraordinary program- 
ming usually justifies most costs. For 
broadcast networks, however, cost fac- 
tors include lost advertising, potential- 
ly lost audiences for popular entertain- 
ment programming -as well as some 
expensive newsgathering. 

At the Big Three networks, each 
news division this year has undergone 
considerable staff cuts and reorganiza- 
tions. At ABC, about $30 million has 
been cut from its $500 million annual 
news budget in the past two years. 
Sources say CBS News' $400 million 
annual budget has been cut by about 
approximately $40 million as part of 
overall budget cuts expected to total 
nearly $200 million. At NBC, no spe- 
cific numbers are known for news, but 
the network is trying to cut $200 mil- 
lion in expenses overall. 

"Losing people and streamlining 
never makes things easier," said AI 
Ortiz, executive producer of The CBS 
Evening News, "but we've been able to 
shift resources, and develop better 
communication out of Baghdad. 

"Our setup there is as good or better 
than it's ever been. I don't mean to 

minimize it; it's always tough when 
people lose jobs. But we've become 
better organized, and by centralizing 
some administrative and managerial 
positions, we've been able to free up 
resources for newsgathering. We're 
more selective about the discretionary 
things we cover. 

"When we send a team out to do 
those stories, they're more likely to 
come back with two or three to justify 
the expense. But we've stayed solid on 
the make -or -break stuff." 

Major network news leaders like 
Roone Arledge and Don Hewitt have 
advocated pooling resources as a cost - 
cutting and efficiency measure. But the 
bigger stakes in stories like Iraq and 
impeachment steer network efforts 
toward distinction, not similarity, even if 
a great deal of sound and i mage turns out 
largely the same. "We part,cipate in pool- 
ing when it's appropriate" said Wheat- 
ley, "but it's not likely in a situation like 
this, where we need to be competitive' 

"Big bucks;" said Eason Jordan, presi- 
dent of international networks and global 
newsgathering for CNN. 'T'he dual front," 
he said, referring to attempts to oust leaders 
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both in Iraq and the U.S., "is very expen- 
sive. But we don't think about the costs." 

"News is news;" chimed ABC news 
spokeswoman Eileen Murphy. "When 
a huge news story breaks, we're going 
to cover it, and spend whatever we 
have to spend and worry about where 
to save it in the rest of the company." 

Networks seem even tighter with 
information on spending than with the 
spending itself. But Ed Turner, long- 
time CNN executive and now a senior 
fellow at the Freedom Forum's Media 
Studies Center, says that as soon as a 
big story breaks, networks know 
they're looking at a minimum of hun- 
dreds of thousands in expense. 

"If you've already cut back on 
damned near everything, you're going to 
have to use a freelance crew; a two-man 
crew will cost $3,000 a day plus hotel, 
travel and meals and shipping -which is 
not cheap. You're probably looking at 
$40,000 the first week, from portal to 
portal for a two -man crew. If you're 
using staff, it will be a lot less. But at the 
same time there's a lot of overtime going 
out in Washington, mostly for camera- 
men and technicians, because of the 
impeachment," says Turner. 

"It costs real money to get set up in 
Iraq," added Wheatley, noting that sev- 
eral networks- including his -saved 
money maintaining some of the opera- 
tion set up when strikes in Iraq were 
threatened in November. 

Network news wasn't designed to 
be cost -effective, says Britt Hume, 
Washington editor for Fox News and a 
longtime ABC reporter. "They have 
great big, far-flung news organizations 
and they don't have any airtime." 

Hard news programming on broadcast 
networks is still basically half an hour a 
day. "That's very expensive to maintain, 
except for NBC, which can spread its 
coverage and costs over a broadcast net- 
work and two cable nets," Hume said. 
"Most of the time, these [network news] 
organizations don't use their assets. At 
the cable operations, that's all we do. 
CNN has proven you can make money in 
all -news. 

"For the longest time all the networks 
needed to do to make lots of money was 
get their licenses renewed. News was 
their way of doing public service. 

That's the atmosphere in which the 
network news departments were built. 

They weren't built on a businesslike 
basis. If news lost money, it wasn't the 
worst thing in the world. Now they have 
to strive for quality -even as they enter 
into disciplined cost -cutting." 
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CLOSED CIRCUIT 
BEHIND THE SCENES, BEFORE THE FACT 

WASHINGTON 

Rule revisions 
The FCC is aiming to streamline 
several cable industry rules this 
week. The changes would simplify 
the agency's complaint review 
process, eliminate redundant compa- 
ny reporting requirements and clari- 
fy what information must be includ- 
ed in a cable system's public files. 
The agency is expected to jettison 
two of the most controversial meas- 
ures being considered, according to 
sources. The Cable Telecommunica- 
tions Association had urged the com- 
mission to drop a rule requiring 
cable companies to keep records in 
their public files that verify compli- 
ance with advertising limits on chil- 
dren's programming. CATA also 
wants the commission to eliminate a 
rule requiring that cable providers 
make available the names of chief 
executives and board members of 
corporations and other groups that 
sponsor political or controversial 
programs. CATA's proposals are 
vehemently opposed by the Center 
for Media Education and other pub- 
lic advocacy groups. Further weak- 
ening CATA's chances, the National 
Cable Television Association also 
refused to back the proposals. 

NEW YORK 

Seltel Spin -off 
In an effort to get its pending 
acquisition of rep firm Petry Media 
Corp. through the antitrust maze at 
the U.S. Department of Justice, 
Chancellor Media has proposed 
selling Seltel, the rep firm it 
already owns, to Seltel's employ- 
ees, making Seltel an independent 
company once again. Seltel is cur- 
rently a division of Katz Media, 
which Chancellor acquired in 
1997. In April of this year, Chan- 
cellor proposed buying Petry, 
which also owns Blair Television, 
for around $129.5 million. DO1 
balked almost immediately at the 
proposed deal, complaining that 
the rep business would be con- 
trolled by two companies -Cox, 
owner of Telerep, MMT and HRP, 

and Chancellor, which would con- 
trol Katz, Seltel, Petry and Blair. 
Chancellor hopes DOJ will accept 
a rep playing field with two com- 
panies that have multiple rep divi- 
sions and an independent, which is 
said to be on much firmer ground 
now than when it was acquired by 
Katz in the early '90's. With annu- 
al billings said to approach $500 
million, its anchor station groups 
are Paramount and Sinclair. "If I 
were to guess, I'd say the deal is 
going to get done," said Seltel 
president Jack Higgins. But many 
details remain to be worked out. 

No CBS NAIPE Meeting 
CBS has cancelled its affiliates 
meeting at NATPE this year. Paul 
Karpowicz, executive vice presi- 
dent, LIN Television and incoming 
CBS affiliate board chairman, said 
that the network determined that 
fewer CBS affiliates were attend- 
ing NATPE this year and it didn't 
make sense to spend the money to 
set up a meeting that wouldn't be 
well attended. Karpowicz said the 
smaller NATPE turnout is due to 
stations that already have their pro- 
gramming plans firmed up for next 
year and thus are "trying to save a 
few dollars" by skipping the show. 

EchoStar eyes refinancing 
EchoStar Communications Corp. 
intends to start the New Year right. 
After gaining Federal Trade Corn - 
mission approval for its acquisition 
of AskyB assets last week, 
EchoStar executives headed to 
New York for preliminary talks on 
refinancing the company's $1.6 
billion in debt. Nearly all that debt 
is in the 12% -plus interest range, 
and with the bonds trading at 
around 9 %, EchoStar sees an 
opportunity for a big cut in interest 
payments. Any extra money will 
come in handy as the company 
recently disclosed it plans to con- 
tinue its "free dish" promotion into 
1999's first quarter. The freebie 
boosts EchoStar's subscriber 
acquisition costs by $50 -$75 per 
new subscriber. 
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The world's mos: advanced servers 
Clipbox Cachebox 

All the bandwidth, for aiI the users, all the time. Distributed networked operation. 
Non -compressed, compressed, or both. Cost effective DV compression. 

Integrated editing. Dual system redundancy. 

The ultimate video server The world's most flexible distributed server. 

CLIPBOX & CACHEBOXR 
in partnership or stand -alone - the finest in server techno ogy 

Cali our 24 hour Clipbox Hotline new: 1 800 21e 0051 Ext.11C3 

Quantel Inc., 28 Thorndai Circle, Darien, CT 06820 Tel +1 203 56 3100 Fax: +1 203 656 3459 http: / /www.quantel.com 
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likely to dodge unbundling 
Still, FCC wants to know when consumers will benefit from service 

By Bill McConnell 

AT&T Corp. appears increasingly 
likely to win approval for its 
acquisition of Tele- Communica- 

lions Inc. without being forced to open 
its high -speed data network to Internet 
competitors. The government's price: 
a strict schedule for rolling out local 
telephone competition to all cus- 
tomers in its markets. 

Chairman William Kennard and his 
colleagues insist they have not made 
up their minds on the "unbundling" 
issue. But they have made no secret of 
their eagerness to bring competition to 
local telephone monopolies. And 
AT &T officials have repeatedly said 
their plans to offer local telephone 
service over TCI's cable networks will 
collapse if they are required to open up 
the broadband network, as competitors 
demand. During an FCC hearing last 
week on pending telecommunications 
mergers, Kennard indicated that corn - 
mitting to a firm schedule might be the 
quid pro quo AT &T must provide. 

Although Kennard appears skepti- 
cal of AT &T's assertion, industry 
sources say the commissioners are 
loath to take any action that might 
tempt the company to scotch the deal. 
Instead, the commissioners hint that 
they will address the unbundling issue 
in a later ruling that will apply to the 
entire industry. 

"Why then should we take such a 

complicated issue and attempt to address 
it specifically in a merger context ?" asks 
Commissioner Michael Powell. 

In the meantime, however, Kennard, 
does not want to get burned by protect- 
ing AT &T's network and then watching 
the company drag its feet in entering 
local phone markets. 

"What I have not heard from AT &T 
is specifically when consumers are 
going to see the AT &T/TCI combina- 
tion deploy local competition in teleph- 
ony." he notes. "I want to know when 
consumers are going to get the benefit 
of that service." 

The commission does not have 
authority to hold AT &T to a legally 
binding buildout schedule, but any 
unkept promises will come hack to 
haunt the company, industry sources 
say-. "There wwi't he any legally bind- 

Jesse Jackson decries megamergers, calls 
commission a 'co- conspirator.' 

ing deal, but most companies realize 
that misleading the commission has 
serious consequences down the road," 
says one source familiar with the 
company's negotiations. If AT &T 
backs out of its commitments, the 
FCC will be less willing to grant 
waivers or cut the company slack on 
future deals, he remarks. 

But AT &T insists it won't back out 
because a rapid buildout to all markets, 
regardless of income or other demo- 
graphics, is essential to its local tele- 
phone strategy. "The entire transition is 
geared at volume for residential cus- 
tomers." explains James Cicconi, senior 
vice president for government affairs. 
"When we go into a city and build, it 
will be for the entire city. It would be 
foolish to leave out any customer." 

Cicconi defends AT &T's opposition 
to unbundling requirements, which 
Kennard calls a "contradiction" after 
the company offered to make conven- 
tional telephone access available 
through cable modems. "When it 
comes to high speed, the simple fact is 
that ITCH arrived in this market a 

number of years ago and made an 
investment that many other people 
could have made to provide this capa- 
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bility," Cicconi comments. 
The commission's apparent enthusi- 

asm to approve the deal worries con- 
sumer activists, who urge the panel to 
put a damper on cable rates by barring 
AT &T from subsidizing its foray into 
local phone service with higher prices. 
"Consumers have received too many 
empty promises of competition tomor- 
row in return for rate increases today," 
says Gene Kimmelman, co- director of 
Consumers Union. He complains that 
AT &T and other companies that have 
entered mergers since the enactment of 
the 1996 Telecommunications Act 
have routinely increased rates while 
delaying the introduction of new serv- 
ices. "Without these safeguards, we 
feel the act will remain an abysmal 
failure." he reports. 

In Denver, local cable regulators 
are also suspicious of the company's 
pledge says Joni Inman, president of 
the Greater Metro Telecommunica- 
tions Consortium, which represents 
25 franchising authorities. She com- 
plains that company officials rejected 

her group's request for a signed agree- 
ment not to funnel revenue from 
future cable rates into the telephone 
business. "This does give me great 
concern," she relates. "If they are not 
planning on cross- subsidizing, why 
would this be a problem ?" 

The Rev. Jesse Jackson, head of the 
Rainbow /PUSH Coalition, takes an 
even tougher line, calling on the FCC 
to forbid massive employee layoffs at 
merged telecommunications compa- 
nies. He also calls on them to establish 
specific timetables for serving low - 
income and rural communities and 
improving customer service. "There 
are numerous egregious examples of 
how the industry has been exclusive 
rather than inclusive and the commis- 
sion has been a co- conspirator," he 
says. "We should forge an alliance 
between the FCC and the telecommu- 
nications industry to heal the breach in 
the American dream." 

Regarding AT &T/TCI specifically, 
he praises AT &T for establishing a 

strong minority training program, but 
says TCI should end its pattern of 
"repeated rate increases, questionable 
employment practices and poor cus- 
tomer service." 
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WASHINGTON 

Kennard fires back 
FCC Chairman William 
Kennard last week fired 
back at congressional crit- 
ics who attacked the 
agency for releasing 
details on reviews of 
major telecommunications 
mergers. 

"The public has a huge 
stake in the outcome of 
our decisions :' Kennard 
said. The chairman made 
his comments at 
an agency hear- 
ing on three 
pending merg- 
ers: AT &T 
Corp./fele -Com- 
munications Inc., 
SBC Communi- 
cations 
Inc /Ameritech 
Corp. and Bell 
Atlantic /GTE 
Corp. 

"I absolutely 
reject the notion 
that these deci- 
sions should be 
made by bureaucrats 
working in silence or talk- 
ing only to lawyers, lob- 
byists and corporate exec- 
utives;" he explained. 
"The public has a right to 
know who will benefit 
from the mergers, how the 
FCC will decide these 
mergers and what issues 
we deem important." 

Kennard was respond- 
ing to scathing comments 
about his management of 
the agency made by Sen. 
John McCain (R- Ariz.) 
and Rep. John Dingell 
(D- Mich.). 

FCC eyes Y2K 
The FCC wants to know 
how far along the industry 
is in dealing with the year 
2000 (Y2K) bug. This 

By Paige Alhiniak and Bill McConnell 

week, the agency sent 
questionnaires to 250 
broadcasters asking them 
to detail their efforts to 
prevent possible problems. 
Similar questions were 
sent to the top 50 cable 
MSOs on Nov. 26. 

In particular, the com- 
mission is asking compa- 
nies how much they have 
budgeted to address the 
Y2K situation, the number 

of people they 
have assigned 
to deal with the 
problem and 
whether they 
have imple- 
mented formal 
processes for 
identifying the 
problem. The 
FCC also is 
asking whether 
key suppliers, 
such as power 
and telephone 
providers, are 
addressing year 

2000 problems. 
In addition, the agency 

is requesting that compa- 
nies provide detailed con- 
tingency plans in the event 
problems arise after Jan. 1, 

2000. Broadcasters must 
submit their responses by 
Jan. 1 I, 1999 and cable 
MSOs by Dec. 28,1998. 

"Failure to avert signif- 
icant network failures 
could be calamitous," 
wrote Mass Media 
Bureau Chief Roy Stew- 
art. The FCC is con- 
cerned that the bug could 
shut down signal trans- 
mission equipment and 
billing systems, and 
endanger the country's 
emergency alert system. 

The agency is also 
worried that related 

The public has right 
to know who 
benefits. says 
Kennard. 

power failures might pre- 
vent some antenna light- 
ing systems from func- 
tioning properly. 

Wiley firm faces 
$18 million fine 
The Washington law firm 
of Wiley, Rein & Fielding 
has been ordered by a 
Salt Lake City jury to pay 
$18 million in malprac- 
tice damages to four 
investors in a Utah televi- 
sion station. Four part- 
ners in Mountain West 
Television sued the firm 
over a complex set of 
deals in the 1980s. 

The Mountain West 
partners first hired the law 
firm for regulatory and 
other work relating to the 
purchase of a local broad- 
cast station. Later, the 
partners said they partici- 
pated with two other 
clients of Wiley, Rein in 
deals involving those 
assets and assets in anoth- 
er TV station. They 
charged that following 
their attorneys' advice in 
those deals weakened their 
financial position and that 
when one of the stations 
was sold to Fox, they 
made nothing. 

The three -month trial 
included more than 1,000 
exhibits. 

Former FCC Chairman 
and firm founder Richard 
Wiley was hit with an 
additional $150,000 in 
damages. "We believe this 
verdict will be over- 
turned," said Wiley, who 
pointed out that the case 
had been dismissed by the 
judge previously but was 
reinstated by a state 
appeals court. "We believe 
the firm acted ethically 

TOP OF THE WEEK 

and professionally," he 
said. 

Plaintiffs' counsel 
could not be reached for 
comment. 

Tech execs ask FCC 

to back off 
Technology executives 
last week asked FCC 
Chairman William Ken- 
nard not to adopt regula- 
tions that would force 
their companies to open 
newly built broadband 
networks to competitors. 

"Government interven- 
tion is particularly mis- 
placed in the case of new 
broadband networks 
deployed by entities that 
lack the market position of 
the traditional telephone 
companies," the letter 
read. It was signed by 
executives of Intel, Cisco 
Systems, Novell, Compaq 
Computer and IBM 
among others. 

While evaluating the 
merger between AT &T 
and Tele- Communications 
Inc., the FCC has been 
considering asking the 
companies to make their 
high -speed networks 
available to all corners. 
America Online has been 
pushing the FCC to force 
the new AT &T/TCI to 
open their networks, but 
executives from the com- 
panies have said that such 
regulation would force 
them to abandon their 
merger plans. 

Errata 
A Dec. 14 "Washington 
Watch" item incorrectly 
identified the two TV 
channels operated by 
Western New York Public 
Broadcasting Association. 
The association wants the 
FCC to drop the noncom- 
mercial designation of 
wNEQ's ch. 23. In return it 
has asked that WNED's ch. 
17 be redesignated for 
public TV. 
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COVER STORY t 
Sao-r -Cr A X.r 

The Chinese curse - "May you live in 
interesting times " -has certainly been 
cast upon Pat Fili- Krushel, president of 
the ABC Television Network. She 
assumed her post four months ago, as 
all the networks were struggling to rede- 
fine their business. Among her chal- 
lenges: reshaping the relationship with 

ou've been on the job four months now. What's 
the biggest surprise so far? 

I guess the most surprising thing to me was the 
trust that had eroded between the affiliates and the 
network. 

Why? 

1 had always felt that I had their support as president of day- 
time. And that my relationship with them had been one of 
honesty and owning up when I had a problem, and explain- 
ing to them how I was trying to fix it or what I thought the 
issues were. 
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its broadcast affiliates; making the tran- 
sition to digital, and trying to make a 
profit in an era of skyrocketing program- 
ming costs and continuing viewer ero- 
sion. Fili- Krushel addresses those issues 
and more in the following edited inter- 
view with B &C New York Bureau Chief 
Steve McClellan. 

Affiliates are concerned about some comments by Disney 
Chairman Michael Eisner about the network's relationship 
with affiliates going forward. He even suggested the net- 
work might go to cable and satellites for distribution. Will 
ABC have a relationship with broadcast affiliates 10 years 
from now? 

Michael Eisner's a broadcaster at heart. He started here at ABC. 
He understands the distribution system, and the value of that 
distribution system. We did talk to our board this last week 
about our commitment to the distribution system, and the fact 
that it is the most far- reaching. We still believe that the strongest 
partnership is between the national service and the local station. 
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What's the problem? 

What got difficult was the fact that we wanted to make a deal 
for Monday , Vight Football. Everyone knows how the cost 
went up exponentially. What we weren't willing to do was to 
trade off our exclusivity. 

If the network -affiliate relationship is going to continue, 
how will it differ? 

That's what we're working on right now. But I think if we 
partner on digital spectrum- digital is going to be very 
important in the future, I think if we work together, and cre- 
ate program services together and they acknowledge that 
the current structure is too onerous for us, we can work 
things out. 

Why is the current structure so onerous? 

They have huge margins in their business and we're not 
looking for them to transfer wealth directly to us. But the 
network has to be healthy too. If the network isn't healthy, 
they won't be healthy and vice versa. It really is a very sym- 
biotic relationship. 

Affiliates wonder if you expect them to do something that 
they haven't been doing in the past -like helping to pay the 
programming freight -is it unreasonable for them to expect 
something in return? Like guaranteed exclusivity. 

COVER STORY 

I just think those are not equal values. The whole issue of re- 
purposing, which is part of exclusivity, is something that we 
are going to have to do. if we're going to maintain our share 
of audience. We just have to convince them, and work with 
them in a way that they feel that they're not harmed by that. 
Obviously, we don't want to do anything that harms the core 
business. We own 25% of the country [through owned sta- 
tions] ourselves. At the same time, the current cost structure 
just has to change. 

What's the quid pro quo? 

There has to he one, obviously. But it just can't be something 
that's so big that it affects our being economically viable. 

Is it a matter of revising the current contracts, or defining 
what the business will be like after those contracts? 
I think, right now, we'd like to redefine the contracts. But we 
obviously know it has to be a win -win, or they're going to 
wait for six years. until their contracts are up, and then say 
let's talk. 

And both sides are going to sit down and get to the nitty- 
gritty fairly soon? 

Yeah, we're hoping by mid- January that we will have a pro- 
posal that we can sit down with. We've talked to the affiliate 
board to discuss what makes sense to them and what doesn't. 

When would you like to have this whole thing settled? 
Yesterday. I mean. obviously. as soon as possible. So I'm 
hopeful. You know, if this is something that can be done 
within the first year that I'm here. I will be very pleased. You 
know. if we can get out there in mid -January and start having 
really good dialogue about how to move forward together. 
and try and memorialize it in some kind of new template. 
you know. I'll be really happy. 

Is phasing out compensation a reality that affiliates are 
going to have to face sooner or later? 

I think it's going to he tough to support the compensation 
that we have made in the past. but I think we have to figure 
out other ways to make sense of it for them. But going for- 
ward, it's tough to pay out compensation when your pro- 
gramming costs are so high. And so maybe there's a way that 
some of the compensation goes against some of the cost of 
product. When the cost of hugely expensive product like 
Monday football -a franchise you just can't lose -goes up 
50 %, the structure just has to change. 

Affiliate questions aside, is fixing prime time the top priori- 
ty right now? 

Well, you used the word "fix." I'm really pleased with where 
we are right now. I think we're one or two shows away from 
being No. I. [ABC Entertainment chairman] Stu 
[Bloomberg] and [ABC Entertainment president] Jamie 
[ Tarses] went through their first development season togeth- 
er. I think the schedule that we have on the air right now is 
probably the strongest schedule we've seen at the network in 
a few years. We always said this was a rebuilding year. If you 
look across the board, we win 48% of the half -hours. We're 
now No. I in terms of weekly prime time audience reach. We 
win four nights out of the week. We had goals going into the 
year. We wanted to strengthen Tuesday night: we wanted to 
bring back adults to Friday; and we felt we needed to make 
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some traction on Thursdays and Saturdays. 

Have you gotten the kind of traction on Thursday and Satur- 
day you hoped for? 

No. But I think we have a great core schedule now. NYPD 
Blue has been reinvigorated. We have solid building blocks 
from last year in Dharma & Greg and Spin City, which has 
come into its own this year. And on top of that we've launched 
a good schedule, in terms of The Hughleys and Sports Night, 
which is getting stronger as the season progresses. 

Can you talk at all about the development pipeline? 

We've committed to two drama projects for next season. One 
is from the [production] team of Zwick and Herskovitz, 
called Once Again, that deals with second marriages and 
second families. There is also a project from David Kelly, 
called Snoops. It's a light- action comedy about an ensemble 
of high -tech detectives in Los Angeles. 

Is the development process changing? 

Yes. We're trying to put things in a little earlier. One of the 
ways, obviously, to reduce your cost structure is to not be in 
pilots with everyone at the same time, if you're all going 
after the same talent. So we've committed to Zwick and Her - 
skovitz, and we are in active casting at the moment. 

How else Is that process changing? 

We're also committing to individual projects earlier. What 
usually happens is you get everything in and then you 
decide. That's usually how the process works. But we felt so 
good about this project we just said let's get it done before 
everyone's in pilot, so we'll have a better opportunity to cast 
and get whoever we want. 

ABC was first in demanding longer cycles for its series 
deals, from four to five years. Are other changes needed in 
the way you do business with Hollywood going forward? 

Yeah, I think there are. One of the issues that we're focused 
on right now is the whole shelf -space issue, and how digital 
will play out in terms of other digital services- whether it be 
multiplexing, or time -shifting. And we are in conversations 
with Hollywood about how we reconfigure the rights. We've 
started really early to start talking to people about multiplex- 
ing. It's something that cable has done forever. When I was 
at HBO we acquired multiplexing rights in the mid -'80s. 

Why is that important for ABC? 

As the eyeballs continue to erode, in order to keep that shelf 
space and keep those eyeballs, you are gonna have to be 
much more flexible in how you use your product. 

How valuable are those multiplexing rights, in terms of dol- 
lars? 

All were trying to do is stay even. If you look at the erosion 
of the audience, now people think a I5 -share show is great. 
But, meanwhile, the prices have escalated so you're paying 
for an audience that used to be a 30 -share show. So, you 
know, from our point of view, in order to continue to pay the 
kind of money that we pay for programming -which dwarfs 
what cable pays -we are going to have to make it make 
more economic sense. 

So those multiplexing rights ought to be part of a deal going 
forward. 

22 BROADCASTING 8 CABLE / DECEMBER 21, 1998 

That's what we would like. I mean, obviously, we'd have to 
own the residuals for it -we'd have to compensate the stu- 
dios for the residuals if there's cost attached to it. But, you 
know, when you make a deal for cable, you make a template 
deal -you have the rights to play the movie or the project, or 
the series, 10 to 15 times over your license period. You 
know, with the networks you get two plays. 

Are additional revenue streams needed to improve the net- 
work model? 

Yes, and we're looking at a number of things including all of 
the repurposing opportunities that don't hurt the core busi- 
ness and at the same time expand the current audience. You 

know about our soap opera market test. Soaps are a very 
expensive product for one run. I mean, in essence they're 
like tissues, you run 'em once and you throw 'em away. And 
the thought is to do a day- and -date repurposing on another 
distribution platform to expand the amount of viewers. And 
therefore get more for the money that you paid for this prod- 
uct, in terms of increased revenues, to at least make the busi- 
ness make a little more sense. So that is one way that you 
could increase your revenues. 

Where does that soap project stand now? 

We did a three -market test. One we ended early, which was 
in Charlotte, and it was a week -delay test, so today's episode 
would be on next Friday night. There really wasn't an audi- 
ence for that. In the other two markets -Chicago and Hous- 
ton-we did same -day airing at night, and then on the week- 
end we would play all five episodes. We're currently analyz- 
ing what we have -but in both markets the overall audience 
grew. In one market it eroded the daytime play a bit; in the 
other market it did not erode the daytime play at all. What 
we're trying to analyze is: How much of that additional 
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The Fili File 
Education: BS, communications arts, St. Johns Uni- 
versity, New York, 1975; MBA, Fordham University, 
New York, 1982. 

Industry status: Since being named to the presidency 
of the ABC Television Network in late -July, 45- year -old 
Fili- Krushel has been named by numerous magazines, 
including this one, as one of the most powerful female 
executives in the television business. But she's 
arguably one of the most powerful executives in the 
business, female or otherwise. Her turf is significantly 
greater than that of her predecessor, Preston Padden. 

Where she rules: On both coasts. She reports to ABC 
Inc. President Robert Iger. With the exception of sports, 
Fili- Krushel oversees ABC Television's entire New York 
operation, including news, daytime and late -night pro- 
gramming, sales, affiliate relations, marketing, research 
and operations and engineering. She also oversees the 
Los Angeles -based Entertainment Division. When Pad- 
den had the job, news and entertainment reported to Iger. 

Challenges: Make the network the obscene profit 
machine that NABET claims it is; get affiliates to play ball. 

What Forbes says: "Think of Faye Dunaway in the 
1976 movie Network -the high strung, hard -hearted 
TV executive. Then erase that thought completely." 

Home life: She struggles to balance her work and per- 
sonal life. She steps out of meetings to take phone 
calls from her two young children (Jacob, 8 and Kara, 
6), and has been known to take the red -eye back from 
California to make it back in time for one of her kid's 
activities. Her husband is Ken Krushel, vice president, 
strategic development, NBC. He reports to Tom 
Rogers, president, NBC Cable, and the company's 
chief strategist. "We don't talk about work much any- 
more," Fili- Krushel says, smiling, but in all seriousness. 

Job satisfaction: "I'm just beginning to enjoy it," she 
says. "The trick is to keep your eye on the big picture 
while managing the day -to -day at the same time. With 
these kinds of big jobs, it takes a year to 18 months to 
really feel comfortable. Once you begin to do things the 
second time around, you really feel like you have the 
lay of the land. But I feel I'm still in the intake mode." 

Where she cut her teeth: ABC in fact. She started in 
1975 as a secretary and rose to program controller of 
ABC Sports, where she first got to know ABC head 
honcho Iger. 

Unrealized ambition: Running Lifetime, the women - 
targeted cable network she programmed for five years 
after a nine -year stint at HBO. Why she didn't get the 
nod after Tom Burchill left in 1993 was a puzzle to 
many industry watchers. (Doug McCormick, who beat 
her out for the job, was just ousted.) 

All's Well That Ends Well: After Lifetime, Fili- Krushel 
joined ABC as head of daytime, where she main- 
tained the network's dominance among womenl8 -49. 

CIYEI STORY 

viewing was driven by the frequency, and how much of it 
was driven by lapsed viewers coming back, to see what kind 
of business model we would have. 

I would say we'll have all the data in by mid- January. 

Is this is a project in which the affiliates might somehow be 
involved? 

I don't want to go there at this point, because we're trying to 
put together a model that deals with the digital spectrum - 
the relationship going forward, you know, in a whole host of 
ways, and how we can work together. Repurposing will cer- 
tainly be part of that, and so will exclusivity. But we don't 
have the model finely tuned enough for me to tell you the 
specifics. 

What did you think of the CBS -Time Warner announcement 
two weeks ago? [Time Warner agreed to carry the digital 
signals of CBS's 14 owned -and -operated TV stations.] 
Well, it would make a lot of sense if the marketplace figured 
out how to deal with this - so that we don't deal with gov- 
ernment intervention. I think that was part of what was at 
play here. 

Are you working on a similar deal? 

We have been in conversations with cable operators 

Is the structure of the CBS-TW deal logical? 

Yes. I think it is. Cable penetration is now more than 70% 
and we've got to figure out a way to get our digital signal 
carried on cable. So, yeah - I think that is a way that we 
have to move. 

Are you close to any sort of announcement along these 
lines? 

I don't know that it's imminent. It won't happen before the 
new year. But we are talking to a lot of them. 

What's your timetable for rolling out high- definition pro- 
gramming on the network? 

Well, at this point we're providing three -and -a -half hours a 
week in programming -it's our theatrical product. You 
know, we're committed to a fair market test and we'll let the 
viewers decide if this is something that's important to them. 

How about sports -any commitments there, to broadcast- 
ing in high def? 

Well, the big problem that we have right now is equipment 
availability. So if there's equipment available, we'd love to 
do it. We're talking to vendors right now, but, at this point. 
there's no assembly line that exists, so I don't know what the 
timetable is for getting viable equipment that we could do 
The Super Bowl in 2000 or The Academy Awards. Those are 
the two events we've talked about doing. 

Is '99 going to be up revenue -wise for the network? 

Yes, I mean, especially as we make gains in prime, we 
expect to [make] comparable gains on the revenue side. The 
other dayparts are sort of more steady as you go. So, you 
know, we are anticipating growth. 

Mid single digits? 
Probably. We're expecting to meet budget. I think that as 
long as we continue to reach 55% of the viewership, and 
we're still the mass medium of choice. we'll be OK. 
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At midseason, UPN wants 
`male appeal' 
Animated series is part of 
slate calculated to turn 
around troubled net 

By Michael Stroud 

After a frustrating start to its fall 
lineup, UPN is preparing to roll 
out new, "male appeal" shows 

during the midseason. The shows are 
aimed at viewers seeking alternatives 
to standard broadcast fare. 

UPN executives say they are looking 
for edgier fare that will clearly differ- 
entiate it from the Big Four -although 
that doesn't mean they'll abandon 
more mainstream fare like Love Boat: 
The Next Wave or Legacy. 

"We need to give more viewers a 
reason to tune to UPN," a UPN execu- 
tive said. "That means finding new and 
alternative forms of programming." 

Despite the network's slow start this 
season, it remains committed to five 
nights of prime time programming, 
Any rumors that it might cut back are 
untrue, UPN executives said. Their 
expectation is that the network needs to 
take its programming lumps this season 
as it rebuilds audience and works 
toward a ratings rebound by next fall. 

Typical of the new fare is Home 

Movies, a half -hour 
animated sitcom 
from the producers of 
Comedy Central's 
Dr. Katz: Profession- 
al Therapist. The 
show will use Squig- 
gleVision, the wavy 
animation format that 
gives Dr. Katz its 
unique look. The 
show's voices, 
including comedian 
Paula Poundstone's, 
will largely impro- 
vise their roles. UPN 
has ordered about a 
half -dozen of the shows. 

While UPN didn't say when the 
shows will air, sources say one possi- 
bility is pairing it with the new animat- 
ed comedy Dilbert, set to debut Mon- 
day, Jan. 25, at 8 p.m. 

Another midseason entry, RedHand- 
ed, is aimed squarely at the male audi- 
ence. A hidden camera captures ordi- 
nary people "stinging" their friends into 
committing one of the "seven deadly 
sins." UPN didn't set a launch date for 
the series, which is produced by Erik 
Nelson and Termite Art Productions in 
association with Lions Gate Media. 

New series 'Home 
Movies' is shot in 
Squiggle Vision. 

UPN also has more male- oriented 
shows in development next fall. 
Writer /producer Tom Fontana and pro- 
ducer Barry Levinson will team on an 
hour drama for the network as part of a 
six -episode series commitment with 
UPN. Meanwhile, the network is solic- 
iting other scripts from Hollywood, 
including a martial -arts drama now in 
development. 

UPN also plans to maintain its com- 
mitment to more mainstream programs 
like Legacy, although sources say UPN 
executives are troubled by the show's 
low ratings. 

ET still tops mags 
Show withstands CBS 
infomercial barrage 
By Joe Schlosser 

Entertainment Tonight survived the 
CBS infomercial pre -emptions to 
remain on top of the syndicated 

news magazine ratings for the week of 
Dec. 6. While most CBS owned -and- 
operated stations knocked the Para- 
mount Domestic Television show out of 
its access time periods on Dec. 4 for a 
paid program (BROADCASTING & CABLE, 

Dec. 14), the access powerhouse 
nonetheless just kept on trucking. 

ET dropped 6% from the previous 
week, to a 5.9 national rating for the 
week of Dec. 6, according to Nielsen 
Media Research. But the show 
remained the top syndicated news mag- 
azine for the 125th consecutive week. 
Extra was flat with a 3.7, Inside Edition 
was up 3% to a 3.4 and Hard Copy was 
off 4% to a 2.5. Access Hollywood 
improved 5% to a 2.2 national rating. 

In the talk show battles, Oprah 
topped Jerry Springer, with a 6.6 rating 
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to his 6.4. Oprah was up 6% from the 
previous week and Springer was down 
9%. Montel was off 5 %, to a 3.6; Sally 
Jessy Raphael was down 15 %, to a 3.4, 
and Ricki Lake was flat with a 3.2. Live 
with Regis and Kathie Lee was down 
3 %, to a 3.2, and Rosie O'Donnell 
dropped 21 %, to a 3.1, its lowest rating 
of the season. 

Forgive or Forget was on top of the 
new first -run strips despite remaining 
flat at a 1.8 rating. The Roseanne Show 
was down 15%, to a 1.7, Howie Man- 
del dropped 7 %, to a 1.4, and Donny & 

Marie fell 24 %, to a 1.3. 
In the court genre, Judge Judy 

remained steady at a 6.4; Judge Mills 
Lane was down 3%, to a 2.9, and Judge 
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THE SMOOTH 
TRANSITION TO HDTV 

Si icon Grapaics workstations and servers 

are already HDTV compliant. Whether you 

decide on 480P, 720P,, 10801 or simply stick 

with standad resolution, we have you covered. 

Si icon Grap tics workstation -based solutions 

are at the heart of today's I ve broadcast 

graphics for news, sports and special events. 

Many of our customers are already editing 

HDTV conoent. Let our Origin video 

computing patform solve ycur media streaming 

needs, from : housands of VPEG streams to 

DVCPRO ìd uncompressed HDTV. 

No other open platform has as many media 

management and distributicn applications. To 

find out more about Silicon Graphics broadcast, 

cable, and sa:ellite solutions. check out our 

Web site at www.sgi.com / broadcast. 

0 998 Sil con Gr ph,cs, Inc. All rights reserved. Silicon Graphics 
rs a registered trademark and Orlin anc the Silicon Graphics logo 

are trademarks. of Silicon Graphics. Inc. ENCPRO Is a trademark 
-1 >mta Elect x Corporation of An.e ca. 

at the core of 

entertainment 
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IIIAICA$TINI 
Joe Brmrn fell 10 %e, to a 2.8. The Peo- 
ple's Court was flat at a 2.5. 

On the game front. Hollywood 
Squares improved 2% to a 4.1 and 
Match Game was even at a .9. Love 
Connection fell 6%, to a 1.7, and 
Change of Heart rose 5%. to a 2.1. 

In the weekly race. The X -Files ruled 
the weekend again with a 6.0 rating. 
despite a 3% dropoff. ER was up 2 %, to 
a 4.4. and Star Trek: Deep Space 9 was 
down 2 %, to a 4.4. Hercules dropped 
18 %. to a 3.7. and Xena was down 26%. 
to a 3.5. Stargaze SG -1 was atop the new 
first -run weeklies with a 3.1. the same as 

the previous week. VIP was down 3%. 
to a 2.9, Mortal Konthat: Conquest was 
up 4 %, to a 2.8 and The Crow: Stairway 
to Heaven was down 4% to a 2.6. In the 
off -network half hour category, Seinfeld 
topped Friends 6.7 to 6.5. 

D.R.E.A. 
The D.R.E.A.M. TEAM is coming to 
weekend syndication in 1999. Five - 
year -old distributor BKS /Bates 
Entertainment is launching the 
action -hour with former Viper star 
Jeff Kaake as the head of an under- 
cover organization whose front is a 
Caribbean modeling agency. The 
series is being sold on a barter 
basis for fall 1999 and is produced 
by Dean Hamilton and David 
Tumaroff. in short, it's Mission 
Impossible meets Charlie's Angels 
in the 1990s," says Tumaroff of the 
series. A two -hour made -for -TV 
movie with a $5 million budget is 
being produced to help kick off the 

GET WITH 

Handyman, homes 
and Hearst 
Hearst Entertainment is 
bringing two original half - 
hour weekly series to syn- 
dication for 1999, includ- 
ing a series with Good 
Morning America's Ron 
Hazelton, sources say. 
Hazelton, known for his 
recurring handyman stints 
on ABC's morning pro- 
gram, will be the host of 
Ron Hazelton's House - 
ca//s. Sources say the 
show will feature two 
home -repair segments per 
episode, which will be 
shot on location through- 
out the U.S. Hearst is also 
developing another week- 
ly series. Celebrity Homes 
and Getaways, that will be 
hosted by Traci Smith. 
Smith was formerly the 
host of TVcom. Hearst 
Entertainment executives 
had no comment. 

Enquiring stations 
MGM has cleared its new 
National Enquirer series 

THE PROGRAM 

By Michael Stroud and Joe Schlosser 

in 74% of the country for 
fall 1999. The half -hour 
syndicated show has 
added clearances on WTFX- 
TV Philadelphia, KBWB -TV 
San Francisco and KCPQ- 

TV Seattle. MGM execu- 
tives also said last week 
that the studio has stopped 
production of new 
episodes of LAPD: Life on 
the Beat and that the stu- 
dio's other announced 
project for 1999, Daily 
Edition, has been put "on 
hold." LAPD debuted in 
syndication in fall 1995 
and MGM has produced 
new episodes of the series 
each season since. MGM 
executives earlier this year 
unveiled Daily Edition as 

a half -hour news magazine 
that would incorporate 
reports from national and 
local publications in each 
episode. Model and 
actress Kim Alexis was 
slated to be the show's 
host. MGM executives say 
they are continuing to 
develop the show. 

28 BROADCASTING & CABLE I DECEMBER Y1, 1898 

M. weekend 
series in syndication. Martin Sheen 
and Traci Lords are among the 
names that have been attached to 
the film, BKS/Bates executives say. 
The film will be sold to stations for a 
June 1999 debut and Sheen may 
also be staying on for the weekly 
series. George Back, who has 
launched a number of hour series 
into syndication, including Baywatch 
and, most recently, Air America, will 
serve as a special consultant on the 
series. D.R.E.A.M. TEAM is being 
produced in Puerto Rico at a new 
facility erected with the financial aid 
of the Puerto Rican government. 

-Joe Schlosser 

CBS ties NBC 
CBS tied NBC in house- 
holds and won in total 
viewers for the week of 
Dec. 7 -13, to maintain its 
lead over NBC in season - 
to -date household ratings. 
CBS tied NBC's 8.7 rat - 
ing/14 share, boosted by 
the strongest -yet perform- 
ance of the new Ted Dan - 
son comedy, Becker, and 
CBS's Tuesday night 
movie. For the week, CBS 
logged 12.74 million 
viewers, compared with 
NBC's 12.15 million. 
NBC won 18 -49s with a 

5.1/14, ahead of ABC and 
Fox (tied at 4.8/14) and 
CBS (3.8/11). 

Pax's audience up 
Pax Television says its 
prime time audience grew 
17.7 %, from 638,000 to 
751,000 TV households 
from Sept. 14 to Nov. 30. 
Pax TV's prime time line- 
up Monday through Fri- 
day, 8 p.m. to 11 p.m., 
continued to deliver a 1.1 

weighted average rating in 
its fifteenth week on the 
air, based on 34 Nielsen 
metered markets measur- 
ing the network. 

Greenwalt reups 
David Greenwalt, execu- 
tive producer of the WB's 
Buffy the Vampire Slaver, 
has agreed to a new four - 
year deal with Twentieth 
Century Fox Television in 
a pact worth as much as 

$6 million, a source close 
to the deal said. Greenwalt 
is helping create and exec- 
utive produce WB's Buffy 
spin -off, Angel. 

Sinclair signs with 
BKN 
Forty -six Sinclair Com- 
munications Group TV 
stations have signed on as 
affiliates to the new BKN 
children's programming 
blocks, which are slated 
to launch on Aug. 29, 
1999. The Sinclair deal 
gives the two new BKN 
children's services 25% 
clearance. BKN Action 
Adventure (aimed at boys 
6- to -11) and BKN Car- 
toon Classics (targeted at 
both boys and girls 2-to- 
11) will broadcast Sunday 
through Friday. 
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 Programming 
Format Syndication 
Adult Contemporary 
Album Rock 
Country 
Top 40 /CHR 
Modern Rock 
Classic Rock 
Oldies 

Management 
Hiring 
Motivating 
Job Descriptions 
Negotiations 
Consolidating 

Financial 
Budgets 
Maximizing 
Downsizing 

Sales and Promotion 
Hiring Good Sales 

Managers 
Motivating 
Hiring Good Account 

Executives 
Trouble Shooting 
Proven Winning 

Promotions 
Community Image/ 

Visibility 

Engineering 
Accessing Equipment 

Already in Place 
Studio Moves 
Evaluating Repair 

vs Replace 
State of The Art 

On A Budget 

Finally, 
A Consultant 
T gat Understands 
All Aspects of the 
Radio Industry... 

In these difficult times that radio broadcasters face 
you need a consultant that understands 

every aspect of the business from niche' formats 
to what kind of processing to use. 

CHRIS BURKHARDT 
UNDERSTANDS! 

Chris Burkhardt has worked in the radio Industry for 11 years. 
Starting On Air and quickly moving up the ranks to Vice 
President and General Manager of a satellite programming 
network. 

He is proficient in all aspects of the business and holds a 
broadcast engineering license. 

His education consists of a BA in Broadcasting and MA in 
Psychology. Chris graduated with a 3.5 CPA and has scored 
genius level on the IQ test. 

To protect your current broadcast interest, expand, or improve, 

you need the leadership and abilities of CSB Consulting. 

Call Today For Your Free 
Initial On -Site Consultation. 

FLEXABLE FEES FOR ALL MARKET SIZES. 
773 - 296 - 1182 
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BROADCASTING 

STATION 

Phone home 
Nashville's WTVF(TV) 
Newschannel 5 combined 
old and new technology to 
cover local servicemen 
providing aid in Central 
America in the wake of 
Hurricane Mitch. Absent 
an available uplink, 
reporter Jennifer Kraus 
and photographer Mark 

BREAK 

By Dan Trigoholl 

Kraus was shooting with 
the station's digital camera 
and writing on a laptop, 
Martin was busy filming 
12 hours of video, which 
turned into last week's 
series. 

Kraus called the trip the 
experience of a lifetime. 
At one point while in 
Nicaragua, she told view - 

ers, she decided 
to take a picture 
of some old Sovi- 
et helicopters and 
suddenly found 
herself surround- 
ed by soldiers. "I 
relaxed when I 
realized they 
weren't angry; 
they just wanted 
me to get them in 
the picture too," 
she said. "So here 
I am standing in 

the middle of an airfield 
in Nicaragua, surrounded 
by a bunch of armed 
teenagers, posing in front 
of a Soviet chopper. It's 
something I never in a 
million years imagined I'd 
ever be doing." 

Kraus and Martin (behind the camera) 
with servicemen and Central American 
hurricane survivors. 

Martin used a telephone 
and a digital camera to 
feed the newscasts and the 
station's Web site with 
still images of local sol- 
diers from Fort Campbell, 
Ky. aiding hurricane vic- 
tims in El Salvador and 
Nicaragua. 

Film from the effort ran 
in a multipart series on 
last week's news. At one 
point, news director Mike 
Cutler said, his resourceful 
staffers were able to send 
the information from Cen- 
tral America via AOL. 

Kraus and Martin 
hitched a ride from Fort 
Campbell and stayed with 
the soldiers for 12 days. "I 
didn't know if we were 
going to have an uplink," 
said Kraus. "But I knew I 
could call in and voice a 
little, and we had the idea 
to keep a travel diary on 
our Web site." While 

A day of rest 
For the second time in less 
than a month, a Chicago 
TV station has canceled its 
Saturday morning news- 
cast. Like WBBM -TV sever- 
al days earlier, WGN -TV 
said its decision would 
mean no layoffs, but the 
station wanted to concen- 
trate on its weekday morn- 
ing newscasts. "You never 
feel like you have enough 
money or time," said news 
director Steve Ramsey, 
"but we're still doing more 
news than anyone else in 
Chicago." The station had 
cut its Sunday morning 

28 BROADCASTING & CABLE / DECEMBER 21, 1088 

newscast in 1996. Ramsey 
also said the Tribune - 
owned WB affiliate is 
hoping to add a half hour 
Monday- through -Friday 
newscast at 5:30 a.m., pre- 
ceding its 6 a.m. to 9 a.m. 
morning block. The Satur- 
day morning news at 8 

will be replaced by chil- 
dren's programming. 

Another auld lang 
syne 
Clear Channel's KSAS -TV 
has also announced the 
cancellation of a newscast. 
The two -year-old nightly 
news, produced for it by 
KSNW, will deliver its last 
local update on Dec. 31. 

"We are planning to 
move into a new building 
sometime next year," said 
general manager Diana 
Witkin. "At that point, 
we'll start our own news 
department and relaunch 
our own news in the year 
2000." Witkin said the rat- 
ings for nightly news were 
less than stellar. "It's diffi- 
cult to go on when you're 
getting a I at 9 p.m." 

Remaining with the sta- 
tion will be newswoman 
Dana Hertneky, who will 
promote the station's local 
profile through communi- 
ty service projects during 
the news hiatus. 

Career piloting 
Rich Barklage hopes to 
pick up and carry his 
brother's torch. The 
younger Barklage is hop- 
ing to become KSDK(TV)'s 
regular traffic reporter, 
following the death in late 
September of his brother 
Allen in the crash of a 

mini -helicopter he owned. 
The older Barklage was 

a legend in St. Louis skies. 
After numerous adven- 
tures as a chopper pilot in 
Vietnam, he experienced 
several adventures as a 

traffic pilot as well, 
including a few rescues 
and an incident 20 years 

ago in which a woman put 
a gun to his head and tried 
to involve him in a prison 
break. After a struggle the 
woman was killed. 

Rich Barklage has been 
flying for years for several 
stations as assigned by 
Metro Traffic, but would 
like to be exclusive to his 
brother's former employer. 
So far, he said, response 
has been good and there 
are talks with the station. 
"People really liked 
Allen," he said. "I don't 
know if I'm that good, but 
hopefully I'll get better." 
Allen Barklage, four years 
older than his brother, 
taught him to fly, and the 
two together built their 
mini -helicopters, one of 
which Allen Barklage was 
flying in his fatal crash. 
Rich no longer flies his 
own mini, but he had no 
qualms about returning to 
fly professionally. "I put 
myself in Allen's place," 
he said. "What would he 
do if it had been me? I 
know Allen would have 
kept flying." 

Charitable reduction 
the clIects of KSTW(TV)'s 
elimination of its nightly 
news has meant tougher 
times for the local Salva- 
tion Army's Christmas 
efforts, the Tacoma News 
Tribune reports. Apparent- 
ly a news special on serv- 
ice organizations -for 
which the Salvation Army 
had already been filmed - 
held great publicity value 
for the charity. In addition, 
the charity expected sever- 
al of the station's news 
employees to adopt needy 
families for the holidays - 
far less likely considering 
the approximately 60 lay- 
offs at the Paramount - 
owned station. 
All news is local. Contact 
Dan Trigoboff at (202) 
463 -3710, fax (202) 429- 
0651 or e-mail to 
d.trig @cahners.com. 
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22. Dateline NBC 9.5/16 

87 America's Funniest 

Home Videos 4.3/8 

93. Fantasy Island 3.2'6 

93 Cupid 3 2'6 

39. Homicide: Life on the 

Street 81/15 

142 

2.2.4 
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DECEMBER 7-13 
Braadcas! network prime lime Palmgs 

according to Nielsen Media Research 

12 

O. 

PEOPLE'S 

14.4/23 
24. NFL BIasVPre 9.2/16 

4. NFL Monday Night 
Football -Green Bay 

Packers vs. Tampa 

Bay Buccaneers 
15.4/25 

10.6/17 
10. Home Imprvmt 11.2/18 

25. The Hughleys 8.9/14 

23. Spin City 9.4/15 

41. Sports Night 8 0/13 

7 NYPD Blue 

9.8/18 

13.0/22 

Dharma 8 Greg 10.6/18 

25. Two Guys, a Girl 8.9/14 

11. Drew Carey 10.9/17 

24. Whose Line Is It 91/14 

25.20/20 8.9/15 

4.6/7 
85. Vengeance Unlimited 

4.47 

82. ABC News Special - 
The Whole World Was 

Watching 4.7/8 

9.0/14 
33. Cosby 9.8/15 

35. King of Queens 9.5/14 

12. Ev Lvs Raymd 11 3 17 

16. Becker 10 415 

39. L.A. Doctors 8.1,13 

10.1/16 

30. JAG 8.3;14 

12. CBS Tuesday Movie - 
Christmas in My 

Hometown 10.8/18 

8.3/10 
79. The Nanny 52/9 

80. Maggie Winters 5.1'8 

75. To Have and to Hold 

5.7/9 

42. Chicago Hope 7 9//13 

6.4/11 
66. The Story of Santa 

Claus 6 4/10 

66. Diagnosis Murder 

6.4'10 

61.48 Hours 6.6/11 

CHOICE 

A No. 1 performance by NBC's 'ER' helped power the network to a 
solid Thursday victory, its only nightly win of the week. 

ty 
NBC 

8.6/13 

44 NBC Movie of the 

Week -A Champion's 
Fight 78/12 

17. Dateline NBC 10.2'17 

7.5/12 
6E. 3rd Rock fr /Sun 6.5/11 

54 Just Shoot Me 7 3/12 

38. Just Shoot Me 8.2'13 

61 Working 6611 

35. Dateline NBC 8.3/14 

8.7/14 

66 3rd Rock fr /Sun 6 4/10 

66.NewsRadio 6.4/10 

19 Law & Order 10.1/17 

,0 
7.6/12 1.6/2 

48. Billboard Music 
Awards 7 6/12 

4.7/7 
88. King of the Hill 4.2/7 

95 Holding the Baby 3.0 5 

75. Guinness World 

Records 5.7'9 

7.0/11 
58. Beverly Hills, 90210 

7.0/12 

59. Party of Five 6.9/11 

16.8/27 6.3/10 
3. Friends 

7. Jesse 

2. Frasier 

15.7/26 

13.0/21 

15.7/25 

5. Veronica's CIst 14.4/23 

1.ER 21.1/35 

8.2/15 

} 
O; 
Z 

33. Sabrina/Witch 8.5/15 

4FBI AVG 

51D AVG 

51. Brother's Keeper7 3/14 

29.20/20 8.8/16 

3.6/7 

7.6/12 
"on. e u " o 

Disney- Murder She 

Purred 7 1 11 

46.20/20 7 711 

30 The Practice 8.7 14 

8.3/14 

7.8/14 
54. Frosty/Snowmn 7.3/14 

51. Frosty Returns 7.4/13 

46. Snowden on Ice 7.7/14 

35. Kathie Lee's Christmas 
83/15 

7.7/15 

60. World's Wildest Police 

Chases 6 811 

73. Fox Files 5.8/9 

7.5/14 4.1/7 

44 Dateline NBC 7.8/15 

61 Homicide: Life on the 

Street 6.6,'12 

72. The Year Without 
Santa Claus 5.9/11 

56. Martial Law 7.1/13 

17 Walker, Texas Ranger 

10.2/19 

12.2/19 

20.60 Minutes 10.0/17 

6. Touched by an Angel 

13.4/21 

9. CBS Sunday Movie - 
Grace and Glorie 

12.7!20 

8.7/14 

5.5/10 

92. Brimstone 5.3/10 

97. Brimstone 4 2/7 

82 National Geographic 

Special 4 7 9 

71 The Pretender 6 1/11 

73. Profiler 5.8/11 

6.6/10 

61. Dateline NBC 6.6/11 

en ou : e'eve- 
Prince of Egypt 4 6.'7 

50 NBC Sunday Night 

Movie -The Tempest 
7.5/12 

8.7/14 

5.4/10 
81. Cops 

78. Cops 

4.8'10 

5510 

77 AMW: America Fights 

Back 5.610 

9.8/16 
(nr) NFL Game 2 13.3/24 

70. Wrld's Funniest! 6.2/10 

32. The Simpsons 8 814 

48 That '705 Show 7 6/12 

14. The X -Files 10 6 

6.6/11 

114. Malcolm & Eddie 1 8/3 

114. Guys Like Us 1.62 

111. Malcolm & Eddie 1 6 2 

117. DiResta 1 4/2 

u. . 

2.8/4 

91 7th Heaven 4.0 

112. Hyperion Bay 1.7'3 

1.9/3 3.3/5 
106. Moesha 

109. Clueless 

2.5/4 

213 

117. Legacy 

88. Rutty the Vampire 

Slayer 4.2/7 

107. Felicity 2.4/4 

3.2/5 2.9/5 

108.7 Days 

88. Star Trek: Voyager 
42,7 

95. Dawson's Creek 3.0'5 

102. Charmed 284 

1.7/3 2.9/5 

112.UPN Thursday Night 

Movie -Them 1 7 3 

1.5/3 

117. Legaci 1.4/; 

114. Love E oat: The Next 

Wave 1.6. 

103. Wayans Bros. 2 75 

98 Jamie Foxx t9 

98 Steve Harvey 29 5 

98 For Your Love 2 9 5 

KEY: RANK NG /SHOW TITLE /PROGRAM RATING /SHARE 

TOP TEN SHOWS OF THE WEEK ARE NUMBERED IN REC 

TELEVISION UNIVERSE ESTIMATED AT 99.4 MILLION 

HOUSEHOLDS: ONE RATINGS POINT IS EQUAL TO 994.000 TV 

HOMES ELLOW TINT IS WINNER OF TIME SLOT 

(NR) =NOT RANKED: RATING /SHARE ESTIMATED FOR PERI- 

OD SHOWN 'PREMIERE SOURCES: NIELSEN MEDIA 

RESEARCH CBS RESEARCH GRAPHIC BY KENNETH RAY 

2.6/4 
103 7th Heaven Beginnings 

2.7/5 

105. Sister, Sister 2.6/4 

98. The Smart Guy 2.9/4 

95. Unhap Ever Atter 3.0/4 

109. The Army Show 2.1,3 

2.0/3 2.9/5 
8.6/14 9.2/15 9.1/15 7.3/12 2.0/3 3.3/5 
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BROADCASTING 

AMFM high on 
RADAR 

Chancellor Media Corp.'s 
AMFM Radio Networks 
claims the biggest gains 
among adults ages 18 -49 in 
the fall RADAR rankings, 
which measure national net- 
work radio audiences. 
AMFM posted an 18.6% 
audience increase compared 
with summer listening on its 
Diamond Network and a 

9.4% increase on its Emerald 
Network. However, West- 
wood One Inc.'s CNN Max 
adult network and Source 
Max youth network, each 
offering fewer than 30 broad- 

SEARCH & SCAN 

By Elizabeth Rathbun 

casts weekly, topped the 
RADAR ratings with a 2.5 
and a 1.5, respectively (as 

measured by average quarter - 
hour). AMFM Diamond's 
rating was 1.1 and Emerald\ 
was 1.0, ages 18-49. 

BET looks to skies 
Cable network Black 
Entertainment Television 
and minority -owned radio 
group owner Radio One 
Inc. have linked with 
provider XM Satellite 
Radio Inc. to create four 
African American talk and 
music channels for XM's 
planned digital audio radio 

service (DARS). XM 
hopes to launch its satel- 
lites and services in 2000. 
In related news, to help 
fund its billion -dollar ven- 
ture, XM's 80% owner, 
American Mobile Satellite 
Corp., has filed to transfer 
control of the company to 
overseas DARS contender 
WorldSpace Corp., which 
currently owns 20% of 
XM. WorldSpace would 
own about 80% of XM, if 
the FCC approves. 

Ginsburg's new play: 
ad distribution 
Former Chancellor Media 
Corp. President Scott K. 
Ginsburg has made an $11 
million investment in a TV 
and radio digital ad dis- 
tributor, and took over as 

its chairman on Dec. I I . 

The San Francisco -based 
company, Digital Genera- 

Lion Systems Inc., has 
been losing money since 
its founding in 1991; as of 
Sept. 30, it had an $88.5 
million deficit, according 
to the Securities and 
Exchange Commission. 
But the company claims to 
be the world's largest dis- 
tributor of TV ads, with 
600 station clients. It also 
links advertisers and ad 
agencies with more than 
7,500 radio stations. 

Board addition 
The NAB has named 
Citadel Communications 
CEO Larry Wilson to its 
radio board, replacing 
Dick Maynard, owner and 
general manager of KEKB- 

FM/KBKL- FM/KMXY -FM 

Grand Junction, Colo. The 
NAB holds its winter 
board meeting Jan. 9 -13 in 
Naples, Fla. 

Help Your Audience Say NO 
-. to Frozen Pipes. 

Cold weather can cause a real disaster - INSIDE your 
home. Water pipes can freeze and burst. The resulting mess 

can cost thousands of dollars to clean up and repair. 

The whole ordeal is avoidable: we can help you tell your 
audience how. 

Just tell us what you need: 

l'lease send me the following NO FROZEN PIPES information: 
J Press release /general information. 
J Information about potential interview subjects. 

J TV PSAs (3/4 inch tape 1: (1 inch tape l. 

J Radio PSA (cassette l 
J "No Frozen Pipes" counter card insert. 
J "No Frozen Pipes" brochures. Quantity needed:_ 
J "No Frozen Pipes" brochures (Spanish versions. Quantity needed: 

J "Ice Dams: HOT TIPS for Preventing COLD WEATHER Damage" 

brochures: Quantity needed: 

Sue nn hr seIl >udu il,., c Lnn!O. MUI Inn,.ns, II, II.... who. N4.n ,.IILn 
Slate !Um I I,, d. Hom, I II II.. H.,II., I. u 

Name 

Media Outlet 

Address 

City 
Ph.# 

Title 

State ZIP 

Mail or fax to: No Frozen Pipes / Public Affairs Department B. 

State Farm Insurance Companies. One State Farm Plaza. Bloomington. IL 
61710-0001 (tax: 309/766-1181) 
Or. you may send your request by e -mail to psupple0.tstatefarm.com. 

For additional help. call: 3119- 766 -8864. 
B 
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@Home gets warning bell 
Glitch takes weeks to fix, but network is fundamentally okay, experts say 

By Price Colman 

The @Home snafu in Fremont, 
Calif., has raised questions about 
whether the cable industry-and 

the broadband infrastructure it's build- 
ing -are ready for prime time in the 
Internet -access business. 

The recent incident -in which a human 
error choked bandwidth to some cus- 
tomers -says more about the popularity 
of cable modem service than it does about 
a potential Achilles Heel in cable's push to 
provide high -speed Internet access. 

It also underscores just how unchart- 
ed the Internet territory is, industry 
observers said. 

"When we studied this a year ago, we 
expected the [cable modem] system 
would operate very nicely up to a couple 
hundred simultaneous users," says Jerry 
Bennington, senior vice president of 
Internet technology at Cable Television 
Laboratories. "But there were a couple of 
assumptions we made that are causing 
misperceptions between what the cus- 
tomer bought and what we thought we 
were selling him." 

At the time of the study, e-mail and 
Web surfing were the typical user's pri- 
mary activity. That's changed dramati- 
cally. Now, Web page hosting, audio 
and video streaming- bandwidth 
hogs -are increasingly common. 

@Home, based in Redwood City, Calif. 
and headed by Tom Jermoluk, last month 
instituted a 128- kilobit governor on 
upstream traffic in TCI's Fremont cable 
system. The reason: Some users in high - 
tech Fremont had set up their own home - 
based Web servers or routers. The problem 
occurred when the @Home technician 
handling the situation not only regulated 
upstream traffic at I28K, but also put the 
same limits on downstream traffic. 

"Fremont was human error;" acknowl- 
edges @Home Network spokesman Matt 
Wolfrom. A relatively small number of 
subscribers -about 600 out of an esti- 
mated 6,000 -were affected by the tem- 
porary downstream constraint and many 
didn't notice. The bigger problem was 
that @Home and ICI were unprepared 
for the glitch and slow in fixing it. A snag 
that took only moments to create 

Home Network 

.Nom. 

wo.. 

!. 

@Home's Web site markets the 
company's wares, trumpeting "an 
Internet experience like no other." 

required more than two weeks to correct, 
leaving affected customers unhappy - 
but not enough to cancel the service. 

"Even some customers who went 
through two weeks of hell were saying in 
e -mail [the service] is still the best thing 
they've ever seen," says Andrew John- 
son. a TCI spokesman. At the same time, 
Johnson acknowledges there were prob- 
lems. "When the issue first came to our 
attention, it was the first time in two years 
we had a technical problem with some 
complexity that you couldn't work off of 
scripts.... We got a little complacent." 

The consensus is cable's broadband 
hybrid fiber -coax network may not be 
perfect, but it's the best thing going for 
Internet access and it has the flexibility 
to handle vastly greater demand. 

@Home, which is 40% owned by 
ICI, and Time Warner's Road Runner 
employ similar architectures for Internet 
service: proprietary fiber -optic Internet 
backbones connecting cable headends 
to regional data centers, which in turn 
hook into long- distance backbones and 
ultimately the larger Internet. From the 
headend, fiber runs to neighborhood 
nodes and from the nodes, coaxial two - 
way cable branches out to residential 
modem users. To ease strain on the net- 
work. cable MSOs can subdivide nodes, 
alleviating traffic congestion. At a cer- 
tain traffic level, MSOs may need to add 
another 6- megahertz channel to accom- 

modate increasing traffic. 
"The more important issue as you 

look at future architectures is how you 
pace capacity and capital investment," 
says Jim Chiddix, chief technology offi- 
cer at Time Warner. "Right now, we have 
fairly crude mechanisms: You turn on the 
customer and he gets high -speed access 
to a shared network, pretty much without 
limit. But there are bottlenecks. 

"In the future, having a big shared 
resource and letting people use it as they 
will is not a model that's going to sustain 
us forever." 

More likely sooner than later. TCI 
Chairman -CEO John Malone has dis- 
cussed a point- and -click approach to 
ordering more bandwidth and @Home 
now offers its @Work service for 
industrial -strength Internet users. 

"As the business matures, we now 
find that you need traffic lights, stop 
signs, yield signs," says Bennington. 
"You need to clearly communicate to 
the customer what he's really buying, 
what the limits are, what the advan- 
tages are... I think [Fremont] is just a 

growth pain. I don't think inherently 
it's a structural problem at all." 

But the Fremont incident highlights 
the cable industry's historical weakness 
in marketing. As a whole, the industry 
has long been characterized by a "hype- 
and-hope" approach: Hype the next best 
thing, whether it's video on demand, 500 
channels, high -speed data or telephony; 
and hope that one day it will come true. 

Cable's made the formula work, 
though not always in the time frame or 
way originally envisioned. And when 
Leo Hindery moved to TCI, the message 
from the nation's largest cable MSO 
became "underpromise and overdeliver." 

High -speed Internet access is some- 
thing of a quandary for cable. It's a high- 
ly attractive consumer product. And at 
around $40 a month on average, it 
roughly doubles the average monthly 
revenue per subscriber. But it's risky for 
cable and @Home to go out of the gate 
with an almost unlimited bandwidth 
service only to have to implement man- 
agement controls and tiered offerings 
that may leave early users feeling as 
though something's been taken away. 
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just want a level playing field," said 

Ca blevision fights Cablevision senior regulatory vice 
president Lisa Rosenblum. 

Boston Edison and RCN disagree. 
"This is more of the same old thing," 

the power in Boston said Boston Edison 
have 

a spokes e 
Michael Monahan. ihese people ha 
a history of exploiting the regulatory 

Snags electric utility and RCN in legal fight and legal process. They'll do anything 

By John M. Higgins 

Cihlevision Systems Corp. last 
\\ eek stepped up its long -run- 
ning regulatory fight against a 

Boston competitor by suing the cable - 
telephone partnership of RCN Corp. 
and Boston Edison. 

The suit, filed in U.S. District Court 
in Boston, centers on arcane regula- 
tions over the permitted uses of a fiber 
optic network laid by Boston Edison. 
The suit also names the city's Public 
Improvement Commission over use of 
the electric utility's facilities. 

Cablevision is seeking an injunction 
to immediately keep Boston 
Edison /RCN from using a disputed 
part of its network and the city from 
granting permits for the network's use. 
A hearing is expected by January. 

But the case is part of a broader fight. 

Cablevision accuses Boston Edison of 
using its financial clout and facilities 
enabled by its electricity monopoly to 
subsidize part of its startup video and 
telephone venture with RCN. 

The flipside is whether Cablevision 
is unfairly manipulating government 
regulations to block any competitor 
from poaching on what has been its 
own video monopoly. 

In the last two years, Cablevision has 
filed a series of regulatory challenges 
to RCN's move into Boston. That effort 
threatens the Bethpage, N.Y. -based 
MSO's second -largest cluster, com- 
posed of systems with about 340,000 
subscribers in metro Boston. 

For their part, Cablevision execu- 
tives contend it's a question of fair- 
ness. They want to ensure that a com- 
petitor faces the same regulatory and 
financial obligations they face. "We 

to stop competition." 
The latest action focuses on Boston 

Edison's recent expansion of a fiber 
optic network. Under local regulations, 
any telecommunications company 
pulling fiber through the city must get a 
permit and notify about 15 other tele- 
com competitors to see if they want to 
also lay trunks at the same time. 

Such companies also must install 
additional conduit pipes for future city 
use. One goal of the rules is to mini- 
mize disruptions to neighborhoods 
from companies repeatedly digging up 
the same streets or blocking traffic 
along the same string of poles. 

Boston Edison, however, has a partial 
exemption from those rules. Any under- 
ground or aerial lines it uses for its elec- 
trical operation don't require notifica- 
tion or permits. That includes power - 
transmission cable or optical fiber used 
to monitor the power status of cus- 
tomers and transmission facilities. 

C -SPAN spending 
$2M on image ads 
By John M. Higgins 

king to help MSOs build some 
political capital, C -SPAN is plan- 
ning to celebrate its 20th anniver- 

sary with a $2 million image ad cam- 
paign touting its backing from cable 
operators. 

Hooked to the theme "Cable's Gift 
To America," C -SPAN expects to buy 
some ads in consumer publications, but 
primarily it wants to push operators to 
run TV spots in local ad avails. Corn - 
cast Corp. chairman Ralph Roberts is 
spearheading the campaign. 

"I don't think it's corny at all." said 
C -SPAN president Brian Lamb of the 
slogan. "I think it's exactly the way our 
board feels about it and has felt about it 
for years." 

By most network standards, $2 mil- 

lion doesn't go very far, but it's half of 
C- SPAN's $4 million annual ad budget. 
C- SPAN's total 199Wbudget is about 
$33 million. 

Roberts, for his part, echoed a 
refrain repeated for years every time 
operators start to face friction on Capi- 
tol Hill. He said cable's regulators - 
the members of Congress -get tremen- 
dous personal and general political 
benefits from C- SPAN's detailed cov- 
erage of national affairs, but they fail to 
give sufficient credit to operators for 
making it happen. C -SPAN operates as 
a non -profit organization, carries no 
advertising and subsists on license fees 
from cable operators and, in recent 
years, DBS services. 

"The very Congress that throws 
rocks at us doesn't give credit for that," 
Roberts said. 
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Roberts 

Recent regula- 
tory rocks include 
questions over 
whether broad- 
casters should get 
must -carry status 
for their new digi- 
tal TV signals, 
forcing cable 
operators to carry 
not just the main 
NBC or ABC 

feeds, but allocate channel capacity to 
digital feeds as well. 

That's a particularly sensitive issue 
for Lamb, who saw operators bump C- 
SPAN2 from systems serving several 
million subscribers to make room for 
fringe broadcast stations the last time 
must -carry rules were imposed. 

Lamb said the ad campaign has 
nothing to do with the impending must - 
carry debate. "It has a lot to do with our 
20th anniversary." which is March 19, 
1999. "This is the first time something 
like this has been done that wasn't 
required by the government," Lamb 
said of the commercial -free, virtually 
Nielsen -free network. 
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Dear Colleague: 

We at the Ad Council believe in the power of the media to make positive and lasting social changes. 

For over 50 years, our partnership with the American media has been able to raise awareness of 

complex social issues in the public consciousness. 

We are pleased to be the largest provider of public service messages that address issues such as 

education, the environment, community service, health care, mentoring, and public safety. But it is 

due to the generosity of media outlets like yours that these important messages reac 

audience. You hold the power to positively influence the lives of thousands of Americans in your 

own communities, including our children. 

The goal of this calendar is to make it easier for you to support Ad Council messages. We hope it will 

be useful throughout the year, suggesting events and occasions that will make your schedule of PSAs and 

editorial content topical, interesting, and helpful to the communities you serve. 

Thank you for your continued support of the Ad Council, and our efforts to make America a better place 

for everyone. 

Sincerely, 

4-tr7 
d.6tt /ria,<7 174/ 

Gregory C. Coleman Ruth A. Wooden S. Murray Gaylord 

Chairman President Executive Vice President and 

President, US Magazine Publishing The Advertising Council Chief Operating Officer 

Reader's Digest The Advertising Council 
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G 
Our commitment needs your 

Tie Adver-isiing Council 

is committed lo making a 

longer -lasting im3act on 

society by he ping all oir 

ciildren have a better 

chance to achieoe their 

lull potential. 

the ,tor f Fla:irin teenage chess corn - 
petitors who take on Harvard Universi- 
ty's best players. and The Mary Kay 
LeTourneau Story. about the 35 -year- 
old Seattle teacher imprisoned for hav- 
ing an affair and baby with a 13 -year- 
old student. 

25 Walker Texas Ranger USA Mon 8:00P 60 2.9 2.2 2,212 4.3 
25 Walker Texas Ranger USA Wed 8:00P 59 2.9 2.2 2,211 4.6 
25 Saturday Nicktoons TV NICK Sat 10:30A 30 2.9 2.2 2,164 8 9 
25 Movie: 'Hard Time TNT Sun 8:00P 120 2.9 2.2 2,162 4.2 
25 Walker Texas Ranger USA Fri 8:OOP 60 2.9 2.2 2,160 51 
25 Cousin Skeeter NICK Tue 8:30P 30 2.9 2.2 2,139 4.4 
25 Kenan & KeI NICK Sat 9:OOP 30 2.9 2.1 2,113 51 
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stake -is dropping a mixed -programming 
channel to make way for MSG Metro 
Guide. The combined impact will turn 
over 1.1 million subs in the New York area 
from Odyssey to MSG Metro Guide. 
MSG Metro Guide, which launched last 
summer, also claims more than 2 million 
Cablevision subs in the Bronx, parts of 
Brooklyn, New Jersey and Long Island. 
MSG Metro Guide will be carried in Man- 
hattan, Brooklyn and Queens on channel 
70 and on Staten Island Cable on channel 
81 -slots formerly occupied by Odyssey. 

Odyssey officials say that despite its 
losses, its subscriber universe will continue 
to hover at 30 million nationwide, based on 
subscriber gains made in other markets. 

Odyssey, which has eked out mar- 
ginal ratings in recent months, part- 
nered with Hallmark Entertainment 
and The Jim Henson Company earlier 

this year in an effort to bring more orig- 
inal movies and series to the channel. 
The partners have committed more 
than $200 million over three years to 
revamp Odyssey's daytime and prime - 
time lineup to jump -start interest in the 
channel from operators and viewers. 

Henson and Hallmark split a 45% 
stake in the channel, while Liberty 
Media holds a 32.5% stake. The 
National Interfaith Cable Coalition - 
which founded Odyssey almost a 
decade ago to bring varied religious 
programs to cable TV, retains just a 
22.5% stake in Odyssey. 

The partners earlier this year named 
veteran cable programmer Margaret 
Loesch, formerly with Fox Kids 
Worldwide, to lead the channel's over- 
haul. Immediately prior to joining 
Odyssey, Loesch had been president of 

NBA basketball 
for a cause 
NBA players scheduled to 
play in an all -star contest 
hosted by Showtime, The 
Game on Showtime, have 
agreed to donate all of their 
proceeds from the event to 
UNICEF, Save the Chil- 
dren and local charities in 
Philadelphia. Showtime 
will carry the game live on 
Saturday, Dec. 19 at 9 p.m. 
ET from the Atlantic City 
Convention Center in 
Atlantic City, N.J. Players 
Patrick Ewing, Karl Mal- 
one and Reggie Miller are 
among the participating 
athletes. More than 12,000 
seats are available to fans 
with ticket prices ranging 
from $25 to $500, accord- 
ing to Showtime. 

Boxing will be Show - 
time's big ticket in January. 
On Jan. 16, Showtime gears 
up to present Mike Tyson's 
return to boxing. The former 
heavyweight champion 
faces challenger François 
Botha in the MGM Grand 

Hotel in Las Vegas in a 
Showtime live pay -per -view 
event. Showtime will carry 
two additional fights, one 
pitting International Boxing 
Federation junior light- 
weight champion Roberto 
Garcia against John Molina, 
and the World Boxing 
Council featherweight 
champion Luisito Espinosa 
against Cesar Soto. 

Nickelodeon No. 1 

for third year 
With just two weeks left 
in 1998, Nickelodeon 
proclaimed Nick - 
elodeon/Nick -At -Nice the 
top -rated basic cable net- 
work in total day for 
1998, averaging a 1.1 

national rating/4 share 
with 1.1 million viewers, 
according to Nick- 
elodeon, based on Nielsen 
data. Among kids ages 2- 
11, Nickelodeon averaged 
a 2.1 national rating/16 
share with 817,000 view- 
ers for 1998. Nickelodeon 
says 1998 will be the 
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The Jim Henson Television Group. 
Meanwhile, NICC members are 

protesting the Time Warner switch -out 
and are trying to meet with Time Warn- 
er Cable New York division president 
Barry Rosenblum in hopes of reversing 
the company's decision. NICC member 
Dr. Arthur Caliandro, a senior minister 
at Marble Collegiate Church in Man- 
hattan, called the switch -out a "sur- 
prise" and a "huge blow against us." 

NICC chairman Wilford Bane says 
without Odyssey, Time Warner's sys- 
tem in Manhattan is ostensibly lacking 
any channel devoted to incorporating a 
"diversity of religions" in its program- 
ming themes. Bane is hopeful that 
revamping the channel "will make it a 
relevant channel that gives people 
something to chew on rather than just 
sheer entertainment." 

third consecutive year in 
which it has ranked first 
in total day ratings and 
audience share. Nick- 
elodeon's top -rated shows 
for the year included 
Rugrats, Blues Clues, 
Angry Beavers, and one 
of its newest series The 

according to ESPN, based 
on Nielsen data. Sports 
programming from ESPN, 
USA Network, TNT and 
TBS Superstation rounded 
out basic cable's top -10 
rated shows for the week. 

In non -sports program- 
ming, CNN scored its fifth 

highest -rated week 
last week with live 
coverage of impend- 
ing presidential 
impeachment hear- 
ings. According to 
CNN based on 
Nielsen data, the net- 
work nearly doubled 

its total day ratings and 
household delivery, aver- 
aging a .8/579,000 homes 
for the week. 

Angry Beavers 
Wild Thornberries. 

Nickelodeon also 
ranked first in total day 
ratings for the week of 
Dec. 7 -13, earning an aver- 
age 1.5 rating/4.4 share 
with 1.1 million homes, 
according to Nielsen data. 

In other ratings news for 
last week, ESPN ranked 
first in prime time with an 
average 2.9 rating/4.7 share 
with 2.2 million homes, 
according to Nielsen data. 
ESPN's NFL coverage of 
the New York Jets vs. the 
Miami Dolphins on Dec. 
13 pulled in a 10.9 rat - 
ing/8.2 million homes, 
marking the network's 
highest rating for an NFL 
game in three years, 

HBO spotlights 
The Sopranos 
HBO serves up its latest 
original series, The Sopra- 
nos, about a pressured 
Mafia boss who seeks help 
from a therapist, on Sun- 
day, Jan. 10 at 9 p.m. HBO 
has ordered 13 episodes of 
the drama, which stars 
James Gandolfini (A Civil 
Action) and Lorraine Brac- 
co (GoodFellas). The 
Sopranos replaces the 
long -running and critically 
acclaimed The Larry 
Sanders Show. 
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Get noticed 
and make a BIG impression at NAIPE 

by advertising in Broadcasting & Cable's 

NAIPE issues. With our full -color, tabloid - 
sized preview, opening day and three dailies 

issues, Broadcasting & Cable gives you a multitude 

of opportunities to get your message across. With 

coverage this big, you're guaranteed to stand out from 

your competition loud and clear. 

WE'RE #1 AT NAIPE! 
Program Buyers and Syndicators Prefer Our Natpe Coverage 

Just how much attention will you get? Ask the thousands of 
program buyers who ranked our NAIPE issues #1 in the 

following categories: 

Most Useful Daily At NAIPE 

Most Effective Advertising Vehicle 

Most Up -To -Date Show News 

Best Overview Of The Show Floor 

Best Information On Conference 
Seminars and Events 

To stand out at 

NAIPE, call your 

Broadcasting & Cable 

representative today. Our 

multiple issues and extensive 

NAIPE coverage will make you 

the center of attention. 

ISSUE 

Buyer's Guide 
to NATPE 

NATPE Preview 

NATPE Issue 

Il \II \D CLOSE 

January 11 December 31 

January 18 

January 25 

NATPE Dailies January 26.27, 28 

January 8 

January 15 

January 15 
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TECHNOLOGY 
SPECIAL REPORT 

Weather Fronts 
magine viewers being able to take a kind of virtual -reality tour during a weather broadcast. 
It happens every day with the kind of radar and weather graphics systems available to even 
small -market stations. Today's technology makes it possible to generate faster, more elabo- 

rate graphics that provide up -to- the -minute weather forecasts on a street -by- street level, as well 
as provide overhead satellite images. In less than 20 minutes, weather systems can take raw 
atmospheric data and generate 2D, 3D even HD images to slot into weather news segments. 
This special report looks at the technological art of weathercasting. 

Graphics heat up 
By Karen Anderson 

With so much pressure to pro- 
duce up -to- the -minute weath- 
er coverage, broadcast meteo- 

rologists have less time to analyze 
incoming data and attention- grabbing 
graphics. To meet the demand for 
faster, better visuals, several manufac- 
turers are now offering automated sys- 
tems that allow users turn to weather 
data into instant customized graphics 
and animations that can actually bring 
viewers into the "weather experience." 

"These graphic systems can let us fly 
viewers over a storm- actually fly 
them underneath the clouds -and get a 

virtual -reality look at the precipitation 
falling." says Vincent Condella, chair- 
man of the Board of Broadcast Meteo- 
rology of the American Meteorological 
Society. Condella is also chief meteor- 
ologist at Milwaukee's Fox affiliate, 
WITI -TV. 

Over the past three years, Condella 
says there has been a "quantum leap" 
in processing power for computer 
workstations, which has made these 
advances possible. 

"These computer processors now 
can do more and more, so they're able 
to crunch all these numbers and 
process all this data to give us these 
three -dimensional views," he explains. 

According to Condella, the word 
among meteorologists is that Weather 

Services International (WSI) and 
Weather Central are the two hottest 
companies, with Kavouras and 
AccuWeather holding their own among 
top providers. 

Here's a rundown of 
some of the latest systems 
and their capabilities. 

Weather Services 
International 
WSI group product man- 
ager Jim Brihan knows 
what it's like to work 
under deadline pressure. 
For nine years he was an 

on -air meteorologist at 
Tampa, Fla.'s CBS affili- 
ate wrsP -TV, when it was 
an ABC affiliate. 

"If meteorologistsI 
can't make an animation 
in 20 minutes or less - 
and that includes defin- 
ing and rendering the 
animation -then they 
really can't use the infor- 
mation to tell a story," 
says Brihan. "That's 
really what their goal 
is -to tell a weather 
story in a visually 
appealing way." 

WSI's WEATHER - 
producer system, an inte- 
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grated data -to- graphics system, runs on 
Silicon Graphics Inc.'s (SGI) worksta- 
tion, which is designed for quick turn- 
around. 

"IWEATHERproduceri takes cryp- 
tic weather information and turns it 
into a pretty picture." says Brihan. 
WEATHERproducer is also capable of 
forecasting automated images of up to 
four days using National Weather Ser- 
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vice computer model data. The system 
lets users get data from a number of 
NWS sources and tells them which 
model is most accurate. A companion 
product, WSI's Showfx software, cre- 
ates 2D and 3D graphic effects 
designed to bring entertainment value 
to the weather segment. Showfx can 
model global images with fly- through 
effects and full 360 -degree motion. 

Billerica. Mass. -based WSI has 145 

WEATHERproducers installed domesti- 
cally at major news outlets including 
CNN, Fox News and MSNBC, as well 
as local stations. The WEATHERpro- 
ducer system varies in price, depending 
on the platform. Most WSI customers 
use the lower -cost 02 workstation, while 
a few use the higher -end Octane model. 
A WSI software package with one 02 
workstation costs about $50,(X)0. Brihan 
notes that most stations buy packages 
with at least two workstations for greater 
processing capacity. usually costing 
about $ I 00,(XX). 

Kavouras 
Kavouras has just released its newest 
product. Triton RT (Real Time). Using 
local radar, or Kavouras- provided data. 
RT -the successor of Triton i7 -is 
designed to produce weather graphics 
"more automatically and more effec- 

lively;" says Kavouras' vice president 
of marketing and sales, Bill Schlueter. 

wm -TV's Condella says that based 
on discussions with other weathercast- 
ers, the Burnsville, Minn. -based 
Kavouras may be lagging behind the 
competition since it was late in intro- 

"The key is local. Every 
individual station wants 
the most accurate pin- 
pointed local forecast." 

AccuWeather founder and 
president Joel Myers 

ducing the Triton RT. 
Schlueter says the release date for 

RT was part of the "product cycle." 
Though Schlueter would not give sales 
figures, he says. "We've got tremen- 
dous financial success here at 
Kavouras. We have no worries. We're 
here for the long haul." 

Having used a Kavouras system for 
ten years. Condella says the product 
will likely be "outstanding" and have a 

strong presence. 
Triton RT is capable of handling 2D 

and 3D animations, time lapses. radar 
and satellite loops, and frontal move- 

ments. Kavouras' 
WeatherShow software 
allows Triton RT to 
play back all anima- 
tions directly from SGI 
workstations. 

Kavouras' Triton RT 
comes with an option 
that allows users to dis- 
play future weather con- 
ditions- including pres- 
sure isobars, automatic 
temperature bands, 
upper -level jet stream 
winds and moisture 

Clockwise from upper left: 
1) Weather Central's 
LiveLine turns satellite data 
into "pretty pictures. "2) 
WSI's Showfx for 
WEATHERproducer is 
designed to add 
entertainment value to the 
weathercast. 3) Kavouras' 
newest product, Triton RT 
works with local radar or 
Kavouras -provided data to 
create 2D and 3D graphical 
displays. 4) AccuWeather's 
UltraGraphix ULTRA is 
designed to give more 
precise local weathercasts 
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fields. Data can be displayed as a con- 
toured single field or as multiple layers 
over Triton RT basemaps. 

While today's weather graphics sys- 
tems are capable of generating elabo- 
rate effects. Schlueter warns against 
overdoing the flying 3D images: Gener- 
ation X viewers may respond to 3D ani- 
mations. but others just want the basics. 

"Sometimes people in their 40s and 
50s don't really care about 3D." he 
says. "They would just as soon have an 

accurate, clear, reliable weathercast." 
A single 02 -based Triton RT pro- 

cessing and display system costs 
$45.000. A dual 02 processing and dis- 
play system costs $70,000. For Octane - 
based systems. costs are even higher. 

Weather Central 
Alter a I0 -year run with Kavouras, 
WITI -TV recently purchased a new 
Weather Central LiveLine system. 
Condella says the Kavouras software 
outgrew the station's hardware, so they 
opted for a new system. While Condel- 
la says he was extremely happy with 
Kavouras, the station decided to pur- 
chase the Weather Central system 
based on word -of -mouth as well as 

great graphics. "It was the company 
that came with the fewest complaints 
and the most compliments." he says. 

When it comes to sales success, Con- 
della says, "A weathercaster talking to a 

weathercaster is the biggest selling 
point a graphics company can have." 

As an add -on to LiveLine. Madison, 
Wis. -based Weather Central offers 
A.D.O.N.I.S. FutureCast. The system 
produces animated forecasts for up to 
60 hours. "It means a lot to the viewers 
in terms of their ability to visualize 
what's going to happen over an extend- 
ed period." says Kelly. 

Weather Central's newest product, 
MicroA.D.O.N.I.S, is designed to fur- 
ther localize weather coverage based 

on a proprietary Weather Central 
prediction model. It produces fore- 
cast information at a space interval 
of five miles within a 30- minute time 
frame. Weather Central also offers a 

new add -on to A.D.O.N.I.S. that pre- 
dicts tornadoes up to 48 hours 
beforehand. 

Kelly says that Weather Central's 
sales have soared over the past two 
years. After 25 years, the company 
claims more than 100 installations of 
integrated weather data and graphics 
systems in the U.S., including Min- 
neapolis UPN affiliate KMSP -TV, and 
Indianapolis CBS affiliate WISH -TV. 
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AccuWeather 
Introduced at NAB '96.:\ccuWeather's 
l'Itra(;raphix ULTRA combines 
NEXRAD dala. including precipita- 
tion. moisture. temperature. and wind - 
field. to automatically create images of 
weather formations. 'Fhe SGI-hased 
system is designed to allow broadcast- 
ers to produce temperature hand ani- 
mations in 45 seconds. fly- through dis- 
plays in less than IO minutes. and cus- 
toniiie entire packages for local areas 
in less than 30 minutes. 

"The key is local.' sass AccuWeather 

SPECIAL REPORT 
president and founder Joel Myers. 
"Every individual station wants the most 
accurate pin -pointed local forecast. 

State College. Pa. -based AccuWeath- 
er has just snagged a new customer for 
t1ltraGraphix ULTRA in San Francis - 
co. ABC -owned station K60- UV, which 
has hired Good Morning Americo 
weather forecaster Spencer Christian 
(Christian's last GAM appearance was 
Dec. I S ). 

"I think the graphical look of the 
AccuWeather system is very appealing. 

and I'ni sure it will he much faster at 

ingesting information than our current 
setup la Duhner Graphics Factory I. 
says k(a)-Tv staff meteorologist Tim 
Somers. -We have experienced delays 
in getting some of our we Cher bulletins 
out because the data stream is so over- 
whelmed. It will he nice to have a sys- 
tem that doesn't have those backlogs:' 

AccuWeather boasts more than 250 
television users worldwide including 
about 200 domestic users. Ultra- 
Graphix ULTRA costs about SI00.000 
for stations in most markets with a 

varying monthly data fee. 

Weathering heights 
When Today weatherman and WNBC -Tv 
meteorologist Al Roker was just starting 
out at CBS affiliate WHEN -TV [now wrvH] 
in Syracuse, N.Y., the station's weather 
broadcast facility was considered cut- 
ting -edge. 

That was in 1974, when state- of -the- 
art weather displays meant magnetic or 
draw -on boards, and WHEN-TV had a 
chroma -key system. Back then, weather 
information consisted of network -pro- 
vided black- and -white satellite images 
that were six hours old. 

It wasn't until 1980 that Roker began 
using computer graphics at Cleveland's 
NBC affiliate WKYC -TV. The Color Graph- 
ics (now called Weather Central) LiveLine 
system created up to 12 satellite loop 
images with a `very rudimentary" 16 -color 
map generated via an Apple 2E computer, recalls Roker. 

But while technology has helped stations improve 
their weather reporting, sometimes weathercasters get 
so caught up in elaborate displays that information gets 
"buried under a wonderful display of graphic muscle - 
flexing," warns Roker. "You have to use the graphics to 
advance the information. If you are just using graphics 
for the sake of graphics, it doesn't make sense." 

Today, NBC's weather segments consist of 2D and 
3D graphics including satellite loops, fly -throughs and 
animations generated from Weather Services Interna- 
tional's (WSI) SGI -based WEATHERproducer. NBC's 
New York -based weather center currently has 16 com- 
puters that automatically create weather graphics. 

And along with its cool graphics, WNBC -Tv New York 
has made a name for itself with its Doppler 4000 radar, 
which is manufactured by Enterprise Electronics Corp. 
(EEC). This Doppler gives the station live, up -to -the 
minute weather images. 

Roker's relationship with EEC dates back to his days 
in Cleveland when the station used a tape of the 
National Weather Service's radar from the local airport. 
In 1985, while at New York's WNBC-Tv, Roker began 
using live Collins Doppler radar -a modified radar situ- 
ated inside the nose cone of an aircraft. 

Al Roker: "Using graphics for 
the sake of graphics doesn't 
make sense." 
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More than 10 years later, during the 
1996 summer Olympics, WNBC -Tv intro- 
duced its Doppler 4000 to great fanfare. 
The radar, atop the network's 70 -story 
headquarters at 30 Rockefeller Center, 
gives WNBC -TV the ability to run 
sophisticated weather analyses -"not 
just rainfall, but winds within a storm," 
Roker explains. 
WNBC -TV operates its EEC radar in 

conjunction with Baron FasTrack and 
NexTrack graphical displays which 
gives it the ability to do street -level 
mapping, zooming and weather anima- 
tion throughout the tri -state area. 

Having the most advanced Doppler 
radar technology helps the station bet- 
ter serve the public by keeping viewers 
informed during severe weather condi- 

tions. Roker notes. "[It's] an identity and an awareness 
with the viewer that nobody else has," he says. 
"In a time when budgets are tight and advertising dol- 
lars are shorter, I think it's short -sighted for stations to 
say [they] are not going to put this [radar] in," Roker 
remarks. "In the long run you're going to make money 
because you're providing the best. That's going to 
translate into better ratings." 

Besides Doppler 4000, WNBC -TV's Neighborhood 
Weather Net, manufactured by Gaithersburg, Md.- 
based Automated Weather Source, gives the station 
access to live observation points at 100 local schools. 
The schools are equipped with working weather labs 
and computers linked to WNBC -TV computers. The infor- 
mation from these educational weather stations is also 
broadcast on the Internet 24 -hours a day. 

"It's a win -win for everybody," says Roker. "The sta- 
tion wins because we have timely live information on 
the air, and we form a bond with viewers because we're 
showing their school. We're showing their community. 
That's part of your mandate as a television station -to 
serve the community that you operate in, and broad- 
cast in," Raker continues. "And how better to serve 
them than to make sure they have the best weather 
information ?" -Karen Anderson 
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People don't just watch the weather. They live it. And that's why 

they ' .ctTWC ralks... 

#1 In Importance' 
#2 In Perceived Value' 

The Weather Channel. Important to viewers. Valuable to you. 

ource: Be:a Research Cable Subscriber Study - November 1998 
Percent Rating Important To Enjoyment of Cable, Among Viewers of Service 

t Average Perceived Value, Persons in Systems Carrying Service 

weather.com 
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Radar, from globe to street 
Evolving technology 
revolves around localized 
data for accuracy 

By Karen Anderson 

Gone is the 1970s radar technology 
that gave an overview of what the 
weather already did-or might 

do. In the competitive world of broadcast 
meteorology, expect to be washed out if 
your weather data is 30 minutes old. 

Today's broadcasters are looking for 
the timeliest, the most accurate and the 
most local weather data available. But 
it's an expensive chore to get that 
sunny picture. Often it means spending 
between $175,000 and $500,000 to 
bring viewers advanced radar technolo- 
gy that provides information right 
down to individual street corners. 

These hot new advances in radar 
technology, such as the ability to track 
tornadoes, are a result of many years of 
evolution since the days when radar 
was still an esoteric technology. Broad- 
casters are turning to community spon- 
sorship to help support the costly 
investment in a new radar system. For 
example, U.S. Broadcasting Group - 
owned KSNF(TV), Joplin, Mo., called 
upon Freeman Hospital to help pay for 
its Baron Services radar, dubbed "Free- 
man Super Doppler 16." In return, the 
hospital gets three years of publicity. 
KSNF chief meteorologist Jeff Welborn 
says, "We get the best in the industry 
and they get free publicity." 

For KSNF, owning radar technology 

Storm 1 

SPECIAL REPORT 
with a 300 -mile sweep and "all the bells 
and whistles" means changing from a 
small station in the nation's 146th mar- 
ket to the prime source of weather 
information for Joplin and its environs, 
Welborn says. Along Tornado Alley, the 
station's ability to predict tornadoes up 
to 15 minutes before possible impact 
has become a huge advantage. 

"We are one of the only stations in 
the country for our size market to have 
a radar system like this," says Welborn. 
"We can trump just about anyone in the 
state of Missouri, even outside our 
viewing area, on having one of the 
most powerful and most advanced 
Doppler radars in the country." 

The National Weather Service's 
NEXRAD system has brought Doppler 
technology "to the comfort zone. It is 
no longer a big fat mystery," says 
Enterprise Electronics Corporation 
director of marketing Hal Quast. 

NEXRAD's Doppler radar network, 
developed in the 1990s, has created a 
"true widespread radar network." Before 
NEXRAD, radar data was non -Doppler, 
with no ground clutter suppression. 
Translation: It wasn't entirely accurate. 

Further, the data it obtained wasn't 
timely. With delays up to 30 minutes, it 
was virtually useless. Quast says 
broadcasters couldn't target the infor- 
mation that could zero in on local data. 
"NEXRAD can give you an overview of 
world weather but can't tell you what's 
going on in your community," says 
Quast. "The emphasis has pretty much 

been on the display itself. What that radar 
does and how well it does it to provide 
the data has been kind of secondary." 

The technology has met the chal- 
lenge, virtually eliminating old meteo- 
rological bugaboos such as ground 
clutter, says Quast. Ground clutter is 
echo from the ground that radar picks 
up, and which can interfere with the 
radar's reading. 

Designed to eliminate ground clutter 
and false echoes that may disrupt accu- 
rate weather readings, Enterprise, Ala. - 
based EEC offers several C -band 
broadcast weather radars. Its TVDR- 
2500C magnetron tube -type, with 
solid -state modulator and choice of 
control and display systems, offers an 
"electronic window" that permits visu- 
alization of the internal structure of 
severe weather phenomena. 

Quast says that 102 U.S. broadcast- 
ers use EEC radar services. Many also 
use EEC's SGI -based graphics pack- 
age. Broadcasters looking to buy their 
own radar should plan to spend around 
$500,000 for the radar antenna, graph- 
ics and tower, Quast says. 

Unlike the magnetron tube technolo- 
gy employed by EEC, Huntsville, Ala. - 
based Baron Services uses a solid -state 
modulator to feed a magnetron amplifi- 
er. Digital signal processors measure 
the magnetron frequencies. 

Baron's newest model in its High Def- 
inition Doppler radar line is the XDD- 
300X (Xtreme Digital Definition) radar. 
With up to 2048 range bins, the radar is 
designed to be "super-sensitive" for win- 
ter weather coverage, says Baron Ser- 

vices product development manager 
Bob Baron Jr. 

Additionally, the Snow Machine 
module, Baron's new winter weather 
analysis tool, was developed to 
define areas of rain, freezing rain and 
snow with a 3D display. The data out- 
put from Snow Machine updates 
every five minutes with NEXRAD 
and every 10 seconds with the XDD- 
300X. According to Baron, Snow 
Machine offers "a whole new level of 
accuracy, a whole new level of preci- 
sion, a quantum leap in localization." 

Baron's complete High Defini- 
tion line is designed to localize cov- 
erage down to the individual street 
with storm tracking and display 
systems, called FasTrac and Nex- 

1 1.48 Van Nuys 

11:49 Inglewood 

11:58 I -10 8 I -110 

12:02 Los Angeles odland 
12:15 Pasadena 
12:16 Norwalk 

Malibu 
Y 

OP 

Los Agelec 
NNW - 

Baron claims its newest radar is "super sensitive"' for winter weather coverage. 
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Trac. City Street and Street Spotter 
modules provide databases of com- 
munities and street names for local 
coverage of weather events. These 
modules can be used with NEXRAD 
or local Doppler radars. 

"That trend lof localization[, which 
has engulfed a lot of markets, is going 
to continue down to the 150th market;" 
Baron says. 

Baron systems are installed in 150 
stations in the U.S., and the company 
has sold 50 units in the past two- and -a- 
half years, says Baron director of mar- 
keting Kim Grantham. 

While some companies tout high - 
power magnetron radars, Burnsville, 
Minn. -based Kavouras' "advanced sig- 
nal processing" allows its radars to do 
more for less. Kavouras also is work- 
ing to improve radar performance 
while reducing interference, said Bill 
Schlueter, the firm's vice president of 
marketing and sales. 

"We have one that's that big 1250 
kW] but it's expensive," he explains. 
"We have one that's a little less powerful 
but because the signal processing -in 
terms of signal transmission and return 
signals -is very sophisticated, we can 
make up for the lower power and still 
get high performance." 

Advanced Design's Dual Doppler at WISH -Tv in Decatur, Ill. 

Schlueter explains that an advanced 
antenna design allows incoming and out- 
going signals to be matched perfectly, so 
the antenna can receive return signals 
"much cleaner than the old -style anten- 
nas." Kavouras' advanced magnetron - 
type units range from $350,000 to more 
than $500,000, he says. 

Bloomington, Ind. -based Advanced 
Design Corp. "uses an advanced signal 
processing method instead of mag- 
netron 1940s technology," says ADC 
eastern region marketing manager 
Denice Key. 

As the U.S. distributor for Rockwell 
Collins ground -based radar systems, 

Weather Channel's new star 
In a long- awaited move to make its 
local weather segments more visually 
appealing, The Weather Channel 
(TWC) last month began the second 
phase of testing its Weather Star XL 
headend units. 

In March 1997, TWC CEO Michael 
Eckert told BROADCASTING & CABLE its 
Weather Star XL headend system would 
begin rolling out by the following summer. 
He says it took a little longer than expect- 
ed to Work out the bugs," but predicts the 
system will eventually roll out to affiliates 
in January, barring any problems. 

Weather Star XL, which incorpo- 
rates a Silicon Graphics 02 worksta- 
tion, is an integrated satellite receiver 
and graphics workstation unit that 
affords 2D and 3D animations during 
The Weather Channel's local fore- 
casts. The results will be improved 
graphics and animation, better 
imagery and fonts, as well as greater 
color dimension and an overall 
improved look, says Eckert. 
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ADC sells three sizes of lower -powered, 
cost- effective, all- digital, solid -state 
radars. Its models include a 30 -inch 
phased array antenna, a 6 -foot parabolic 
antenna and an 8 -foot parabolic unit. 

Most stations opt for the larger 6- and 
8 -foot models, which can pick up even 
very light rain and snow over large 
areas. But Key says stations with small- 
er budgets can still gain an edge with 
the 30 -inch upgradable model, though 
it cannot pick up light precipitation and 
has a smaller range. 

Sales, including upgrades of existing 
systems, have doubled from last year, a 
record -breaker for ADC. The company 

now boasts more than 150 cus- 
tomers worldwide. "It has been 
a phenomenal year," Key says, 
with broadcasters getting 
"something that's going to give 
them the same performance, if 
not better, for fewer dollars." 

One of the company's 
newest offerings is Composite - 
Live Doppler, or Dual - 
Doppler. It allows a station 
with ADC radar to dial into 
another station's ADC radar, 
thus showing two Doppler 
images simultaneously. Key 
says the feature has been very 
"promotable" and gives sta- 
tions a "competitive edge." 
LIN -owned Indianapolis CBS 
affiliate WISH -TV uses the Dual - 
Doppler system with its sister 
station WAND, in Decatur, Ill. 

ADC radars, including 
graphics, range from around 
$175,000 for a 30 -inch sys- 
tem with some standard fea- 
tures to about $250,000 for a 

"fully- loaded" 8 -foot design, 
says Key. 

The JPEG compression -based 
Weather Star XL has a throughput of 
64 megabits per second (Mb /s) and 4 
gigabytes (Gb) of hard -disk storage. It 

can handle both analog and digital sig- 
nals. And the 100 -base T Ethernet con- 
nection will allow an affiliate to import 
graphics into a server for cable broad- 
cast, or Internet distribution. 

TWC is also upgrading its national 
weather coverage. Billerica, Mass. - 
based WSI, a weather data and graph- 
ics supplier, announced that it would 
provide TWC with advanced weather 
data systems for a "major overhaul that 
will take [the company] into the 21st 
century," says WSI group product man- 
ager Jim Brihan. 

"We bring the technology prowess of 
WSI into our infrastructure," says Eckert. 
"It will enable us to develop the kinds of 
products with the speed, precision and 
quality that will enable the Weather 
Channel to stay on the leading edge" 

-Karen Anderson 
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Building a better weathercast 
Last year, Vincent Con- 
della of WÌTI -TV in Mil- 
waukee passed on the chance to join 
other weathercasters from across the 
country in Washington to hear the admin- 

istration talk about global warming. "It's an 
opportunity to do a stand -up in front of the White 
House," said Condella. "But / didn't think there 
was going to be a lot of new information." For 
Condella, new information is what weather 
reporting is all about. 

His station lauds its chief meteorologist's ability 
to "explain the wonders of the atmosphere to his 
viewers." He began forecasting the weather to 
Milwaukee residents in 1982, having worked as a 

SPECIAL REPORT 
weathercaster in Madison, Wis., 

prior to joining WIT!. A lifelong 
Midwesterner, he holds a bachelor's degree in 
meteorology from Purdue and a master's from the 
University of Wisconsin at Madison, where he 

researched severe weather in the Midwest. 
In addition to his WITM -TV broadcasts, Condella 

has produced a videotape series for local teach- 
ers and taught meteorology at the University of 
Wisconsin in Milwaukee. His enthusiasm and 
dedication have made him a leader on the Board 
of Broadcast Meteorology of the American Mete- 
orology Society. BROADCASTING & CABLE Senior 
Editor Dan Trigoboff talked with Condella about 
the weather and weathercastin,t;. 

How important is weather to news- 
casts today? It's reportedly the number 
one reason viewers watch local news. 
Does your research support that? 
It does. And that has remained very 
consistent. We try to structure the 
newscasts around that, to put short 
weather segments in strategic posi- 
tions, to try and hold viewers' interest. 
Of course, weather can easily be sensa- 
tionalized. As you know, a minor win- 
ter storm can approach and it's easy to 
shout headlines, and do the top of the 
news, and really go nuts talking about 
this approaching storm -even if it's 
going to have very little impact. But 
]viewers are] interested in clear and 
concise presentation. "Don't waste my 
time, but tell me what's going on in a 
way I can understand it." 

Are newscasts adding time to the 
weather forecasts? 

I think what they're doing is just dis- 
tributing time. I'll give you a good 
example. At 10 o'clock here, my stan- 
dard weathercast used to be three -and- 
a -half minutes. Now, I have a little sec- 
tion that goes right at the end of the 
first segment, about 30 seconds long, 
and then my main weather is now three 
minutes. The content time is the same. 
It's just that the information is distrib- 
uted a little differently. 

How important is personality? 

I think if a news director could build 
the perfect beast -the perfect broad- 

Viewers want "clear and concise 
presentation. "Condella says. 

cast weathercaster -it would be some- 
one with personality, good communi- 
cations skills, who actually knew 
something about weather and atmos- 
pheric science. What's encouraging is 
that a lot of universities that offer 
degrees in meteorology or atmospheric 
science, now offer some sort of option- 
al course in communications. Some of 
them will have an agreement with the 
communications arts or the journalism 
school at that university. And they'll 
actually have weather people that are 
getting their undergraduate ]degrees] in 

meteorology try out in front of a cam- 
era so they can ask themselves. 'Is this 
an area that i want to get into ?' 

That's not the traditional weathercast- 
er, is it? 

No it's not. I think that a lot of people 
have said. "I want to get into television. 
I just want to get my face on the tube. 
How can I do it? I could be a sports 
reporter. I can read the box scores. Or I 

could wave my arms in front of a 

weather map, that kind of thing. I've 
got a shtick." A lot of times weather 
was the comic relief between news and 
sports. Now. in the first two years of an 
undergrad program, you usually weed 
out the people who are really serious 
and those who aren't. The old joke was 
the people who couldn't make it were 
the ones who ended up doing TV 
weather. Well, that's really changed 
now. It's so highly competitive. A lot of 
stations can't afford to say, "OK. We're 
going to have this really top -notch per- 
sonality in front of the camera, but 
we'll have a staff of other people put- 
ting together everything for this person 
behind the scenes." That just doesn't 
make it economically feasible. 

Do viewers care about the credentials 
of the weathercaster? 

It depends on the market. Here in Mil- 
waukee, they take their weather very seri- 
ously. But on the other hand, when the 
weather is really quiet, they appreciate the 
fact that the person is not all gloom and 
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TECHNOLOGY 

doom. However if there is a big storm 
coming [they want to know] plain and 
simple, when is the snow going to start? 
Will it affect the morning rush hour? 

Are credentials touted by the stations? 
I think it depends on the station and on 
the person. When I first came here in 
the early 1980s, they really wanted to 
tout it. They came out with a newspaper 
ad: "Vince Condella at Channel 6, what 
a change!" Something like, "A degreed 
meteorologist with a personality!" 

Can a straightforward weatherperson 
compete with someone who's there 
mostly for personality? 

Oh, I think so. When it's hitting the fan, 
the viewer is going to know whom to 
turn to. 

A Radio -Television News Directors 
Association survey of news directors 
found that the hardest position to fill is 
in weather. 

I would say that's true. 

And does that drive salaries up? 

I think so. Again, someone with the full 
package is really at a premium. It's a 
tough position to fill. I think the reason 
is because it's not mechanical. It is very 
personality- driven. You know, "How 
does this person look ?" Obviously, it's 
television, so looks are important. But 
what's their personality like, and can 
they handle serious weather situations? 
And then can they also just let loose and 
relax during good weather situations. 

How important is weather forecast 
accuracy, and does anyone keep track? 

If I give 19 forecasts -perfectly accu- 
rate, right on the money -and I miss 
one, that's the only one that I get calls 
and letters about. That's the nature of 
the business. If we nail it -I mean, nail 
it right on the nose -it goes totally 
unnoticed. And there's the danger 
[that] a station starts to taunt and say: 
"Our weathercasters are the most accu- 
rate in the market.... Tread lightly here. 
The next time they miss a forecast - 
which is going to happen -their pro- 
motion just blows right up in their face. 

Do you think that weathercasters are 
explaining the big -picture weather con- 
ditions, like El Niño or global warming? 

The basics of what's actually going on 
with El Niño, and what it is-no. Weath- 
ercasters are getting a lot more involved 
with the basics. News directors don't hes- 
itate to bring the weathercaster higher up 

SPECIAL REPORT 
in the newscast to explain what happened 
in a particular storm, or the coming win- 
ter. In other words, the local science 
weather expert should be the local weath- 
ercaster. They don't necessarily have to 
go to the local university any more. They 
can go to their weathercaster. 

Does the importance of forecasting 
change, market to market? In places 
like Southern California, where the sun 
is constantly shining, weather isn't 
that big a story day to day? 

All climates have some serious 
nuances, you know. I've spent a lot of 
time in Phoenix. And everybody 
laughs, "Oh, Phoenix. How easy it is to 
do weather down there ?" Well, it's not 
quite as simple as people think -not as 
complex and not as changeable as in 
Milwaukee or Chicago. But television 
is a visual medium, and television sta- 
tions need to have an interesting, color- 
ful way to show people what's going 
on. It is information, but it's also infor- 
mation that needs to look good, too. 
There's a use and a misuse of these 
graphics. The gimmicky part is the mis- 
use. The classic example is that now all 
the new weather graphics systems, 
regardless of the company that makes 
them, allow weathercasters to program 
the computer. [They can] let's say, take 
a satellite picture and fly over a system, 
and maybe underneath the clouds to 
show precipitation -sort of a virtual 
reality tour of the weather. And if you 
don't do it right, it can look really bad. 

Talk about some of the things that 
you've seen people do that are gim- 
micky or clever. 

I'll give you a good example right here 
in our market. We have a guy at our sta- 
tion, the morning person, who has a 
Boston terrier- Spunky. Very cute. He 
does brief two- or three- minute weather 
cut -ins during our morning show, which 
runs 5:30 to 9. And about once every 
half -hour, he has a little segment where 
our graphics department will [superim- 
pose] clothes on the dog. So every half - 
hour is "What's Spunky Sporting ?" And 
they'll put a graphic that'll show the dog 
with a raincoat on and kids will know 
that if they're headed out to school to 
make sure they take their raincoats. 

Are equipment budgets increasing for 
stations that do not rely on services? 
Do the meteorologists contribute heav- 
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Ily to those decisions? 

Yes. That's where I get most of the 
feedback from my colleagues. They'll 
say, "Our management came to us and 
said, 'It's time for us to upgrade. We 
need to get a new local radar. - If a sta- 
tion doesn't have their own, they might 
come to the meteorologist and say, "We 
want to get our own local Doppler 
radar, what do you recommend ?" 
When we go to our conference every 
year, the vendors are all there display- 
ing their latest wares. So they do rely 
heavily on us, asking: "What do you 
see that's out there? What looks good 
to you guys? What do you hear from 
your colleagues that's a good reliable 
system, that doesn't break down or 
crash on us ?" And based on that, I 

would have to say that stations certain- 
ly are not hesitating in spending money 
to buy advanced graphics systems to 
give the weather a terrific look. 

Does TV weather take advantage of the 
public's interest and fear regarding 
weather conditions? Do some news- 
casts exploit viewer anxiety through 
teasers that overdramatize conditions? 

It's incumbent upon the local weather- 
caster to work directly with the news- 
room, to guide them in their weather 
coverage. And if weathercasters are 
preparing their own forecast, working 
with the data and looking at the weath- 
er situation, they know what's really 
happening out there and what's not. The 
choice of words is extremely important. 

Is there ever a conflict with a station 
manager or news director over that 
choice of words? 

There could be, and there often is. A 
weathercaster who's not established in 
the market or at that station, somebody 
who's been there six months and who's 
pretty young and green, is not neces- 
sarily going to have the wherewithal to 
walk into that afternoon news meeting 
and say, "Wait a minute. You guys are 
blowing this way out of proportion. 
Here's what's really going to happen." 
The news department has to be able to 
respect that weathercaster. It's impor- 
tant for the weathercaster to take the 
hype, or hyperbole out of it, and just go 
strictly with describing what is going to 
happen. I think if one station in the 
market hypes [the weather], it hurts 
everybody. If three of the four major 
stations hype it, the station that doesn't 
is still going to be accused of hyping it. 
A teaser can be dramatic and com- 
pelling, but it also has to be realistic. 
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Stop pirates, sell tunes 
Radio industry works 
toward standard for legal 
downloads of music 
By Richard Tedesco 

The electronic music business 
could be booming online late next 
year, with consumers able to 

record music from a number of legiti- 
mate Web sources. 

The Recording Industry Association 
of America joined leading record labels 
to unveil the initiative last week, setting 
the fall of 1999 as their target date for 
establishing a technology standard that 
would inhibit illicit music downloads 
and help drive legitimate Web -based 
access to music. Ideally, PC users 
would be prevented from using pirate 
Internet sources in favor of recording 
digital tunes from the labels them- 
selves, or other authorized sources. 

The Secure Digital Music Initiative 
intends to create technical specifications 
that would apply to content on compact 
discs or other digital formats. Devices 
designed to access music from the Web 

WebTV ads 
to get video 
By Richard Tedesco 

Microsoft's WebTV Networks is 
transforming its banner ads by 
integrating video spots that 

WebTV subscribers can access with a 

click of their remote control units. 
WebTV's new click -to -video tech- 

nology calls up 15- to 30- second video 
spots from banner ads that appear with- 
in its format at different intervals. The 
objective is to create a more "engaging" 
experience for TV viewers watching 
with WebTV, according to Joe Poletto, 
WebTV vice president of advertising 
sales and strategic partnerships. 

Advertisers using the click -to -video 
option include: E! Online, Ford, 
Hewlett- Packard, Carter -Wallace, 
Maytag, Ragu, Ricola and Volvo. 

WebTV currently claims more than 
500,000 subscribers in the U.S. 

would be certified according to that 
standard, according to Hillary Rosen, 
RIAA chief executive. "We need copy- 
right protection. But we must not fight 
the technology to get it;' she said. 

Five leading recording labels, 
including BMG, UMG, EMI, Sony 
Music and Warner Music Group, are 
supporting the effort. "Electronic dis- 
tribution of music is right around the 
corner," said Strauss Zelnick, president 
and CEO of Bertelsmann BMG Enter- 
tainment. "What this initiative is going 
to do is to protect our artists and also 
create incentives for people like us who 
invest in artists." 

Electronic distribution of music 
online is already a fact of digital life, 
through legitimate entities such as Liq- 
uid Audio and N2K . 

Independent record labels will be 
invited to participate in the standardi- 
zation effort, as will technological 
heavyweights including Microsoft. 
Intel, AT &T, IBM, and others. 

Intel has been particularly active in 
the online music space, investing in 
Liquid Audio and other online enter- 
tainment ventures, including the Inter - 
tainer video service. It wants to protect 
all digital content, according to Michael 
Moradzadeh, director of strategic plan- 
ning and architecture for Intel's home 
products group, who said Intel is look- 
ing at ways it could aid the SDMI 
group. While digital watermarks ensure 
security on some sites, some sort of 
encryption will be needed to prevent PC 
users from passing tunes on illegally 
once they've downloaded them legiti- 
mately, according to Moradzadeh. 

But the major record labels are 
clearly intent on creating a system that 
will legitimize a potentially lucrative 
business. "We see tremendous benefits 
in digital technologies that reach new 
consumers and provide music listeners 
with greater access to more music," 
said Doug Morris, CEO of Seagram's 
Universal Music Group. 

Right now, online digital music dis- 
tribution doesn't look like big business. 
Jupiter Communications projects that 
digital music downloads will represent 
only 2.2% of online music sales by 
2002. But the creation of an industry 
standard could change that tune dra- 
matically. 

SITE OF THE WEEK 

www.mtv.com 

MTV Online 

MTV Networks 

New York, NY 

Site features: MTV's site is now 
loaded with streamed video clips, 
including the top 20 videos of the 
week and entire music videos and 
30- second clips in a "Bands A -Z" 
section. Clips from all MTV shows 
are archived here, including 
excerpts from episodes of 
Unplugged, Celebrity Death 
Match, Sifl & 011y, Real World, and 
Beavis & Butt -head in Russian and 
Italian (and English) 

Site launched: September 1995; 
latest relaunch in mid -November 

Site director: Allie Eberhardt, vice 
president /creative director, MTV 
Online 

Number of employees: 60 

Design: In -house 

Streaming technologies: 
RealVideo. QuickTime 

Traffic generated: 40 million to 50 
million page views monthly 

Advertising: Banner ads 

Revenue: N/A 

Highlights: Top 20 Videos, up 
since May. and the month -old 
"Bands A -Z" are currently generat- 
ing 500.000 video streams per 
week: annual MTV Music Video 
Awards show is a big draw 

-Richard Tedesco 
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CHANGING HANDS 
The week's tabulation of station sales 

TVS 

WDFX -TV Dothan, Ala. 
Price: $7.85 million 
Buyer. Waitt Broadcasting Inc. (affili- 
ate of Gold Circle Entertainment), 
Omaha, Neb. (Norm Waitt, principal). 
Gold Circle also owns two TVs, one 
AM and two FMs 
Seller. Woods Television Co. LLC, 
Montgomery, Ala. (David Woods, 
principal); owns wcov -Tv Mont- 
gomery 
Facilities: ch. 34, 1,120 kw, ant. 466 
ft. 
Affiliation: Fox 
Broker. Kalil & Co. Inc. 

COMBOS 

KJOXIAMI- KXDD(FM) and KHHK(FM) 
Yakima, Wash. 
Price: $8.7 million 
Buyer: New Northwest Broadcasters, 
Seattle (Michael O'Shea, CEO); also 
owns two AMs and four FMs. O'Shea 
also owns a percentage of one AM 
and three FMs 
Seller: Butterfield Broadcasting 
Corp., Bellevue, Wash. (Bob Powers, 
president); owns two AMs and two 
FMs 
Facilities: KJOX: 980 khz, 5 kw day, 
500 w night; KXDD: 104.1 mhz, 61 kw, 
ant. 781 ft.; KHHK: 99.7 mhz, 7.6 kw, 
ant. 584 ft. 
Formats: KJOX and KXDD: country; 
KHHK: Spanish 

WMIQ(AM) and WIMKIFM) Iron 
Mountain, WKNW(AM) and 
WYSSIFM) Sault Ste. Marie, 
WIHCIFMI Newberry, WZNLIFM) Nor- 
way and WUPKIFM) Marquette, 
all Mich. 
Price: $6.1 million 
Buyer. Marathon Media Inc.. Chicago 
(Bruce Buzil, manager; Chris Devine, 
president); owns five AMs and 10 
FMs 
Seller. Martz Communications Group 
Inc., Incline Village, Nev. (Tim Martz, 
president). Martz owns one AM and 
six FMs 
Facilities: wMlo: 1450 khz, 1 kw; WIMK: 

93.1 mhz, 100 kw, ant. 590 ft.; WKNW: 
1400 khz, 250 w; wvss: 99.5 mhz, 
26.5 kw, ant. 275 ft.; WIHC: 97.9 mhz, 
50 kw, ant. 352 ft.; WZNL: 94.3 mhz, 
2.4 kw, ant. 649 ft.; wuPK: 94.1 mhz, 
4.5 kw, ant. 377 ft 
Formats: wMlo: news /talk; WIMK: clas- 
sic rock; WKNW: full service; wvss: 
CHR; WIHC: country; WZNL: AC; WUPK: 
classic rock 

PROPOSED STATION TRADES 

: 

By dollar volume and number of sales; 
does not Include mergers or acquisitions 
involving substantial non -station assets 

TVs $7,850,000 1 

Combos $20,775,000 4 
FMs $3,041,000 9 

AMs $2,195,000 8 

Total $33,861,000 22 

TVs . $9,000,752,610 81 

Combos; $2,302,518,992 263 
FMs :$1,013,917,894 335 
AMs $580,563,700 243 

Total ;$12,898,793,196 922 

SAME PERIOD N 1 : : 7 
TVs $7,246,180,330 ;110 

Combos $7,981,984,5510810 
FMs ,$1,944,371,233 ,304 
AMs 2,$361,566,358 235 

Total $17,509,092,472 1.057 

wax Bra#alaw x cable 

Broker. Richard A. Foreman Associ- 
ates Inc. 

KHLOIAM) and KKBG (FM) Hilo, 
KLEO(FM) Kahalulu and KKOA(FM) 
Volcano, all Hawaii 
Price: $3.775 million 
Buyer. Emerald City Radio Partners 
Inc., Washington (Paul W. Robinson, 
president/chief operating officer); no 
other broadcast interests 
Seller. Brewer Broadcasting Corp., 
Hilo, Hawaii (Phillip L. Brewer, presi- 
dent); no other broadcast interests 
Facilities: KHLO: 850 khz,. 5 kw; KKBG: 

97.9 mhz, 35 kw, ant. -240 ft.; KLEO: 

106.1 mhz, 3 kw, ant. -2,585 ft.; 
KKOA: 107.7 mhz, 3 kw, ant. 207 ft. 
Formats: KHLO: oldies; KKBG: AC; KLEO: 

AC; KKOA: CHR 

WIZRIAM) Johnstown and WSRDIFMI 
Altamont, N.Y. 
Price: $2.2 million 
Buyer. Albany Broadcasting Co. Inc., 
Latham, N.Y. (John F. Kelly, presi- 
dent); owns three AMs and five FMs 
Seller. Hometown Broadcasting 
Corp., Albany, N.Y. (Joseph A. Reilly, 
director). Reilly owns wuMx(FM) Char- 
lottesville, Va. 
Facilities: wizR: 930 khz, 1 kw day; 
wsRD: 104.9 mhz, 6 kw, ant. 300 ft. 
Formats: wlzR: big band; wsRD: oldies 
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WYNA(FM) Calabash, N.C. 
Price: $1.1 million 
Buyer. Coastline Communications of 
Carolina Inc., Narbeth, Pa. (Jerome 
Bresson, president); no other broad- 
cast interests 
Seller: Pamplico Broadcasting LP, 
Mount Pleasant, N.C. (T. Furman 
Brodie, general partner); owns 
WMxT(FM) Pamplico and WBZF(FM) 
Marion, S.C. 
Facilities: 104.9 mhz, 50 kw, ant. 
492 ft. 
Format: Jazz 

WBAW -FM Barnwell, S.C. 
Price: $475,000 
Buyer. Bullie Broadcasting Corp., 
Hinesville, Ga. (Gary W. Dodd, presi- 
dent); no other broadcast interests 
Seller. WBAW Inc., Barnwell (H. Drew 
Wilder, president); owns wllz(FM) 
Blackville, S.C. 
Facilities: 99.1 mhz, 25 kw, ant. 328 
ft. 
Format: News 

KZTRIFM) Franklin, Texas 
Price: $600,000 
Buyer. Brazos Valley Broadcasting 
LLC, Austin, Texas (W. Bennet 
Springer, executive vice 
president/chief operating officer); no 
other broadcast interests 
Seller. Franklin Community Broad- 
casting, Houston (Roy E. Henderson, 
principal). Henderson owns one AM 
and three FMs 
Facilities: 101.9 mhz, 25 kw, ant. 328 
ft. 
Format: Classic rock 

WXQZIFM) Canton, N.Y. 
Price: $300,000 
Buyer. Cartier Communications Inc., 
Incline Village, Nev. (Timothy Martz, 
president). Martz also owns one AM 
and six FMs 
Seller. Gloss Communications Inc., 
Annapolis, Md. (Thomas H. Closs Jr., 
principal); no other broadcast inter- 
ests 
Facilities: 101.5 mhz, 2.4 kw, ant. 364 
ft. 
Format: New country 

WJSJ(FM) Sumrall, Miss. 
Price: $200,000 
Buyer. TeleSouth Communications 
Inc., Jackson, Miss. (Stephen C. 
Davenport, president); also owns 
one AM and three FMs 
Seller. Larry Rogers Scott, Mobile, 
Ala; no other broadcast interests 

www.americanradiohistory.com

www.americanradiohistory.com


Facilities: 97.3 mhz, 1 kw, ant. 183 ft. 
Format: AC 

WHIM/FM) Millen, Ga. 
Price: $175,000 
Buyer: Multi- Service Corp., 
Hawkinsville, Ga. (James Popwell, 
president). Popwell also owns one 
AM and two FMs 
Seller: Radio Millen Broadcasting Co. 
Inc., New Smyrna Beach, Fla. (Brian 
Tolby, president); owns wsBB(AM) 
New Smyrna Beach, 
Facilities: 94.9 mhz, 14.5 kw, ant. 
400 ft. 
Format: Hot country 

KBAUIFM) Big Sandy, Texas 
Price: $100,000 
Buyer: Pacem in Terris Foundation, 
Pittsburgh (William Kerr, president); 
no other broadcast interests 
Seller: Ambassador University, Big 
Sandy (Bernard Schnippert, princi- 
pal); no other broadcast interests 
Facilities: 90.7 mhz, 10 kw, ant. 394 
ft. 
Format: Dark 

Construction permit for KHYFIFMI 
Taos, N.M. 
Price: $50,000 
Buyer: Scott D. Parker, Ketchum, 
Idaho; also owns /is buying one AM 
and seven FMs 
Seller: EBT Broadcasting LLC, 
Aspen, Colo. (Charles B, Moss, prin- 
cipal). Moss and family own five FMs 
Facilities: 99.9 mhz, 10 kw, ant. 2,768 
ft. 
Format: Dark 

51% of WBKX(FM) Yankeetown, Fla. 
Price: $41,000 for stock 
Buyer. WGUL -FM Inc., Palm Harbor, 
Fla. (Carl Marcocci, chairman); also 
owns two AMs and three FMs 
Seller: David Zeplowitz, Palm Harbor; 
no other broadcast interests 
Facilities: 96.3 mhz, 6 kw, ant. 261 ft. 
Format: Dark 

AM 

KCMNIAM) Colorado Springs and 
KCBRIAM) Monument, Colo. 
Price: $750,000 
Buyer: KLZ Radio Inc., Blue Bell, Pa. 
(Donald Crawford). Crawford also 
owns 18 AMs and 10 FMs 
Seller: KCMN Inc., Newport Beach, 
Calif. (Chip Lusko and Kent Bag - 
dasar, partners); no other broadcast 
interests 
Facilities: KcMN: 1530 khz, 3 kw day; 
KcBR: 1040 khz, 2 kw day 
Formats: KcMN: big band; KcBR: reli- 
gion 

KDAEIAM) Sinton, Texas 

Price: $500,000 
Buyer: Worship Center of Kingsville, 
Robstown, Texas (Rufino Sendejo 
Jr., president); no other broadcast 
interests 
Seller. Nueces Radio Partners LP, 
Boerne, Tex. (Border Broadcasters 
Inc., general partner [Willis Jay Har- 
pole, president]). Border Broadcast- 
ers owns KovE(FM) Laredo, Tex. 
Facilities: 1590 khz, I kw day, 500 w 
night 
Format: MOR 

WTRIIAM) Brunswick, Md. 
Price: $300,000 
Buyer: Capital Broadcasting Corp., 
Crownsville, Md. (Alfred Hammond, 
president); no other broadcast inter- 
ests 
Seller: Tri -State Broadcasting Inc., 
Lovettsville, Va. (Elizabeth Roberts, 
principal); no other broadcast inter- 
ests 
Facilities: 1520 khz, 9.3 kw day 
Format: Dark 
Broker: Ray H. Rosenblum 

WESOIAM) Southbridge, Mass. 
Price: $175,000 
Buyer. Evergreen Communications 

BY THE NUMBERS 

INIQA9 CAST STAMM 

Service Total 

Commercial AM 4,724 
Commercial FM 5,591 
Educational FM 1,961 

Total Radio 12,276 

VHF LPTV 559 
UHF LPTV 1,515 

Total LPTV 2,074 

FM translators & boosters 2,928 
VHF translators 2,248 
UHF translators 2,752 

Total Translators 7,928 

Commercial VHF TV 558 

Commercial UHF TV 651 

Educational VHF TV 125 

Educational UHF TV 242 

Total TV 1,576 

Total systems 11,600 
Basic subscribers 64,800,000 
Homes passed 93,790,000 
Basic penetration* 66.1% 

*Based on 1V household universe of 90 million 
Seeress: FCC, Nielsen, Paul Kapur Associates 
muses Saoeees & Cesa 

CHANGING HANDS 

Inc., Westfield, Mass. (Marshall B. 
Sanft, president); no other broadcast 
interests 
Seller: Eastern Media Inc., South- 
bridge (John Neuhoff Jr., vice presi- 
dent/50% owner); owns wARE(AM) 
Ware, Mass. Neuhoff also owns 
KFIE(FM) Merced, Calif., and is per - 
mittee of KMCx(FM) Rio Del, Calif. 
Facilities: 970 khz, 1 kw day, 21 w 
night 
Format: Nostalgia 

WOAPIAM) Owosso, Mich. 
Price: $140,000 
Buyer: William J. Janego, Owosso; no 
other broadcast interests 
Seller: Connoisseur Communications, 
Westport, Conn. (Jeffrey D. Warsaw, 
president). Warsaw owns 14 AMs 
and 23 FMs 
Facilities: 1080 khz, 1 kw day 
Format: Classical 

KKUBIAM) Brownfield, Texas 
Price: $130,000 
Buyer. Brownfield Broadcasting LP, 
Brownfield (Gaines County Broad- 
casting LLC, general partner [Ken- 
neth Ripley, manager]); no other 
broadcast interests 
Seller: Brownfield Radio Inc., Brown- 
field (Lou Farr, president); no other 
broadcast interests 
Facilities: 1300 khz, 1 kw day 
Format: Classic country 
Broker: Communications Equity 
Associates 

KDEFIAM) Albuquerque, N.M. 
Price: $115,000 
Buyer: Henry R. Tafoya, Albuquerque; 
no other broadcast interests 
Seller: Benjamin Chavez Jr., Albu- 
querque; no other broadcast inter- 
ests 
Facilities: 1150 khz, 5 kw day, 500 w 
night 
Format: Sports 

WCROIAM) Johnstown, Pa. 
Price: $85,000 
Buyer. Greater Johnstown School 
District, Johnstown (Sue Ellen 
Hogan, John Jedrzejek, Ruth Jenk- 
ins, Arnold McFarland, Dr. John 
Melleky, Mary Beth Stem, David Ver- 
rone, Joseph Yeager and Jon Zonin, 
board members); no other broadcast 
interests 
Seller: Eagle Broadcasting Group 
Inc., Oceanside, Calif. (Jay Richard 
Lee, president); no other broadcast 
interest 
Facilities: 1230 khz, 1 kw 
Format: Christian 

-Compiled by Alisa Holmes 
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Broadcasfmg&Cable 

CLASSIFIEDS 

RADIO 
HELP WANTED TECHNICAL 

n P r 
SM 

TECHNICAL 
WRITER /RESEARCHER 
Drafts and edits technical documents, 
business proposals, technical training 
curriculum, and internal communications; 
assists with the preparation of regulatory 
filings; and researches and produces a 
regular update to member stations on 
technical issues. Bachelor's degree in 
Communications, Engineering, or a related 
field, or equivalent experience required. 
Demonstrated excellent technical writing 
and editing skills; demonstrated interest in 
and familiarity with the Internet for 
research purposes; and excellent 
organizational, interpersonal, written, and 
oral communication skills required. 
Proficiency using word processing, desktop 
publishing, presentation, and spreadsheet 
software required; and proficiency using 
Microsoft Office software preferred. fob 
Code #WP956. 

Send or fax cover letter and resume 
identifying position number and title. 

National Public Radio 
Human Resources Department 

635 Massachusetts Ave., NW 
Washington, DC 20001 -3753 

Fax: 202-414-3047 
EOE /AA /M /F /D /V 

Also visit our website ut: www.npr.org 

LEASED PROGRAMMING 

Produce, host your own radio show, and gen- 
erate hundreds of qualified Leads 50,000 watt 
NYC radio station. Call Ken Sperber 212 -760- 
1050. 

HELP WANTED SALES 

General Sales Manager- Privately owned AM/ 
FM Combo in Western Colorado is seeking a 
hands on trainer /motivater to lead our experi- 
enced sales team to higher levels of accomplish- 
ment. Family oriented community with great re- 
creational /cultural opportunities. The successful 
candidate will have 7+ years radio sales experi- 
ence with 3+ years as LSM /GSM; proven man- 
agerial, motivational and sales leadership skills in 
a direct sales environment, a track -record of in- 
creasing responsibility, and success in a highly 
competitive multi -media market. Competitive, 
performance based compensation with excellent 
fringe benefit package. Our community is about 
to experience a significant economic boom. To 
participate in this challenging and rewarding op- 
portunity, please fax your resume and a detailed 
letter to Steve Glasmann at 970- 249 -2229. Equal 
Opportunity Employer- Women and Minorities are 
encouraged to apply. 

HELP WANTED RESEARCH 

Research Manager- Katz Radio Group, the pre- 
mier radio rep firm, seeks an individual with a 
minimum 2 -4 years broadcast research experi- 
ence. Along with managing a staff, this position 
requires ability to provide training, strategic sales 
support and strong client contact. Send cover let- 
ter with resume and salary requirements to: Katz 
Media Group, Human Resources Department, 
125 West 55th Street, NY, NY 10019 or fax: 212- 
424 -6110. EOE. 

HELP WANTED NEWS 

Washington, D.C. Broadcast Editors. States 
News Service in Washington, D.C. has im- 
mediate full and part-time openings for crack 
broadcast editors for around -the -clock rewrite 
shifts preparing radio -ready newscasts for the ABC 
NewsWire. Please e -mail Leland Schwartz, Editor, 
States Radio, at lelandschwartz @states.com. 
States News Service is the 25- year -old news service 
that covers news of interest to the states. 

SITUATIONS WANTED MANAGEMENT 

Extensive small market sales /management 
experience. Good people skits! Harry Dyer 218- 
846 -9779 evenings. 

FOR DAILY 
CLASSIFIED UPDATES... 

48 BROADCASTING & CABLE /DECEMBER 21,1998 

TELEVISION 

HELP WANTED SALES 

ADVERTISING SALES 
(Immediate Openings) 

VARIETY /DAILY VARIETY 

The leading entertainment trade 
publisher is seeking an energe:ic 
individual for an inside sales position 
in expanded production services 
category. Ideal candidate should have 
understanding of the post -production 
community. High energy and great 
communications skills required. Mail 
or fax resume to: Human Resources 
Dept. V -PROD, Cohners Business 
Information, 245 W. 17th St., NY, 
NY 10011. Fax: 212 -727 -2425. We 
appreciate your responses but will only 
be contacting candidates selected to 
interview. 

birschbach media 
sales recruitment 

303 - 368 -5900 

Sales Assistant: Looking for a Sales Assistant 
to work for (3) Account Executives at WABG -TV 
Sales. Heavy phone contact with major 
advertisers /buyers. Processing of orders and 
makegoods. Heavy paperwork, typing and filing. 
Requires excellent organizational skills, and com- 
puter skills. Please send resumes to. Scott 
Simensky. WABC -TV, 7 Lincoln Square, New 
York. NY 10023. No telephone calls or faxes 
please. We are an Equal Opportunity Employer. 

Local Account Executive. WROC -TV has an im- 
mediate opening for an experienced, creative tel- 
evision professional. Prospecting and direct client 
contact are mandatory. Strong technical, bonding 
and closing skills are essential Join one of Amer- 
ica's fastest growing station groups. Resumes to 
GSM, WROC -TV, 201 Humboldt St.. Rochester, 
NY 14610 or email to routson @frontiernet.,et. 
Sunrise Television Corp. is an Equal Opportunity 
Employer. 
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General Sales Manager. Clear Channel Televi- 
sion in Wichita, Kansas (Market #65) is looking 
for a proven leader to join our FOX team. We 
need an individual with vision and dedication 
whose enthusiasm and ideas will take our station 
to the top. We are looking for experience in 
budgeting, inventory control, promotion, national 
sales management and local new business de- 
velopment. Clear Channel offers a unique op- 
portunity to join a growing, dynamic group of sta- 
tions with terrific long term opportunities for the 
successful candidate. We encourage women and 
minorities to apply. Please fax resume and cover 
letter to: GM 316- 942 -0933. No phone calls, 
please. 

Local Account Executive. WJWB -TV, the 
award -winning WB affiliate in Jacksonville, FL, is 
looking for a local account executive. College 
degree with a strong track record in broadcast 
sales is a plus. Must be computer literate. Please 
fax resume to Marty Miller, GSM, 904- 642 -0593. 
Pre -employment drug screening required. WJWB 
is an Equal Opportunity Employer and en- 
courages applications from women and 
minorities. 

Account Executive- WRCB Television is 
searching for an Account Executive to take over 
an existing account list with a heavy emphasis on 
developing new business. Broadcast Sales or 
equivalent experience is required. Television 
Sales experience is preferred. Must be a focused 
self- starter. Resumes only to: Ralph Flynn, Local 
Sales Manager. WRCB Television, 900 Whitehall 
Road, Chattanooga, TN 37405. WRCB is an 
equal opportunity employer. 

HELP WANTED MARKETING 

Marketing Director - WMC TV. Five years of 
progressively responsible broadcast creative/ 
management experience in the areas of promo- 
tion, production and/or creative services. Advertis- 
ing agency and top 50 market experience is pre- 
ferred. Proven track record for development of 
successful promotional concepts and campaigns 
is a necessity. Possess technical knowledge of 
all forms of advertising production, specifically 
television, radio, print, post- production facilities, 
film and video production, animation and graphic 
design. Must have established ability to concep- 
tualize, write and produce TV promos, com- 
mercials and long -form (i.e., programming) 
materials. Creative skills must translate to radio 
and print production. Possess good organiza- 
tional and communication skills and 
decision- making abilities. Must be able to work ef- 
fectively with many departments and provide 
leadership. Please send resume to: H /R, WMC 
Stations, 1960 Union Mphs., TN 38104. Must be 
able to pass drug test. 

HELP WANTED TECHNICAL 

Director, Remote Services. WPBT2 seeks indi- 
vidual to supervise all aspects of our remote ser- 
vices. Responsibilities include the coordination of 
facilities and personnel; development of contracts 
necessary to secure commitment, and the im- 
plementation of cost control measures. Minimum 
three years experience in TV and/or engineering 
management as well as demonstrated ability to 
serve in a variety of engineering and production 
roles. Send resume with salary requirements to: 
WPBT2, Human Resources, PO Box 2, Miami, 
FL 33261 -0002. An Equal Opportunity Employer. 
M /F /DN. 

Video and Operations Engineer. The Chicago 
Tribune Television production facility, located in 
the heart of the papers newsroom at Tribune 
Tower in downtown Chicago. feeds TV news in- 
serts and live shots to Tribune broadcast outlets 
around the country. We are seeking a main- 
tenance and operations engineer for our 
multimedia facilities; responsible for maintaining 
modern video and IS systems that include: Digital 
(series 601) and analog BTS router; Profile video 
server, four Discreet Logic non -linear editing 
systems; Tribune web -based facility control 
system; Newstar server and network (migrating 
to AP's ENPS system in 1999): robocams, RF 
distribution and all related audio /video systems. 
In addition to a maintenance background, the suc- 
cessful candidate will have prior TV operational 
experience to assist our staff in coordinating live 
productions. Experience in a TV or print 
newsroom environment is a strong asset This 
facility also serves as an experimental site for 
Tribune Publishing and Broadcasting projects. 
Some of these include MPEG compression and 
transmission, video delivered to digital publishing 
(Internet), and broadband content development. 
You will gain experience from these advanced 
projects, and you will also work with other 
technology groups within the company to help 
develop links between existing and new produc- 
tion systems. This position requires some nights 
and weekends. Fax resume to 312 -222 -3409 or 
mail to Tom Garritano, TRP Managing Editor, 
435 N Michigan, #200, Chicago IL 60611. No 
phone calls please. 

Engineering Chiefs, Asst. Chiefs, needed in 
Southeast and Midwest locations. Greatopportuni- 
ty for a move up. Qualified applicants will 
possess UHF or VHF transmitter maintenance 
and repair, microwave and studio repairs includ- 
ing 3/4 and beta, good working knowledge of com- 
puters and automated systems. This applicant 
must have the ability to work in a fast paced 
environment on multiple tasks. Send or fax re- 
sumes to Brent Stephenson, VP Operations and 
Engineering, Bahakel Communications, 1 Televi 
sion Place, Charlotte, NC 28205. Fax: 704 -375- 
5890. Equal Opportunity Employer. 

Director of Engineering position with growing 
television broadcaster. Prefer Bachelor's degree 
and at least five years experience in either TV/ 
Video Engineering of Electrical Engineering. Ex- 
perienced in Transmitter & RF Systems, produc- 
tion & Transmission video systems and knowl- 
edge of DTV systems & Regulations. Manage- 
ment and organizational skills required. Contact 
Director of Human Resources at Tri -State Chris- 
tian TV, Inc., P.O. Box 1010, Marion, IL 62959, or 
call (618) 997 -9333, or e-mail skh @tct- net.org. 
An Equal Opportunity Employer. 

CLASSIFIEDS 

ENG and Broadcast Personnel. ENG Field 
Operations with Camera and Microwave Experi- 
ence. Videotape Editors. Studio Operations and 
Maintenance Including: 1) Technical Directors 
(GVG -300 switcher with Kaleidoscope) 2) Audio 
(mixing for live studio and news broadcasts) 3) 
Studio Camerapersons (studio productions and 
news broadcasts) 4) Chyron Operators (iNFiNiT!) 
5) Still Store Operations 6) Tape Operators 
(Beta) 7) Maintenance (plant systems with expe- 
rience in distribution and patching) 8) Lighting 
Director Engineer 9) Robotic Camera Operations 
10) Master Control. For the East Coast, Midwest 
and West Coast. Would commence fall /winter 
1998. Out -of -town applicants accepted for the 
positions will be reimbursed for airfare, hotel, and 
per diem expenses. Send resumes to: MMS, 
Suite 345, 847A Second Avenue, New York, NY 
10017, Or Fax 212- 338 -0360. This employment 
would occur in the event of a work stoppage and 
would be of a temporary nature to replace strik- 
ing personnel. This is not an ad for permanent 
employment. An Equal Opportunity Employer. 

HELP WANTED NEWS 

Leading trade publication in advanced 
television technical market is seeking a 

senior writer. Previous experience writing 
about TV technology for a busines 
magazine preferred. Great opportunit 
with expanding publication. Please sen 
resume with salary requirements and tw. 
writing samples to: 

Cahners Business Information 
HR Dept. - DTV 

245 West 17th Street 
New York, NY 10011 

Fax: 212 -463 -6455 

News Staff - All Positions. We're assembling a 
staff of pros for '99 FOX News start-up in Boise. 
Exciting challenge. Applications are being con- 
sidered for Anchors, Meteorologist, Reporters, 
Producers, Videographers (DVC Pro), and an 
Assignment Editor who will also manage the new 
web site. Must have 3 -5 years experience. Send 
non -returnable VHS tape, cover letter and re- 
sume to Thor Wasbotten, News Director, KTRV- 
TV, PO Box 1212, Nampa, ID 83653. No calls. 
EOE. 

WANT TO RESPOND TO A BROADCASTING & CABLE BLIND 
BOX ? 

Send resume tape to: 
Box 

245 West 17th St., New York, New York 10011 
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CLASSIFIEDS 

oct`'4oted 

Re WLVT 39 
ir lehIgh valley public television 

se 
EXECUTIVE PRODUCER /HOST 

Executive Producer needed to manage and co-host WLVT's new weekly news /public 
affairs magazine rosram. Minimum of 3 years experience in broadcasting or related 

field. Knowledge of Lehigh Valley issues, events and people strongly preferred. Bachelor's 
degree in journalism, broadcasting or equivalent experience. Proven leader with "can -do" 

attitude. Prior public N experience desired. Salary commensurate with experience. 
Excellent benefits. Resume, salary history, 3 references and tape to: 

WLV ' -TV 
Attn: EP Search 

123 Sesame Street 
Bethlehem, PA 18015 

No calls, please. Position open until filled. EOE. 
Women and minorities strongly encouraged to apply. 

Weekend Anchor /Producer. The NBC Affiliate 
in Sioux Falls, SD is seeking a Weekend Anchor/ 
Producer who has strong writing and reporting 
skills. Organization and quick decision making is 

a must. We need someone who has innovative 
ideas and can break news. Please send tape and 
resume to: KDLT -TV, Madeline Shields, News 
Director, 3600 S. Westport Ave., Sioux Falls, SD 
57106. F /M, EOE. 

Weather Anchor /Reporter Job#98 -710. WTHR- 
TV, the Dispatch Broadcast Group, the Indi- 
anapolis weather leader and NBC station has an 
immediate opening for a meteorologist. We are 
adding to Indianapolis' weather team. If you are a 
strong forecaster, with superb computer skills, 
can chase tornadoes and snow storms in our 
mobile weather van and have a passion for pub- 
lic appearances, this is your job. We have 
Kavouras Stormpro, Doppler radar, Weather 
Central Genesis graphics, a mobile weather 
storm -chasing van, automated remote weather 
stations and a battalion of weather watchers. We 
provide weather to newspaper and radio while 
also providing weather to our website and to a 
viewer phone line. The successful candidate has 
a minimum of five years television forecasting 
experience, is accurate, dependable, flexible, has 
a passion for weather and strong on -air pres- 
entation skills. Live reporting experience re- 
quired. Degree in meteorology preferred, AMS 
seal strongly preferred. No phone calls please. 
Applicants possessing these skills should send 
cover letter indicating referral source, resume 
and tape to the Department of Human Re- 
sources, Attn: Job No. 98 -710, PO Box 1313, In- 
dianapolis, IN 46206. Replies held in confidence. 
Qualified minorities and women are encouraged 
to apply. We are a drug -tree and smoke -free 
environment. Equal Opportunity Employer. 

Reporter: WETM -TV, NBC affiliate, Elmira, NY. 
Entry level opportunity for smart, creative, self - 
starter who can generate story ideas and dig for in- 
formation. Some shooting required. Require- 
ments: Ability to write and edit packages, live 
skills a must, willingness to learn new skills. Will 
work weekends. Union position. Send resume to: 
Paul Donohue, News Director, 101 E. Water St., 
Elmira, NY 14901. Send invoice and any ques- 
tions to: Paul Donohue, WETM -TV, 101 E. Water 
Street, Elmira, NY 14904. Phone: (607) 733 -5518 
FAX: (607) 733 -4739. 

Sports Anchor. Primary Sports Anchor for CBS 
affiliate in one of nation's most enjoyable college 
cities. Resumes will be accepted until 12/20/98. 
Please send non -returnable tape to Janet Klug, 
Human Resource Department, 7025 Raymond 
Road, Madison, WI 53719. EOE/M -F. No calls 
please. 

Station on the move: A growing news depart- 
ment in the southeast is accepting tapes for a 
number of positions: Producer, Anchor, 
Weathercaster, and Reporter. If you are ready for 
your next big move, and have the experience and 
knowledge to get the job done the right way, 
send non -returnable tapes and resumes to Box 
01474 EOE. 

Producer /Director. WSPA -TV seeks creative 
eye to work with great equipment at top notch fa- 
cility- market 35. Experience at directing live 
newscasts. Have opportunity to write, shoot, edit, 
light and produce psas, promos, specials. Prob- 
lem solver, self- starter, team player! Send re- 
sume and tape: Bill Walton, Production 
Supervisor, WSPA -TV, 250 International Dr., 
Spartanburg, SC 29303 Pre -employment drug 
test required. EOE /M /F /DN. 

Primetime Anchor, Weekend Anchor and Re- 
porters. One of America's leading small -market 
stations- WVAA Television in Bluefieid/Beckley, 
WV- is looking for on -air communicators that can 
tell great stories. Emphasizing viewer benefit and 
community involvement are musts. Excellent 
fringe benefits. No phone calls. T & R to Ray 
Wilck, News Director, WVVA -TV, Roule 460 By- 
Pass, Bluefield, WV 24701. EOE, M /F. 

News Reporter: Immediate opening! College 
graduate with one year on -air commercial broad- 
cast experience minimum. Send resume and non- 
returnable VHS tape to News Director, WSJV- 
TV, FOX 28, BOX 28, South Bend, IN 46624. No 
phone calls. EOE. 

News Producer: NBC Affiliate, WNDU -TV Is 
looking for an energetic, hardworking news pro- 
ducer who knows how to craft a great newscast. 
We need someone who can write well and be re- 
sponsible for everything in his /her newscast. We 
require one to two years experience in a televi- 
sion newsroom, and experience with satellite and 
microwave live shots. If you love to be part of a 
winning team send your resume and non- 
returnable reel to: The WNDU Stations, Attention: 
Human Resources, Position ií00225, PO Box 
1616, South Bend, IN 46634. Or you can e-mail 
your resume to JOBS @WNDU.COM. The 
WNDU Stations is an Equal Employment Op- 
portunity employer. 

News Director. Coastal network affiliate looking 
for creative, eager, experienced News Director to 
reshape department from the ground up. Must 
work well with people, the community, and 
budgets. Aggressive pursuit of the days' news a 
must. Successful previous track record important. 
Replies kept confidential. Reply to Box 01472 
EOE. 
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News Anchor. Looking for great communication 
skills and commanding presence. Primary news 
co- anchor to complement our established female 
anchor. Mid -Atlantic network affiliate on the rise, 
in search of this missing piece of the puzzle. 
Minorities encouraged to apply. Send a 

non -returnable tape and resume to Box 01475 
EOE. 

Meteorologist. Meteorologist needed to pre- 
pare and deliver weather during newscasts. 
Primarily on weekends. Must have a meteorology 
degree and competency with computer weather 
preparation. Require 1 -2 years of on -air experi- 
ence. No phone calls. Send resume and non- 
returnable 1/2" VHS to: Dan Steele, P.O. Box 
1197, Paducah, KY 42002 -1197. M /F. EOE. 

Meteorologist. Strong top market television sta- 
tion has immediate opening for an on -air 
Meteorologist. We want a highly motivated team 
player who possesses a thorough knowledge of the 
science of weather and at least 2 years of on -air 
experience, B.S. in Meteorology and A.M.S. Seal 
preferred. Computer experience, especially on 
the Weather Genesis a definite plus. Please send 
a resume and VHS tape to: Julie S. Weindel, 
News Director, WHIO -TV, 1414 Wilmington Ave- 
nue, Dayton, OH 45420. No phone calls please. 

Meteorologist to handle primary weathercasts 
Monday -thru- Friday. Strong presentation skills 
and energetic delivery necessary. AMS seal and 
two years experience preferred Please send 
your non -returnable tape, resume and 
weathercast philosophy by 12 -20 -98 to: Janet 
Klug, Human Resource Department, WISC -TV, 
7025 Raymond Road, Madison, WI 53719. EOE/ 
M -F. No calls please. 

General Assignment Reporters. WPGH -TV in 
Pittsburgh is looking for two aggressive General 
Reporters. Recent previous applicants need not 
apply, No calls. Send Resume Tape to: Tom 
Burke, News Dir WPGH Fox -53, 750 Ivory Ave., 
Pgh, PA 15214. EOE/M /F. 

Executive Producer- Good Day Philadelphia. 
WTXF -TV a FOX Broadcasting Station is looking 
for an Executive Producer for Good Day Phila- 
delphia. The ideal candidate will be responsible 
for a three -hour morning news, information, and 
entertainment program mix from 6 -9 am, Monday 
through Friday. This person will work with eight 
anchors /reporters, two producers, six writers, and 
large support staff. The ideal candidate should 
have 5 years line producer experience or small to 
medium market executive producer experience 
and a college degree. Become part of a four - 
person management team. For immediate con- 
sideration, qualified applicants should send re- 
sume and tape to: Human Resources Depart- 
ment-BC, WXTF -Fox Philadelphia, 330 Market 
Street, Philadelphia, PA 19106. 

Talented Producer: ABC -7, WJLA -TV in Wash- 
ington, DC has immediate opening for a top- 
notch producer to join our team. 5 years of prog- 
ressively responsible experience in a television 
newsroom, preferably in a Top 20 market re- 
quired. Strong news judgement, leadership 
abilities and communication skills a must. Re- 
sume and non -returnable reel to: Human Re- 
sources, WJLA -TV, 3007 Tilden Street, NW, 
Washington, DC 20008. EOE. 
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FOR DAILY CLASSIFIED UPDATES... 

Television Director. FOX 40 Binghamton is 
seeking a full -time Director/Technical Director for 
its 10pm newscast. Ideal candidate must be vis- 
ually and graphically creative, posses a positive 
attitude, give and take direction, works under 
deadlines. Candidates should have previous tel- 
evision experience. Resumes and tapes to: News 
Director, WICZ -TV FOX 40, PO Box 40. Vestal, 
NY 13851. EOE. 

Executive Producer. CBS affiliate in Albany, NY 
has an opportunity for a dynamic, creative team 
leader with excellent writing and copy editing 
skills. Responsible for day -to -day editorial con- 
tent and integration of graphics and production 
elements that enhance each newscast. Minimum 
5 years experience as newscast producer. It's a 
fun place to live and a great place to work. Send 
resume, news philosophy, and last nights 
air -check (VHS) to Joseph Coscia, News 
Director, WRGB -TV, 1400 Balltown Road. 
Niskayuna. NY 12309. EOE. 

Chief Photographer. 81st market ABC affiliate 
seeks team leader with extensive proven broad- 
cast production skills and strong news judge- 
ment. Mandatory college degree, minimum 5 

years experience including ENG and Live: pre- 
vious management supervisory experience a 
plus. No phone calls, please. Non -returnable 
tape. resume, salary requirements. news philos- 
ophy to Debra Harris, News Director, WAND -TV, 
904 Southside Drive, Decatur, Illinois 62521. 
EOE. 

Associate Producer. WTOL -TV has an opening 
for an individual to assist in producing newscasts, 
writing, editing videotape, reviewing newsteeds. 
scanning the news wire, and making beat calls. A 
college degree is preferred. Must have experi- 
ence in newswriting, editing videotape and have 
the desire to become a producer. Respond with 
resume to Personnel Administrator -110, WTOL- 
TV, PO Box 1111, Toledo, Ohio 43699 -1111. No 
phone calls please. WTOL is an Equal Opportuni- 
ty Employer. 

Assistant News Director. Midwest News 
powerhouse is looking for a strong newsroom 
leader to run the day -to -day operations of the 
best news station in the country. Great opportuni- 
ty for major market executive producer or pro- 
ducer. Send tape and resume to Personnel 
Coordinator, PO Box 816, Cedar Rapids. IA 
52406. EOE. 

Assignment Editor. NBC affiliate looking for ag- 
gressive, hard working, organized Assignment 
Editor. Prior newsroom and assignment desk ex- 
perience preferred. Must have working knowl- 
edge of newsroom computer systems, be a great 
leader and work well with others. College degree 
in journalism or broadcast communications re- 
quired. Send resume and references to: Sharon 
Quackenbush, General Manager Assistant EEO 
Officer, WEYI -TV NBC25, 2225 W. Willard Rd., 
Clio, MI 48420. Must be received by deadline of 
December 31, 1998. An Equal Opportunity 
Employer. 

HELP WANTED PROMOTION 

Television Promotion Director. WHEC -TV, the 
NBC affiliate in Rochester, N.Y. is looking for a 
Promotion Director who can make a difference. 
The station has state -of- the -art equipment and a 
strong commitment to promotion. Our ideal can- 
didate will be highly creative, a good writer, expe- 
rienced in video production, and familiar with 
market research. Send resume and salary re- 
quirements to: Kathleen E. Knox. Human Re- 
sources Coordinator, WHEC -TV, 191 East Ave- 
nue, Rochester, N.Y. 14604. No telephone calls 
please. EOE. 

Promotion Writer /Producer. Be a part of the 
Paramount Stations Group. WTOG -TV in Tampa 
seeks an incredibly creative on -air promotion 
producer with strong writing and non -linear edit- 
ing skills. Experience with image, contest, movie 
and generic promotion preferred. Send resume 
and best work to: WTOG -TV, Attn: Gamelle 
Jenkins, 365 105th Terrace N.E., St. Petersburg, 
FL 33716. No phone calls please. 

HELP WANTED RESEARCH 

Research Director. An exciting opportunity to 
join the growing Paramount Stations Group. UP- 
N38. Boston and WLWC. Providence is seeking 
a motivated individual with proven organizational 
and communication skills to head up our Re- 
search Department. This person must have the 
ability to track. evaluate and disseminate informa- 
tion on audience delivery in order to contribute to 
sales opportunities. A thorough knowledge of 
Nielsen ratings, TVScan and Scarborough a 
must. Please send cover letter and resume to 
WSBK -TV UPN38, Dept. 13, 83 Leo Birmingham 
Parkway. Boston, MA 02135. EOE. 

SNAP Software- Eastern Regional Sales Man- 
ager. Experienced television researcher with 
knowledge of SNAP and strong sales ability. Re- 
sponsibilities include sales and client support. Com- 
puter technical skills a plus. EOE. Fax resume to 
SNAP Software 212- 835 -2311. 

HELP WANTED 
FINANCIAL & ACCOUNTING 

Director of Finance. WAGA -TV, k1 FOX 080. 
is seeking Director of Finance to oversee day to 
day accounting operations of fast paced televi- 
sion station; performing month -end closing and 
reporting, participating in budget preparation pro- 
cess. monthly forecasting, as well as special pro- 
jects. Responsible for supervising staff of 2 -4 ac- 
counting personnel, with duties including paya- 
bles and payroll. Bachelor's Degree in Account- 
ing /Finance, CPA preferred. 3 -5 years experi- 
ence in accounting field with supervisory experi- 
ence. Thorough background and knowledge of 
account analysis and reconciliation, all facets of 
general ledger accounting and reporting, cash 
flow management, fixed asset maintenance and 
budgeting. Proven ability to create, analyze and in- 
terpret a variety of financial reports. Proficient 
with Excel and mainframe financial reporting, JD 
Edwards a plus. Send resume to Human Re- 
sources /FOX 5 1551 Briarcliff Rd.. Atlanta, GA 
30306. EOE. No phone calls please. 

VISIT BROADCASTING & CABLE ONLINE 
www.broadcastingcable.com 

CLASSIFIEDS 

HELP WANTED MISCELLANEOUS 

As one of the fastest growing. most prog1Cressive 

broadcast gqrou s in the nation, SINCLAIR 
COMMUNICATIONS. INC. owns and/or provides 
programming services or has agreements lo acquire 

i 64 stations in 42 separate markets, and owns, 
provides sales and programming services to. or has 
agreements or options fo acquire SI radio stations in 

OMIII 

im separate markets. Sindan's television group will 
Include ABC, CBS, FOX, NBC, WB and UPN 
affiliates. As our phenomenal growth continues. we 

seek the one element which gives us the edge on the competition and 
the power to stay on lop.lhebest people inlhe business. lf you are a 

motivated leam player with a successful track record, an opportunity 
may await you at Sinclair 

Charleston, SCWTAT /WMMP-TV /FOX/UPN 
National Sales Assistant 
JDtiD muvan experience preferred. Rep contact 
helpful. Mut be computer literate and highly 

motivated with at least two years experience. Send 
resume. BC#230 

ClaeiaaatiWSTRTV /WB 
Local Sane. Manager 
Seeking a strung marker to lead a strong local sales 
effort and maximize revenue. The position requires 
outstanding professional skills, a proven track record 
of creating television marketing plans. developing 
new television advertising revenue and managing 
multiple responsibilities. l'revious management 
experience preferred. Knowledge of l'vScan, C'MR 
and Scarborough is a plus. Send resume. BC#231 

Indianapolis WITV /WTIR- TV /wB4/2e 
National Sales Manager 
W'R4. Indiana's sports station. broadcast hone of Ill, 
Purdue and Bigt, Ten basketball and leonball, as well as 
Indiana Parer basketball. is seeking a NSM with a 
proven national sales record. strong persuasive and 
negotiation skills, strong leadership qualities and a 
desire to succeed. This is a tremendous opportunity 

for a highly motivated individual to join the Sinclair 
broadcasting family. Send resume and rover letter 
noting desired position and referral source. B('#232 

ladiaaapollsWTIV /w1THTV /w84/2e 
A Hug Manager 
Candidate will pnrvite- accurate and timely financial 
reports. supervise activities of the Accounting Dept. 
and administer employee compensation and benefit 
programs. Responsibilities include monthly financial 
statements. account analysis. payroll, fixed assets. 

billing and collect' , personnel functions, 
budgeting and special projects. Accounting degree 

Sreferred. 
l'rtur accoun ting experience required. 

end resume and cover letter. BC#233 

Kansas CI RSMO V /WB 
Research Director 
11)16 in Kansas (By has an immediate ope ' g for a 
Research Uire +iur with a minimum of two years 
broadcast research experience. Qualified candidates 
oust possess strong computer skills and must have 
experience with Nielsen, Scarborough, TvScan and 
(MR. Send resume. BC#2:t4 

Rms.. CltKSMOTV/WB 
Account Ezecatl.e 
WBK2 in Kansas City is poking for a proven winner! 
Experience in television sales and knowledge of 
Nielsen ratings required. Must be a creative thinker 
with strong follow -through who can meet the needs 
of advertising prospects and sell "outside of the box' 
marketing concepts. Lumputer skills required. Send 
resume. BCS235 

Oklahoma City- KOKH- TV/FOX 
I king for talented news prulession.ds. Anchors 
Reporters/ Producers, Pholopsphers I. r news 
cy eusinn. Send nun- eel!risible VHS la's.. liCt12 7fì 

Sinclair Radio of New Orleans -WWI-AM 
/WTKL -FM/ W LMG -FM/ W LTS-FM 
A t Executives 
Seeking nxn ivatrd. well-organized individuals with 
good written and verbal communication skills to call 
on top-level business decision- makers. Applicants 
must have an advertising/marketing background and 
outside sales experience. Positions offer excellent 
salaries and benefits for the right people. Accepting 
resumes through December 28. 1998. BCI237 

TriCitiesWEMTTV/FOX 
Satellite Coordinator 
Seeking an organized. detailoriented, computer - 
literate individual to assist with satellite scheduling, 
tape operations. quality control and light shipping. 
('uursewnrk /experience in television is a plus. Must 
possess a valid driver's license. Send cover letter and 
resume 130123R 

WlnstonalemWIILV /WUPNTV/ABC /UPN 
A t Executives 
Candidates with I -2 years media sales experience 
preferred. Semi resume. BCO2 :19 

Mail your resume in confidence immediately to: 
Broadcasting &Cable. 245 W. 17th Street. NY, NY 

MI I. Attn: Job M see 
.rrorae, 

Sinclair is proud to be au 
EQUAL OPPORTUNITY EMPLOYER 

and a DRUG -FREE WORKPLACE 
N'( AWN \ND \1INORMCS ARE Eti('n192:\(IEf)T(l \1'1'11 
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CLASSIFIEDS 

HELP WANTED CREATIVE SERVICES 

CREATIVE 
EXECUTIVES 
[ New York & Los Angeles 

TELEPICTURES PRODUCTIONS, one of 
the industry's leading production 
companies of first -run syndicated television 
programming, is seeking candidates for 
current programming and development 
positions for our growing slate of program- 
ming. If you are bright, outgoing, creative, 
have great communication skills, hands -on 

experience in first -run syndication, network 
or cable, the ability to think out -of- the -box 
and are full of ideas, we want to talk to you! 

Please send resume and salary requirements 
to: BHA Box -D200, 534 Broadhollow 
Road, Suite 460, Melville, NY 11747; 
FAX: 1 -800- 321 -9010. We are an Equal 

Opportunity Employer. 

Creative Services Department Position. WDSI 
FOX 61 TV, Chattanooga, TN seeks a talented 
News Promotion Producer. Candidate must be 
able to write, shoot and edit all phases of news pro- 
motion including topicals, series and radio spots. 
Non -news promotional duties also required. 
Non -linear editing experience preferred. Written in- 

quiries only. Send resume and tape to Christy 
Bradshaw, 1101 East Main St., Chattanooga, TN 
37408. Deadline: January 4, 1999. EOE. WDSI is 

a drug tree workplace. 

HELP WANTED PRODUCTION 

Promotion producers looking to do more than 
just the same old news, WAMI may be the place 
for you. Located right in the heart of South 
Beach, WAMI is the flagship station for Barry 
Diller's city vision concept. Our half hour 
newscast is a unique alternative to Miami's "if it 

bleeds it leads" programming and requires a 

creative thinker. Someone who's tired of cutting 
typical topicals and wants to change the face of news 
promotion. State of the art equipment from AVID, 
SGI and Apple are at your disposal. And did we 
mention the 7 Emmy's we won, more than any other 
station in the region? If this sounds like your dream 
job and you have 2 to 4 years of experience then 
send your resume and tape to: USA Broadcasting 
Promotion, 605 Lincoln Road, 2nd Floor. Miami 
Beach, FL 33139. USA Broadcasting is an 
Affirmative Action, Equal Opportunity Employer. 

Director - WFSB, a Meredith Broadcasting Group 
station, and #1 in Connecticut, is looking for an 
experienced newscast director. Send resume and 
reel to Mamey Elliott. Production Manager, 3 

Constitutional Plaza. Hartford. CT 06103 -1821. EOE. 

Talk Show Executive Producer. KTRK -TV (ABC 
owned) needs an Executive Producer for its live. 
daily talk show Debra Duncan. Responsible for 
overseeing all aspects of the show...from content 
to production to promotion. Must be a team leader 
and manager...someone who is relentless and cre- 
ative coming up with compelling content. Must pos- 
sess superb writing and storytelling skills. Must 
have excellent people skills, exceptional control 
room demeanor, production skills, ability to work 
under tight deadlines. Five years television produc- 
ing experience preferred. Please send resumes to: 
Kim Nordt- Jackson, Program Manager, 3310 Bis- 
sonnet, Houston, TX 77005. No phone calls 
please. Equal Opportunity Employer. M /FN /D. 

HELP WANTFn 41 Ì POSITIONS 

m LOOKING OUT 

IJ7 FOR YOU BCTVT 

As the CBS affiliate for the Dallas /Fort Worth 
area, Channel 11 takes great pride in its role as 
The Eye of Texas and the employees that make 
it happen. You can be a part of our team. We 
are currently looking for: 

MARKETING DIRECTOR - Bachelor's degree in 
Marketing, Journalism or related field required. A 

minimum of 5 -7 years as a Director of 
Marketing, Promotions, or News at a major 
market network affiliate television station. 

ACCOUNT EXECUTIVE - Bachelor's degree in 
Marketing, Communicot ans or related field and, 3 -5 
years media sales experience required. Broadcast 
Soles Preferred. 

NEWS DIRECTOR - Bochelor's degree in 
journalism (or 10 yrs. progressively responsible 
exp.) req'd. A min. 10 yrs. with al least 4 yrs. in 

a director capacity req'd 

FOR MORE DETAILS LOOK US UP ON THE WEB AT 

WWW.KTVT.COM. 

OR CALL THE JOB LINE AT. 

817.451.1111 EXT. 755 

Send resumes and non -returnable tapes to 

Human Resources 
PO Box 2495 

Fart Worth, TX 76113 

NO PHONE CALLS PLEASE. 

WE ARE AN EQUAL OPPORTUNITY EMPLOYER 

TV SALES TRAINING 

PREPARE FOR A CAREER 
IN TV TIME SALES 

Make yourself an 
indispensable sales person 

(as others have - NBC. ABC. CBS. 
Turner. ESPN and dozens of stations) 

Call for FREE Info Packet 
ANTONELLI MEDIA 
TRAINING CENTER 

(212) 206 -8063 

PROGRAMMING SERVICES 

1998 Telly Award Recipient 

+ New revenue 
opportunity for broadcasters 

And Cable! 

* Your own meteorologist 

National Weather Network 
WEATHERWORX 

1.800.353.9177 
Low CASH AND BARTER. 

TV RESUME TAPES 

Career Videos prepares your personalized 
demo. Unique format. excellent rates, coaching, 
job search assistance. tape critiques. Great track 
record. 847-272-2917. 

CABLE 

HELP WANTED PROMOTION 

Management We Now Go LIVE To... 
... the qualified candidate for our On -Air Promotions Department. Encore Media Group, the largest 

provider of premium movie networks in the U.S., is seeking a visually oriented, creative individual with a 

solid conception -to- completion track record to join our organization as: 

MANAGING PRODUCER 
You'll oversee all aspects of production for promos & interstitial features. You'll also be responsible for 
budgets, staff, and administrative coordination. This position requires writing, producing, editing and 
directing experience; experience with graphic design and video integration; and the ability to direct talent. 

Qualifications include a bachelor's degree in a related field or industry experience to include a minimum 
of 6 years in television promotion; supervisory experience preferred. Knowledge of movies is as important 
as your superior communication skills. For consideration, please forward your resume, tape and salary 
history to: 

Encore Media Group, #563BC, P.O. Box 4917, Englewood, CO 80155; Fax (303)267-7370. 
Successful candidates will be subject to a drug test. EOE. 

M E D I A G R O U P L L C,. 
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Sales Promo:ion Manager. NCC, the country's 
premier spot cable advertising rep firm seeks 
energetic, creative self- starter with proven ability 
in mar<eting or consumer promotions, for NY of- 
fice. This multi- task -oriented individual will devel- 
op and execute promotion concepts and uncover 
marketing -oriented sales leads for joint pres- 
entations wits sales staff. Requires superior 
communication, organizational and Iollow- 
through skills and computer proficiency. Knowl- 
edge of print production and copy writing skills a 
plus. Minimum five years experience in sales, 
marketing, or media environment. NCC is an 
E.O.E. Send resume and salary requirements in 
confidence to: National Cable Communications, 
Attn: Promotion Position, 114 W. 47th St. 17th 
FI., NY, NY 10036. FAX: (212) 730 -7479. 

HELP WANTED RESEARCH 

Cable Net Senior Research Analyst, NYC. If 

you have 3 -5 yrs exp. at a Cable or Broadcast 
Net. in Research know the Nielsen systems in- 
cluding Galaxy backwards and forwards then this 
a great career move for you. One of the top cable 
conglomerates has an opening for one of its' key 
cable networks. All faxes must include salary his- 
tory to be considered. Contact: Lee Rudnick, DBI 
Media, Executive Search. Ph: 212- 338 -0808, Ext 
5 /Fax: 212- 338 -0632. Visit our Web site at http: // 
www.dbiny.ccm. 

Broadcasting 
&Cable 

()HUM 
Place Your 
Ad Today... 

Class fled advertisers in 
Broadcasting Et Cable can post 
their ad on our website. Update 
daily, it's the industry's most read 
and most comprehensive online 
listing. Plus, as the industry's only 
categorized online listing, your ad 

is easier to find. 
Place your ad today -see it today! 

.. See Resumes 
Tomorrow 

For more information: 
Antoinette Pellegrino 212.337.7073 
email: apellegrino @cahners.com 

Francesca Mazzucca 212.337.6962 
email: =mazzucca @cahners.com 

ADVERTISE on 
1www.broadcastingcable.com 

HELP WAN i ED SALES 

CLASSIFIEDS 

A 
ADLLNK. 

t i1GF*FD TV 

The nation's leading cable television advertising 
company, delivering advertising, marketing and 
promotions to the Southern California region, is 

expanding its dynamic team 

Traffic Coordinator 
If you are an experienced traffic coordinator who wants 
new challenges, Adlink may have the right opportunity 
for you! Responsibilities include order and copy input 
and solving scheduling challenges. We are looking for a 

candidate with excellent administrative, communication, 
and organizational skills. Must be detail oriented and be 
willing to be cross -trained with other traffic personnel. 

Send resume and salary history to Adlink, Human Resources, 11150 Santa Monk, RIYd., Suite 90n 
los Anxeles, CA 90025 or e -mail jobskradlink.com 

HELP WANTED MANAGEMENT 

Accustaff Incorporated, the fourth largest staffing agency, in partnership with Discovery 
Television Center- Miami, is seeking the following dedicated professionals to join us...a new state - 
of-the-art digital broadcast facility located in Miami, Florida. 

CORE OPERATORI.ILASTER CONTROL 
Support the master control for multiple networK services, including providing technical and tape operations 
support, audio production, tape duplication and technical quality control. At least two years of experience in a 
broadcast master control environment coupled with technical literacy and the ability to read scopes and moni- 
toring equipment are essential. Strong computer, communication, organizational and prioritizing skills, and 
experience with switches, automation systems and millers are required Familiantytluency in Spanish or 
Portuguese is also essential. 

1CI)ID L1 }73.1('h 
Technically evaluate (QC). prepare, dub, download. and/or layback laudio translation edit) program and inter- 
stitial material for on -air use on multiple network at 24 X 7 facility. Two years minimum experience in on -air 
operations environment with a basic understanding of video and audio theory routing systems and signal 
paths. College degree in communications or related education preferred. Strong organizational, computer and 
multi- tasking skills. as well as fluency in Spanish or Portuguese is a must. 

TRANS MISSION ENGINEER 
Minimum of 3 years engineering experience with satellite transmission provider, TV transmission facility. or 
network controVoperations center. Knowledge of video, audio and RF signal parameters and quality control 
standards required. including maintenance of Satellite Uplink Systems. PC literacy required. Experience with 
digital compression systems (Scientific Atlanta Power Vu and/or General Instrument Digicipher preferred) also 
required. Knowledge of Phillips/BTS master controVrouting and Louth Automation systems a plus. Spanish 
and/or Portuguese a plus. 24 X 7. 

Successful candidates will have a primary expertise in either systems, RF, video or audio. Minimum 3 years 
systems experience including significant experience in ITU -R 601 digital environment. Ability to diagnose to 
component level, familiarity with test signals and equipment, analytical software, and computer programming. 

AA degree in electronics or computer systems required. Military or 
other significant experience/training can be substituted for degree Souery equireets. BE certification FCC general licen se 
strongly preferred. Spanish and/or Portuguese a plus. 

TELEVISION 
CENTER rmnnu 

Send resumes to: Human Resources. Discovery 
Television Center -Miami, 6506 Blue Lagoon Drive, 
Suite 100, Miami, FL 33126, FAX: (305) 507 -1583, Email: 
Alice Torres@discovery.com Equal Opportunity Employer 
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CLASSIFIEDS 

ALLIED FIELDS 

HELP WANTED INSTRUCTION 

The Knight Chair In Journalism Technologies 
and the Democratic Process. College of Journal- 
ism and Communications. University of Florida. 
Position Responsibilities: The University of Flor- 
ida's College of Journalism and Communications 
seeks an outstanding journalism professional to 
become its first Knight Chair in Journalism 
Technologies and the Democratic Process. This 
Knight Chair is designed for a person to teach un- 
dergraduate and graduate students and to 
engage in research /creative activities concerned 
with how the technologies used to gather, ana- 
lyze. organize and disseminate information con- 
tribute to journalism's role in developing informed 
citizens, capable of making decisions necessary 
for self -government. In addition. the Knight Chair 
will engage in public service activities effectively 
linking the college and its programs with journal- 
ism professionals locally. regionally, nationally 
and internationally. Qualifications: The successful 
candidate is required to have a record of pro- 
fessional accomplishment that would justify ap- 
pointment at the rank of professor in journalism 
and communications. Qualifications also include: 
minimum five years of full -time journalism experi- 
ence: significant professional expertise related to 
new media technologies: intellectual curiosity: de- 
sire and demonstrated record /potential to con- 
duct research and /or engage in creative activities 
designed to explore and explicate the connec- 
tions between new journalism technologies and 
the development of a democratic society. A 

bachelor's degree in an appropriate field is the 
minimum educational requirement. Desire and po- 
tential for effective teaching are also required: ef- 
fective teaching experience preferred. The Knight 
Chair: This Chair was endowed with a $1.5 
million gift to the College from the John S. and 
James L. Knight Foundation. The Knight Founda- 
tion gift was augmented by the state of Florida's 
Matching Gift Program. Income from the total en- 
dowment provides a competitive salary. plus 
generous support for research. travel. and staff/ 
graduate student assistance. This is one of 12 

HELP WANTED TECHNICAL 

Uplink EIC/Maintenance Engineer who likes 
challenges and doesn't mind weekend and out - 
of -town assignments needed immediately in St. 
Louis. Missouri. Qualified applicants must have 
broadcast maintenance experience and have 
worked with transportable uplinks. This position 
will also have primary responsibility for our fiber 
distribution network, client projects and inventory 
management. A good driving record mandatory. 
If you are flexible. an independent decision 
maker. self- confident, steady under pressure and 
take pride in performance. Fax your resume and 
salary history to KAUFMAN BROADCAST SER- 
VICES. 314- 421 -2843. No calls accepted. Equal 
Opportunity Employer. 

HELP WANTED SALES 

Director of Content Acquisition. FASTV, Inc., 
a progressive. Los Angeles -based media Internet 
start -up. seeks experienced programming/ 
acquisition executive. Proven sales and deal - 
making ability and understanding of online me- 
dium a must. Legal background preferred. We of- 
fer competitive salary. benefits and performance - 
based compensation package. For immediate re- 

sponse. please fax resume and salary require- 
ments to CONTENT POSITION at (323) 954- 
7695 or e -mail to content @fastv.com. No phone 
calls please. EOE. 

Knight Chairs endowed by the Foundation. The 
University of Florida's College of Journalism and 
Communications is a national leader in the pro- 
fessional education of journalists and other 
communication practitioners. The college is na- 
tionally accredited and has programs in advertis- 
ing, print and broadcast journalism. public rela- 
tions and telecommunication production and op- 
erations. The college offers bachelor's, master's 
and doctoral degrees and currently enrolls 2,600 
undergraduate students, 135 M.A. students and 
40 Ph.D. students. In addition to four academic 
departments. the college includes the North Cen- 
tral Florida public broadcasting stations (WUFT- 
TV, WUFT -FM. WJUF -FM). two commercial radio 
stations (WRUF- AM /FM) and a low -power televi- 
sion station. The college also includes the 
Brechner Center for Freedom of Information, The 
Documentary Institute, and an Interactive Media 
Lab, a state -of- the -art facility designed for 
teaching and research. The college has a long 
history of innovation in new communication 
technologies. from early installation of front -end 
systems in editing labs to experimental creation 
of an electronic newspaper in partnership with 
the New York Times -owned Gainesville Sun. The 
college has its own LAN of approximately 350 com- 
puters and also has a $5 million endowment spe- 
cifically to provide annual funds for computers 
and computer -related technologies. Further in- 
formation about the college is available at http: // 
www.jou.ufl.edu /. Application Deadline: Deadline 
for applications is February 1. 1999. Appointment 
begins August 1999. Please send application or 
nomination letters to: Prof. Julie Dodd. Knight 
Search Committee Chair. College of Journalism 
and Communications. 2096 Weimer Hall, Univer- 
sity of Florida. Gainesville, FL 32611 -8400. 
Application letters should be accompanied by a 

detailed vita/resume and names /addresses of 
three references. The search is conducted under 
Florida's open records laws. All documents are 
open for public inspection. Minorities. women and 
persons with disabilities are encouraged to apply. 

HELP WANTED MANAGEMENT 

Corporate Relations Manager. ALLSTATE In- 
surance, our employees make the difference! 
We are currently seeking a Corporate Relations 
Manager to manage daily dept. operations: 
oversee all internal and external communication 
strategies: and represent the company regarding 
Allstate's position within news media. This indi- 
vidual will also provide counsel and direction re- 
garding events, image and advertising. A 

Bachelor's degree in Communications, Journal- 
ism or related field, PC proficiency and prior 
management exp. required. Knowledge of the in- 
surance industry preferred. Excellent verbal, writ- 
ten and strategic planning skills a must. We offer 
excellent compensation and benefits. For con- 
sideration, send your resume and cover letter to: 
Allstate. Attn: Brian Brashears, 9225 Indian 
Creek Parkway. Ste. 600. Overland Park, K66210. 
Fax: 913 -451 -5398. EOE. Allstate Insurance. 

HELP WANTED PRODUCTION 

GIANT OCTOPUS. We're spreading our tenta- 
cles! We're looking for dynamic designers, highly 
organized, very proficient- technically minded in- 
dividuals. A knowledge of MAC software a must. 
Ability to create complex Atter Effects files also 
very important. Post production knowledge and 
systems maintenance is a plus. Send reel and re- 

sume to: Rey Rodriguez, Giant Octopus. 2915 
State Rd. 590- Suite 19. Clearwater. FL 33759. 
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HELP WANTED NEWS 

Leading media services company needs 
person with TV news /assignment background to 
head NYC based media placement dept. Sched- 
uling staff to book TV interviews, overseeing 
script and alert writers, handling client relations, 
shaping editorial message for Video News Re- 
lease, Radio Media Tour and Satellite Media 
Tour placement and interacting with company's 
sales group. Must have great news sense, writing 
ability. organizational /management skills and en- 
joy working in a pressure situation that requires in- 

tellectual agility and quick decisions. Resume to 
Michael Hill, News.Broadcast Network, (fax) 212- 
684 -9650. E -mail, mikeh @Newsbroad- 
castnetwork.com. 

HELP WANTED FACULTY 

TV FILM: Allentown College of St. Franics de 
Sales is seeking a full -time faculty member in TV/ 
Film. The two -year old program offers courses in 

film, television, and radio. Experience with non- 
linear editing systems and computer graphics 
necessary. Master degree. professional credits, 
and successful college teaching experience re- 
quired: Ph.D. preferred. Allentown College is a 
four -year. Catholic. liberal arts college located in 
eastern Pennsylvania, with easy access to NYC 
and Philadelphia. Position available late August 
1999. Send letter of application. curriculum vitae, 
three letters of recommendation. and transcripts 
to Mr. Kenneth Gardner, Allentown College. 2755 
Station Ave., Center Valley, PA 18034 -9568. 
Deadline: February 15. EOE. 

WANTED TO BUY EQUIPMENT 

Used videotape: Cash for 3/4- SP, M2 -90's, 
Betacam SP's. Call Carpel Video 301 -694 -3500. 

FOR SALE EQUIPMENT 

CLEARLY 
PRUDENT. 

For video duplication, demos, 
audition reels, work tapes, our 
recyclel tapes are technically 
up to any task and downright 
bargains. All formats, fully guar- 
anteed. To order call: 

(800)238-4300 CARPEL 
VIDEO 

Lowest prices on videotape! Since 1979 we 
have been beating the high cost of videotape. 
Call Carpel for a catalog. 800 -238 -4300. 

AM and FM transmitters, used, excellent condi- 
tion, tuned and tested your frequency. Guaran- 
teed. Financing available. Transcom. 800 -441- 
8454. 215 -884 -0888, Fax 215 -884 -0738. 
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FOR SALE STATIONS 

FM Class A Saginaw, MI Market, fully equipped $250K 
FM Class A Carolina Coastal with cash flow $750K 
FM Class C2 50 kw Nashville Market $1.4M 
FM Class C2 S. Florida Resort Market $1.3M 
AM Florida Atlantic Coastal Market, Ethnic $1.5M 
AM Florida Gull Coast (Tampa) Cash flow $950K 

HADDEN & ASSOC. 
(0) 407-365-7832 (FAX) 407-366-8801 

Florida TV. Major Market. Full Power. Low # 
UHF. Over 900K Cable Households. Profitable 
Independent. $30 Million Cash. Fax financial 
qualifications and full identity by 12 -22 -98 to: 
307 -684 -0723. 

Missouri: KDJR -FM and KHAD -AM. Best offer. 
Qualified Principals. 573- 449 -3883. 

EMPLOYMENT SERVICES 

PROFESSIONAL JOBS 
WITH ENTERTAINMENT COMPANIES 

BROADCAST & CABLE TELEVISION. DISTRIBUTORS. 

A407ICN PICTURE. POST PRODUCTION & MORE 
Entry to senior level jobs nationwide in ALL fields 
(news. sales. production, management. etc. 
Published biweekly. For subscription information: 

(800) 335 -4335 

Entertainment Employment JournalTM 
email: info @eej.com 

TV Reporters, Anchors and Producers! Expe- 
rienced or entry level, hundreds of satisfied 
clients know winning that great job starts by con- 
tacting Tony Windsor at NEWSDirections (423) 
843 -0547 or toll -free voice mail (800) NEWSDIR. 

Just For Starters: Entry-level jobs and "hands - 
on" internships in TV and radio news. National 
listings. For a sample lead sheet call: 800 -680- 
7513. 

COLLECTION AGENCY 

MEDIA COLLECTION 
DREAM TEAM 

CCR 
Attorney (former broadcast/cable ad sales 

manager NBC -TV, Katz, Petry, Lifetime) 
and staff handle the USA's top media 
firm's collection accounts offering: 

1. Unequalled knowledge of media business. 
2. Ten years of unequalled /documentable 

recovery rates. 
3. Customized reporting. 
4. Competitive contingent fee schedule. 
5. References available. 

Call/Write: 

CCR George Stella 

1025 Old Country Road Suite 303S 

Westbury, NY 11590 

Tel: 516-997-2000 212-766-0851 Fax: 516 -997 -2071 

E -Mail: CCRCollect @AOL.corn 

CLASSIFIEDS 

Order Blank (Fax or Mail) 
CLASSIFIED RATES 

Display rate: Display ads are $218 per column inch. Greater frequency 
rates are available in units of 1 inch or larger. 
Non -Display rates: Non -Display classified rates (text only) are $2.50 per 
word with a minimum charge of $50 per advertisement. Situations Wanted 
rates are $1.35 per word with a minimum charge of $27 per advertisement. 
Online Rates: $50 additional to cost of ad in magazine 
Blind Boxes: Add $35.00 per advertisement 
Deadlines: Copy must be in typewritten form by the Monday prior to pub- 
lishing date. 

Category: 
Online: 

Ad Copy 

Date(s) of insertion: 

Line ad 
1 Week 

Display 
2 Weeks 

Amount enclosed: 

Name: 

Company: 

Phone: Fax: 

Address: 

City: State: Zip: 
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FIFTH ESTATER 

Digging deep pays off for Bilotti 
Richard Bilotti spent much of this 
year sweating. Known for his 
unusually thorough, sometimes 

exhaustive studies of cable and entertain- 
ment stocks, the media analyst with Mor- 
gan Stanley Dean Witter had questioned 
whether the troubles of Tele- Communica- 
tions Inc. were really over. While bullish 
on other cable operators, in July 1997 
Bilotti went out on a limb and downgrad- 
ed TCI's stock from "outperform" to 
"neutral" 

That's momentous and undiplomatic on 
Wall Street and as close to a "sell" as 
many securities analysts will ever get if 
their firms woo companies for investment 
banking. 

As the only major Wall Street analyst 
with a negative opinion, Bilotti's down- 
grade was a high -profile mistake. TCI's 
momentum continued with the stock 
clicking up from $18 to $47 after AT &T 
Corp. announced its $48 billion takeover 
of the MSO. 

Among Bilotti's worries -and among 
some rival analysts' hopes -was that the 
bad call could cost him his top ranking in 
Institutional Investor magazine's annual 
assessment of securities analysts. Though 
the survey of money managers is often 
criticized as a beauty contest rewarding 
salesmanship over analytical skill, a rank- 
ing is prestigious enough that investment 
banks often give big bonuses to their ana- 
lysts that make it. 

But in this fall's results, buy -side 
investors again voted Bilotti No. I. 

No one was more surprised than Bilotti. 
"In 15 years as an analyst, that was m) 
biggest mistake," Bilotti says of his TCI 
estimation. 

His immunity is partly due to the 
unusually aggressive Morgan Stanley 
sales force's prodding of buy -ciders to 

vote for the firm's analysts. But it is also 
due to the fact that while Bilotti is right 
more often than he is wrong, even his 
biggest buy -side fans don't rely on him for 
his stock picks. They're keenly interested 
in the way he plunges so deeply into a 

company's operations and his penchant 
for delving into minutia that some of his 
competitors don't always study as rigor- 
ously. 

"He does some of the best work," says 
David Shell, a portfolio manager for Lib- 
erty Asset Management. Shell has used 
Bilotti's insights into capital structures to 

"All investors want 
to see how your 
reasoning works. A 
more limited set of 
investors actually 
uses the detail, 
pulls it apart and 
reassembles it for 
their own purposes." 

Richard 
Anthony 
Bilotti 
Managing director /media 
analyst, Morgan Stanley Dean 
Witter, New York; b. Sept. 9, 
1962, Morristown, N.J.; B.S., 
economics, University of 
Pennsylvania, Philadelphia, 
1984; research assistant, 
Kidder Peabody & Co., New 
York, 1984 -86; vice 
presideni/high -yield bond 
analyst, L.F. Rothchild, New 
York, 1986 -88; vice 
president/bond analyst, 
Prudential Bache Securities, 
New York, 1988 -89; managing 
director/high -yield bond analyst, 
Wasserstein Perella & Co., New 
York, 1989 -94; current 
positions since 1994; m. Jo- 

Anne Williams, Dec. 9, 1995 

guide investments in such firms as Viacom 
Inc., the Walt Disney Co. and Time Warn- 
er Inc. "Bilotti analyzes the things I don't 
want to analyze [such as] arcane tax issues 
[and] arcane accounting issues. He's 
going to write it in a way I can handle." 

Bilotti is unusual in two other ways. 
He's a rare bond analyst who switched 
over to the starkly different discipline of 
following stocks. And until he quit the 
habit recently, he was the rare Wall 
Streeter -particularly as an Italian -Amer- 
ican who grew up in suburban New Jer- 
sey -who chewed tobacco, filling up a 
giant disposable soda cup in his office 
each day with the tailings. 

After landing on Wall Street in 1984 
at Kidder Peabody, Bilotti wanted to fol- 
low airlines and health -care companies 
until a trader at his next firm, L.F. 
Rothchild, pushed him to track media 
companies. 

It was in 1989 at Wasserstein, Perella 
that he and analyst Rich MacDonald 
began to produce what has become Bilot- 
ti's trademark, an exhaustive 80- to 100 - 
page study of the cable industry densely 
packed with intricate financial models. 
That caught the attention of Morgan Stan- 
ley, which brought Bilotti over as an equi- 
ty analyst following cable. He was now 
grouped with a handful of other media 
analysts, as a more academic analyst who 
publishes immense, complicated models 
on industry trends to determine underly- 
ing value. 

"Quantification of strategy is the equiv- 
alent of building credibility," Bilotti says. 
"I believe all investors want to see how 
your reasoning works. A more limited set 
of investors actually uses the detail, pulls 
it apart and reassembles it for their own 
purposes." 

Bilotti currently is particularly bullish 
on content producers, notably movie stu- 
dios. He believes that ever -increasing out- 
lets only play to their advantage. "As elec- 
tronic distribution gets cheaper and more 
available, the value of the content is going 
to expand exponentially," he says. 

Bilotti's next task is assessing the eco- 
nomics of digital television. He's still 
working out the details, but contends that 
by creating so many uses for what used to 
be simply a monitor, "digital does for TV 
what the Internet is doing for the PC. It 
will create entirely new uses." 

-John M. Higgins 
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FATES & FORTUNES 

BROADCAST TV 

Janice Todd, manager. general sales, 
KJRH(TV) Tulsa, Okla., joins co -owned 
KNXV -TV Phoenix in same capacity. Bill 
Sevenoaks, manager, local sales, 
MJR [wry ). succeeds Todd, and Chad 
Woolbright, account executive /manag- 
er, national sales, succeeds Sevenoaks. 

Titers Rush, direc- 
tor, TV program- 
ming and commu- 
nity development, 
wFYI -TV Indi- 
anapolis, joins 
wuFT -TV 

Gainesville, Fla., 
as station manager. 

Appointments. 
WWBT(TV) Rich- 
mond, Va.: Don 

Richards, general manager, WRLH -TV 
Richmond. joins as VP /general manag- 
er; Paula Hersh, senior director, affiliate 
marketing, the Golf Channel, Orlando, 
Fla., joins as marketing director. 

Michelynn Woodard, manager, sales 
research and marketing, Fox Broad- 
casting Co., Los Angeles, named man- 
ager. network distribution. Eastern 
region. New York. 

Gerald Michel, VP, operations and engi- 
neering, wxtA(TV) Atlanta. joins co- 
owned w-rsP -Tv Tampa Bay, Fla., as VP, 
engineering. 

Dick lice, manager, broadcast accounts, 
Sony Electronics. Midwest region, Min - 
neapolis/Saint Paul, joins KSTP -TV there 
as director of engineering. 

Paul Button, supervising producer, 
KcAL(Tv) Los Angeles. named executive 
producer. 

Mye Echiverti, writer /producer, WMAQ- 

TV Chicago, named manager, promotions. 

PROGRAMMING 

Philip Schuman, senior VP, Universal 
Television and Networks Group, Uni- 
versal City. Calif.. named executive VP. 

Philip Kruener, director of develop- 
ment, Evolve Entertainment, Beverly 
Hills, Calif., joins King World Produc- 
tions, New York, as director of devel- 
opment, network programming. 

Appointments. Unapix Entertainment. 
New York: Rob Miller, executive VP, 
Unapix North America. named presi- 
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dent; Bruce Casino, senior VP, North- 
east and Central regions, Pearson/All- 
American Television, New York, joins 
as executive VP /manager, general 
sales, Unapix syndication. 

Appointments, Hallmark Entertainment 
Networks, Englewood, Colo.: F. kip 
Vanderbilt, VP, international sales, 
Weather Channel, New York, joins as 

senior VP, worldwide advertising sales, 
Denver; Jeffrey Johnson, director, mar- 
keting and programming, Optus Vision, 
Sydney, Australia, joins as VP /manag- 
ing director, Asia Pacific, Singapore. 

Dom Stasi, VP, 
engineering and 
network opera- 
tions, Your Choice 
TV, Denver, joins 
TVN Entertain- 
ment Corp.. Bur - 
bank, Calif., as 
VP, technology 
development. 

Stasi Sarah Bartlett, 
assistant managing editor. Business 
Week, New York, joins cable program- 
ming venture Oxygen Media there as 

senior VP. business content. 

Carol Finelli -Brown, director of opera- 
tions, Pittsburgh, for news service 
Metro Networks, Houston, named 
director, affiliate relations. 

JOURNALISM 

Bruce Perlmutter, senior producer, 
CNBC, Fort Lee. N.J., joins CNN, New 
York, as executive producer, News - 
Stand: CNN & Entertainment Weekly. 

York, WNBC -TV New York. joins co- 
owned CNBC, Fort Lee. N.J., as chief 
meteorologist. He will be succeeded at 
WNBC -TV Chris Cimino, weekend meteor- 
ologist. Also at wNaC -Tv, producer Me 
Fitzsimmons has been named senior pro- 
duc cr. and associate producer Paula 
Cocozza has been named producer. 

Mitch Gelman, projects editor, Seattle 
Post -Intelligence,: Seattle, joins CNN /SI 
Interactive as assistant managing editor. 

David Goldberg, news director, wun- 
TV San Diego, joins WDEF-TV Chat- 
tanooga, Tenn.. in same capacity. 

Marc Canis, president, Sportscorp, 
Chicago, joins CNNfn, New York, as 
sports commentator. 

ADVERTISING/MARKETING,/ 
PUBLIC RELATIONS 

Appointments, BBDO Chicago: Mary 
Jane Odermann, VP /planning supervi- 
sor, Western International Media, 
Chicago. joins as associate media 
director; Anne Joyaux, media supervi- 
sor, DDB Needham. Chicago. joins in 
same capacity; Chris Tussing, account 
supervisor. DDB Needham, San Fran- 
cisco. joins in same capacity. 

Kerry Graffy, exec- 
utive /manager, 
Cox Studio Pro- 
ductions, Cox 
Communications, 
Santa Barbara, 
Calif., joins digital 
interconnect 
Adlink, Los Ange- 
les, as manager, 
creative services. 

Pertmutter Cavuto 

Appointments, Fox News, New York: 
Neil Cavuto, managing editor /anchor, 
The Cartuo Business Report, named 
VP, business news, in addition to his 
current duties: Dave Barrett, anchor, 
ABC Radio Networks, New York. joins 
as news director, radio. 

Joe Witte, meteorologist, Today in New 

1998 

Graff), 

RADIO 

Scott Muni, veteran announcer /pro- 
gram director, joins WAxQ(FM) New 
York, as host, The Scott Muni Show. 

John Duncan, program director, 
KLOS(FM) Los Angeles. joins KLYY(FM) 
there in same capacity. 

Appointments. WFAN(AM) New York: 
Donovan Welsh, manager, local sales, 
named manager, general sales; Ken 
Schoen, director, sports marketing, 
succeeds Welsh. 

Wend Pow% account executive, WGN(AM) 
Chicago. named manager, local sales. 

Michael Castello, managing director, 
United Stations Talk Radio, New York, 
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joins MediaAmerica there as director, 
Hispanic radio services. 

Kevin Dalton, account representative, 
Barry Advertising, York, Pa., joins Asso- 
ciated Press broadcast news center, 
Washington, as executive, regional radio. 

CABLE 

Argentino 

Appointments, 
Columbia TriStar 
advertiser sales, 
New York: Bo 
Argentino, VP, 
named senior VP; 
Dennis J. Dunphy, 
Midwest manag- 
er, Chicago, 
named VP, sales 
and marketing, 
Central region. 

Jim Head, VP, original programming, 
TBS Superstation, Atlanta/Los Ange- 
les, named senior VP. 

Lou DiBella, sen- 
ior VP, program- 
ming, Time Warn- 
er Sports, New 
York, joins HBO 
there as senior VP, 
HBO 
Sports/TVKO pro- 
gramming. 

Sean Bratches, 
VP, affiliate sales 
and marketing, 

ESPN, New York, named senior VP. 

Appointments, Nickelodeon, New 
York: William Weil, director, busi- 
ness development group, named 
president; Jean Margaret Smith, 
director, public affairs, named VP, 
public affairs and administration. 
Appointments, E! Entertainment Televi- 
sion, Los Angeles: Barry Nugent, 
assignment manager, E! News, named 
director, talent relations; Lisa Rowan, 
manager, talent and development named 
director, talent and development. 

Appointments, 
Food Network, 
New York: Bruce 
Seidel, manager, 
program schedul- 
ing, Discovery 
Communications, 
Bethesda, Md., 
joins as director, 
scheduling; Sarah 
Cohen, director, 
new media, 

Parade Publications, New York, joins 

DiBella 

Seidel 

in same capacity; Jane Fletcher, mar- 
keting manager, Comedy Central, New 
York, joins as marketing manager, 
events; Amy Morrison, account execu- 
tive, affiliate sales and marketing, 
Eastern region, New York, named mar- 
keting manager, affiliate sales. 

David M. Intrator, VP, programming 
and marketing, Marcus Cable, Dallas, 
joins A.H. Belo Corp there as VP, 
cable development, broadcast division. 

Sandra Sims, VP, ministry program- 
ming, the Christian Television Network, 
Clearwater, Ra., joins the Inspirational 
Network, Charlotte, N.C., as executive 
producer, development programming 

TECHNOLOGY 

Klitzer 

Jeffrey Klitzer, 
rental manager, 
ASC/Leitch Tech- 
nology, Burbank, 
Calif., joins Pana- 
sonic Broadcast 
and Digital Sys- 
tems, Los Ange- 
les, as group man- 
ager, nonlinear 
editing systems. 

INTERNET 

Appointments, CNN /SI Interactive, 
Atlanta: Hart Hooton, director, market- 
ing and business development, named 
general manager; Joseph Trotz, pro- 
ducer, special events, CNNSI.com, 
named coordinating producer. 

ASSOCIATIONS 

Appointments, Arbitron Radio Advi- 
sory Council, New York: Inv Gold- 
stein, VP /general manager, WLAD(AM) 
Danbury, Conn., named chairman; 
Mickey Luckoff, president/general 
manager, Icco(AM) San Francisco, 
named vice chairman. 

ALLIED FIELDS 

Vicki Kroviak, director, on -air promo- 
tions, Sky Latin America, Miami, 
named VP, creative services. 

Terrence Sekel, director, integrated 
sales and marketing, ESPN, New York, 
joins Nielsen Media Research, New 
York, as VP /director of marketing, 
advertiser services. 

lace Vogler, director of purchasing, Hol- 
iday Vacations, Eau Claire, Wis., named 
general manager, holiday vacations, tel - 
evision/radio division. 

FATES & FORTUNES 

DEATHS 

Lord Lew Grade, 
91, legendary and 
flamboyant 
British entertain- 
ment mogul, died 
Dec. 13 in London 
of heart failure. In 
1955, Grade 
founded Associat- 
ed Television 
(ATV), the first 

Grade commercially 
financed British 

channel to compete with the BBC. 
Aiming to provide light -hearted, enter- 
taining alternatives to the BBC's tradi- 
tional fare, Grade produced a string of 
successful shows that crossed the 
Atlantic. Among them: The Saint, 
Secret Agent, The Prisoner, The Per- 
suaders. The Julie Andrews Show, This 
Is Tom Jones, as well as syndicated 
shows The Muppet Show, Interpol 
Calling and Whiplash. 

He also engineered large -scale 
international TV co- productions such 
as 1977's Jesus of Nazareth, featuring 
Lawrence Olivier. As chairman of par- 
ent company Associated Communica- 
tions Corp., Grade oversaw movies 
including The Muppet Movie, On 
Golden Pond, Sophie's Choice, The 
Exorcist and two Pink Panther films. 

Born Louis Winogradsky, the pro- 
ducer came to London from Ukraine 
at age 6. Grade's first foray into show 
business occurred when he was a 
champion Charleston dancer. He 
ended his hoofing career in 1934; soon 
after, he and his brother Leslie found- 
ed the Grade Organization, which 
became the biggest show business 
agency in Britain. He was knighted in 
1963 and given a life peerage in 1976. 
Grade is survived by wife, Kathie, a 
son, Paul, and two grandchildren. 
Hannan Fell, 74, actor, died of cancer 
Dec. 14 in Woodland Hills, Calif. Fell 
was best known for his portrayal of 
Stanley Roper, the grumpy landlord on 
1970s sitcom Three's Company. He and 
his TV wife, the late Audra Lindley, 
reprised their roles in the 1979 -80 spin- 
off, The Ropers. Fell also appeared in 
numerous other TV roles. His 35 movie 
credits include Catch -22, Airport 1975 
and The Graduate, in which he por- 
trayed Dustin Hoffman's landlord. He 
is survived by two daughters. 

-Compiled by Mara Reinstein 
mreinstein @cahners.com 

DECEMBER 21, 1888 i BROADCASTING B CABLE 59 

www.americanradiohistory.com

www.americanradiohistory.com


Bradcast ippCaUle 

IN BRIEF 

Stringer new Sony head 
Sony named Howard Stringer its 
top U.S. manager, promoting him 
to chairman and CEO of Sony 
Corp. of America. Now reporting 
to him are both John Calley, chair- 
man and CEO of Sony Pictures 
Entertainment and Tommy Motto - 
la, chairman and CEO of Sony 
Music. Stringer will continue to 
report directly to Nobuyuki Idei, 
president and co -CEO of Sony, 
based in Japan. 

@Home strikes a deal 
to buy Narrative Com- 
munications for approx- 
imately 590 million. It 
plans to use Narrative's 
Enliven software for insert- 
ing multimedia content into 
online ad spots. @Home 
has licensed Macromedia's 
online animation Flash 
Player for installation in 
digital set -tops. Tom Jer- 
moluk, @Home chairman 
and CEO, called the Flash 
software "absolutely ideal 
for the set -top environ- 
ment." Macromedia's Flash 
technology is currently 
bundled into Windows 95 
and 98, the Internet Explor- 
er and Netscape Navigator 
browsers, and America 
Online's CD -ROM. 

The FCC is aiming to 
streamline several 
cable industry rules 
this week. The changes 
would simplify the 
agency's complaint review 
process, eliminate redun- 
dant company reporting 
requirements and clarify 
what information must be 
included in a cable sys- 
tem's public files. The 
agency is expected to jetti- 
son two of the most con- 
troversial measures being 
considered, according to 
sources. The Cable 
Telecommunications Asso- 
ciation had urged the com- 
mission to drop one rule 
requiring cable companies 
to keep records in their 

public file that verify com- 
pliance with advertising 
limits on children's pro- 
gramming. CATA also 
wants the commission to 
eliminate a rule that 
requires cable providers to 
make available the names 
of chief executives and 
board members of corpo- 
rations, and other groups 
that sponsor political or 
controversial programs. 
CATA's proposals are 
vehemently opposed by 
the Center for Media Edu- 
cation and other public 

advocacy groups. Fur- 
ther weakening CATA's 
chances -the National 
Cable Television Asso- 
ciation refused to back 
the proposals. 

Last Wednesday, the 
FCC shut down 19 
unlicensed radio 
stations in Miami 
with the help of the 
Drug Enforcement 
Administration and U.S. 
Coast Guard, among 
other federal and local 

lawenforcement agencies. 
The reason for the other 
agencies' involvement is 
not yet a matter of public 
record, according to a 
spokesman for the U.S. 
Attorney for the Southern 
District of Florida, to which 
the FCC referred a 
request for further infor- 
mation. An FCC statement 
said the radio stations 
were transmitting without 
licenses on various FM 
frequencies in the Miami 
area. The FCC had 
received complaints that 

the so- called pirate sta- 
tions were interfering with 
local licensed broadcast- 
ers, and the commission 
also was concerned about 
possible interference with 
aviation frequencies, a 
statement from the U.S. 
Attorney said. The sta- 
tions' transmission equip- 
ment was seized per a 
court order, according to 
the FCC. The action was a 
follow -up to a seizure this 
past July of equipment 
from 15 unlicensed sta- 
tions in the area. 

Net income at Emmis 
Communications Corp. 
shrank 27.5 %, to $3 mil- 
lion from $4.1 million, 
in the company's third 
quarter that ended Nov. 30. 
Meanwhile, net broadcast 
revenue jumped more than 
70 %, to $61.6 million, and 
broadcast cash flow grew 
65.9 %, to $28.1 million, 
compared with the same 
period a year ago. Emmis 
owns 16 radio and six TV 
stations, several maga- 

Survey: Viewers applaud their local news 
More good news for local news last week, as two- thirds of those surveyed by the 
Radio -Television News Directors Foundation called their local TV news either 
excellent or good. Moreover, the survey found that more people get their news from 
local TV than any other source. Similar findings were reported in a study from 
Ogilvy Public Relations and NFO Research two weeks ago. However, 60% of 
respondents said they have become skeptical about the accuracy of news, and sig- 
nificant numbers raised questions of fairness. While 20% of those surveyed found 
local TV coverage completely fair, or nearly so, 65% called it only somewhat fair, 
and 13% called it unfair. Only 20% of respondents rated local news a "4" or "5" on 
a scale of 1 to 5 for fairness and absence of bias. Research included phone calls to 
more than 1,000 adult viewers in October and 300 news directors in November and 
demonstrated a divergence of opinion on the role of TV news. Ninety -two percent 
of news directors who responded see acting as a watchdog over local government 
as an important function; less than two- thirds of the public agreed. While 70% of 
news directors favored using hidden cameras and microphones for some stories, 
only 30% of the public did. Regarding confidential sources, more than half of the 
public opposed using unnamed sources, and nearly half felt local news dug too 
deeply into people's private lives. News directors firmly disagreed on both points. 
"While the study affirms our belief that the public relies on and trusts local television 
news," RTNDF President Barbara Cochran said, "It also highlights some areas 
where the public is skeptical about our news judgment and ethics." The foundation's 
News Judgment and Ethics project plans to conduct 18 regional public forums on 
journalistic integrity over the next two years and will develop materials toward an in- 
newsroom ethics curriculum. -Dan Trigoboff 
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zines and a radio network 
in Hungary. 

The FCC last week 
granted Fox Televi- 
sion's request to let 
some UHF stations 
transmit digital signals 
at the same strength 
allowed to VHF outlets. 
UHF stations' digital 
broadcasts currently are 
limited to 200 kw (versus 
the 1,000 kw permitted for 
VHF). But the FCC said 
stations can request a 
power increase if they 
demonstrate that no signif- 
icant interference with 
other signals will be creat- 
ed, and they resolve any 
objections from other local 
broadcasters. "We're 
delighted," said a Fox 
spokesman. "This means 
viewers will get more digi- 
tal services sooner." 
Requests for extra power 
must be placed on public 
notice for 30 days before 
the FCC can grant 
approval. The company 
had argued that the limits 
would add unwarranted 
expense to many UHF sta- 
tions' digital transition. Fox 
complained that construct- 
ing lower- powered trans- 
mission facilities now and 
rebuilding them after 2007 
would add up to $750,000 
to the cost of outfitting a 
station for digital service. 
Fox said the initial rules, 
issued Feb. 23, would be 
particularly harmful to the 
company because affili- 
ates in 16 of the top 30 
markets would have to 
build the lower power facil- 
ities by Nov. 1, 1999, to 
comply with the FCC's 
build -out schedule. Also, 
broadcasters offering digi- 
tal signals prior to their 

scheduled deadline were 
given complete discretion 
to choose when they 
transmit DTV signals. After 
their required start -up 
date, licensees must offer 
DTV signals during the 
time they operate their 
analog service. 

Two radio stations in 
Washington state may 
be fined $15,000 each 
after they were sold without 
FCC approval and because 
they don't have enough 
staff in studio, the commis- 
sion contended. The FCC 
last Wednesday sent 
"notices of apparent liability 
for forfeitures" to Washing- 
ton Broadcast Manage- 
ment Co. (WBM), seller of 
KNTB(AM) Lakewood/Taco- 
ma and KBRO(AM) Bremer- 
ton, Wash. Transfer of WBM 
control to Triangle Broad- 
casting Co. was accom- 
plished on Dec. 17, 1997, 
but not filed with the FCC 
until April 21, the notices 
said. Also, neither station's 
studio is staffed full time by 
a management -level 
employee; rather, the chief 
engineer and business 
manager "float" between 

the two stations, which are 
about 30 miles apart. WBM 
has 30 days to show why it 

should not have to pay the 
fines. Frank Olsen, presi- 
dent of Triangle and WBM, 
did not return a telephone 
call seeking comment. 

TBS Superstation has 
ordered 13 episodes of 
Channel of the Apes, a 
half -hour comedy series 
about a cadre of apes who 
run their own TV network. 
The concept is a spin -off 
from TBS's original movie 
parody shorts, Monkey -ed 
Movies, which depicts cos- 
tumed apes acting out 
scenes from recent hit 
films. The series is expect- 
ed to debut in June 1999. 

Hitachi's first high def- 
inition TV sets are now 
at retail showrooms. 
The 61 -inch sets, which 
also have the ability to 
receive HDTV and SDTV 
signals from DirecTV and 
USSB as well as over -the- 
air DTV signals, are being 
demonstrated at Sears in 
Concord, Calif. and The 
Good Guys in Las Vegas, 
Nev. Additional Hitachi 
sets will be shown at Cir- 

IN BRIEF 

cuit City locations along 
the West Coast. On the 
East Coast, Hitachi sets 
can be seen at Sixth 
Avenue Electronics, PC 
Richard & Son, and 
Nationwide Computer in 
the N.Y. /N.J. metro area. 
"Collaborating with 
DirecTV and USSB has 
enabled us to leapfrog 
some of the digital confu- 
sion and HD signal source 
issues with which the 
industry is wrestling," said 
Jon Poto, executive VP 
and general manager of 
Hitachi Home Electronics. 
"With this approach we 
are not limited by individ- 
ual market terrestrial 
broadcast ramp-ups." 

Errata: In last week's 
story, "John Henry vs. the 
Supercomputer," (B &C, 
Dec. 14, p. 28), comments 
concerning the use of 
strikebreakers attributed to 
American Federation of 
Television and Radio 
Artists executive Greg 
Hessinger should have 
been attributed to the 
head of a large market 
station who asked not to 
be identified. 

Congress Pushes for FCC Changes 
Ten members of Congress, including Speaker -elect Robert Livingston (R -La.), Friday 
urged FCC Chairman William Kennard to "oppose any efforts to alter, terminate, sunset 
or otherwise abolish television local marketing agreements." The letter also asked the 
commission to consider repealing a rule that forbids broadcasters from owning two TV 
stations in one market, to maintain a rule that exempts minority stakes in broadcast sta- 
tions from being counted toward national ownership caps, and to retain and continue to 
grant waivers to broadcasters who own TV and radio stations in the same market. The 
letter, initiated by Rep. Cliff Stearns (R- Fla.), has been expected since early this month. 
Joining Livingston and Stearns were Reps. Michael Oxley (R- Ohio), Richard Burr (R- 
N.C.), Steve Largent (R- Okla)., Mark Foley (R- Fla.), Robert Ehrlich (R -Md.), Clay Shaw 
(R- Fla.), Carrie Meek, (D -Fla.) and Martin Frost (D- Texas). The FCC pulled from its Dec. 
17 agenda a proposal to change the broadcast ownership rules when broadcasters, 
Congress and Republican commissioners objected. - Paige Albiniak 
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Broadcasting &Cable 

EDITORIALS 
COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE 

New day dawning 
An A -list of Silicon Valley luminaries including the CEOs 
and top executives of Intel, Novell, Cisco Systems, Compaq 
Computer, IBM, SegaSoft Networks and Brilliant Digital 
Entertainment, have gone on record with the FCC urging 
the government to stay out of the way of broadband plat- 
form deployment. Their letter is a wake -up call to anyone 
not paying close attention to the flank speed of digital 
development in the United States. 

Among our constituents, the primary policy beneficiary 
of this communication -assuming it falls on open ears at 

the FCC -is the cable industry, whose first name is broad- 
band. A call last week to Decker Anstrom, president of the 
National Cable Television Association, elicited this infor- 
mation, in short order: 

The cable industry already has 500.000 customers (at 
$35 -$40 a month each) for its high -speed modems, which 
are cheaper and 50 to 100 times faster than comparable 
telephone company offerings. 

That cable capacity is now in front of 19 million 
homes. 

By this time next year, projections are for 1.5 million to 
2 million customers with service in front of 30 million 
homes. 

Standardized cable modems, now supplied by cable 
operators. will go into retail stores in 1999. 

After that the numbers get quantum. 
Anstrom ranked the high -speed access capacity as sec- 

ond among the three services that form cable's trifecta, the 
first being cable television and the ultimate being tele- 
phone. Upgraded grids for all three are being rushed into 
place as this is written. 

An Anstrom interview in the January issue of our sister 
publication, Digital Television, notes that most urban and 
suburban cable systems will have been rebuilt by mid -to- 

late 1999, serving 70% to 80% of cable's customers. A not 
insignificant element in that deployment will be capacity 
for digital and high -definition television. 

The Silicon Valley interest is far from altruistic. Those 
companies are vitally involved in the hardware, software 
and services that will populate these new broadband plat- 
forms. and from their standpoint, the more the merrier. We 
need not endorse their blanket plea not to adopt any new 
broadband regulations" to respond positively to the princi- 
ple that government do no harm. 

For all its significance in the current regulatory tug -and- 
pull. the letter's real message to the Fifth Estate is between 
the lines: Convergence is closer than you think. 

By any other name 
The cable industry was quick to correct one element in last 
week's editorial ("The Twain Meet "), which suggested that 
"compensation" for broadcasters be factored into future 
carriage agreements between the two media. The operative 
phrase should have been "revenue sharing." we were 
advised by sources at the highest levels of that industry. 
Indeed, earlier this year, we reported that ABC and Tele- 
Communications Inc. were talking along these lines. TCI 
would carry ABC digital channels on a special tier, sell it to 
their customers and split the take. 

Moreover, one source told us. the current compensation 
agreements between operators and cable networks contem- 
plate not only payments to the networks but some sharing 
in local advertising availabilities. In the future. these 
sources say, the common bond between broadcast stations 
and cable systems may be their localism. with each con- 
tributing to program partnerships in that arena. 

We accept the amendments. along with their implicit 
suggestions that harmony is not a matter of whether, but 
when. 
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with the rattle! 

Visually 
search your 
digital archive 
without leaving 
your desk. 

Winds of change are 
blowing through the 

broadcast industry. In a 

world of compressed video -data, you will 

be challenged to stay in touch with your digital assets. 
Fortunately, there is an answer. The new Bowser" Visual Asset 

Manager from Odetics Broadcast. 

Just imagine browsing your entire video library from the 

convenience of your desktop workstation. With frame 

accurate video and stereo audio, the Bowser Visual Asset 

Manager is an excellent companion to your automation 

or library management system. 

With the Bowser Visual Asset Manager you can find the 

right rattle...or needle...in your digital haystack. 

To find out more about how to manage your digital 

assets, contact your Odetics Broadcast representative today. The Bowser. interface lets you see 
your database. 
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