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“FOX'S ‘BATMAN’ delivers justice with style
**%1/2 (out of four).”
“Fox’s pulse-poundingly dark cartoon version
of Batman is too good to squander on mere
daytime TV. This may be heady stuff for the
impressionable young, but don't kids deserve
quality TV, too? Seducing us with a neon
universe of stylized deco geometry from the
opening credits, this adventure...leaves the
viewer impressed. Young and not-so-young
will find separate pleasures in these
sensational new-old exploits.”
UsA Tobay
September 4, 1992

“It deserves the big splash. This is one of the
more stylish cartoons |'ve seen.”

PEOPLE
September 7, 1992

“Viewers at times may marvel at the
animation techniques of the new series, with
broodingly executed plays of light and
shadow in the backgrounds and a variety of
unusual perspectives.”

SAN FRANCISCO CHRONICL
September 5, 1992

“Who’d have thought that the Fox network’s
classiest series would prove to be an
afternoon cartoon show? Don’t miss it,
because it's an exhilaratingly imaginative
effort. This is a very cool show.”

ENTERTAINMENT WEEKLY
September 4, 1992

“As a contemporary cartoon, this version of

the ‘Batman’ saga is stirring and visually
appealing.”

CHICAGO TRIBUNE

September 4, 1992

“Weekday afternoons also are starting to
look better through the inclusion of Fox's new
‘Batman: The Animated Series’ from Warner
Bros., one of the most sleek, ambitious and
artistic cartoons ever conceived for

children’'s television.”

ORANGE COUNTY REGISTER
September 18, 1992

™ & © 1992 Wamer Bros,
Batman ard all related elements are property of DC Comics. Inc. © 1992 All Rights Reserved.




JFF THE BAT!

THE 1 ANIMATED STRIP!
*1 IN HOMES.

*1 WITH KIDS 2-11.
*1 WITH KIDS 6-11.
“1 WITH TEENS.

(And By The Way, We're Also #1 With Adults!)
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LATE-INNING DEBATE PITCH LEAVES NETWORKS WITH BASES LOADED

ow that the presidential candidates have put de-

bates on the campaign schedule, the three broad-
cast networks are left to quickly figure out how and if
they are going to air them.

The networks, particularly CBS, with several base-
ball playoft games conflicting with the proposed sched-
ule, are facing a tough scheduling and logistical chal-
lenge. CBS is contractually obligated to carry the

baseball games live, and is scheduled to air the play-
offs on the nights scheduled so far for the first three
debates: Sunday, Oct. 11; Tuesday, Oct. 13 (the vice
presidential debate), and Thursday, Oct. 15. The 8:30
ET starting time for those games leaves open the
possibility that the 90-minute matchups could start at
7:00, but the early hour would likely hurt viewership,

Continues on page 11

' FCC AND BROADCASTERS BATTLE TOWARD
 FLEXIBLE HDTV CONVERSION

4

Between tough talk from FCC’s Alfred Sikes and Capcities/ABC’ s Daniel Burke at
annual MSTV forum, common vision of market-responsive transition grows

By Peter Lambert

n the surface, the Sixth Annual

Maximum Service Television

HDTV Update had the makings
for a high noon between broadcasters
and regulators over how and when
advanced digital television must be
implemented.

Last month the FCC adopt-
ed a transition timetable strict-
er than broadcasters had ad-
vocated. MSTV and the com-
.mission contest the fundamen-
tals of assigning HDTV chan-
nels. And some key represent-
atives of the two sides took

Facing off on HDTV: FCC Chair-
man Al Sikes and ABC Presideni-
CEQO Dan Burke last week

tough stands Oct. 1 in Washington.
At one end of Main Street stood
FCC Commissioner Alfred Sikes,

warning, “Every industry that has
failed to upgrade its plant is dead or
dying.” As HDTV's hour nears, he
added, “now is not the time to get
weak-kneed. Weak-kneed individuals

and industries fall behind in dynamic
markets.”

Beside him stood Richard Wiley,
chairman of the FCC’s Advisory Com-
mittee on Advanced Television, say-
ing that broadcasters who “equivo-
cate” on HDTV implementation risk
losing the promised simulcast chan-
nel or, at best, increasing mar-
ket share to high-definition
competitors,

At the other end-stood Capi-
tal Cities/ABC President and
CEO Daniel Burke, suggesting
in turn that “the rush to devel-
op HDTV may have pushed
aside practical, real-world con-
siderations.”

Calling on the FCC to heed

Continues on page 14
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HDTV DETENTE / 4

Broadcasters left last
week's Maximum
Service Television
HDTV Update sessions
encouraged that the
transition to HDTV may
respond to “real

world"” conditions.

LINE ON LENO / 6

With The Tonight
Show's ratings running
about even with last
year’s, Jay Leno’s hoeld
as host may be
stronger than some
industry watchers had
thought.

(BS TAKES WEEK
ONE / 22

CBS, buoyed by a
29.3 rating for Murphy
Brown, won the first

week of the new season,

followed by ABC,

NBC and Fox. CBS
called its Saturday-
night lineup “an across-
the-board failure.”

VH-1 TURNS TO
SYNDICATION / 32

VH-1 hopes to reach
a wider audience
beyond cable with a
syndicated weekly
program called Top
21 Countdown, to be
offered on a barter
basis.

DUOPOLY
SWAP / 35

In the first major swap
inspired by duopoly-rule
changes, Cox Enter-
prises and EZ Commu-
nications exchanged
radio stations in

S-A PROPOSES
DIGITAL AUDIO
STANDARDS / 52

Scientific-Atlanta
announced last week it
is ready to publish a
set of standards for

@ digital audio inter-

Professional
basketball shoots for
do-it-yourself TV
production (p. 47)

Charlotte and Miami
in a straight no-cash
transaction.

KIDS ACT
COMPLIANCE / 40

A study conducted by
three citizens/education
groups contends that
broadcasters are cir-
cumventing the inten-
tion of the Children’s
Television Act by
reclassifying standard
fare, like Casper and
Gl Joe, as educational
and informational
programing.

SCISPLIT/ 44

Comcast and TC!

have begun the process
of raising more than

$1 billion each with
which to redeem the
high-yield debt and
preferred stock of SCI
Holdings, a prelude to
breaking the seventh-
ranked MSO in two.

face, and unveiled an
audio compression
system aimed at tripling
the number of signals

a radio programer can
squeeze into a
bandwidth.

SPECIAL REPORT:
BASKETBALL '92 / 47

Even with local rights
fees growing from $63
million five years ago
to $130 million this
season, a growing
number of NBA teams
are producing their
own games and selling
ad time.
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NBC, AFFILS
AGREE ON NEW
COMPENSATION

By Steve McClellan

N BC and its affiliates advisory
board have signed oft on a new
compensation package for
1993, subject to market-by-market
negotiations. Key elements of the new
plan include reserving what one
source close to the talks said was a
“major amount of money” in the com-
pensation pooi to be used for affiliate
promotion of NBC's prime time lineup
and, to a lesser extent, its late-night
lineup, where The Tonight Show is
struggling to straighten out some well-
publicized management problems
and maintain its first-place position.

In addition, the network has ear-
marked additional dollars from out-
side the normal compensation pool to

establish bonus pools for both Nightly’

News and the daytime lineup.

The two sides also agreed to swap
some inventory. Affiliates will receive
additional time to sell in prime time,
but will give back some time in both
daytime and late fringe.

Money earmarked for promotion
will be used to buy spots on the affili-
ates in prime time access and late
news to promote network program
lineups. Three vyears ago, NBC
switched to a “pay for performance”
compensation structure. In theory,
more promotion will mean higher rat-
ings and more comp to affiliates. But
the fact is NBC's ratings for the just-
ended broadcast year were down 2%,
which means the pool starts off at 2%
less in January 1993. The 1992 pool
was about $115 million.

The network has also created a
news bonus pool for stations that are
number one in local news or improve
their news numbers during the year,
based on sweeps numbers. A one-

| time year-end payment would be

made {o stations that qualify. The net-
work also agreed to reserve additional
money for a daytime bonus pool
based on ratings and clearances.
Sources said inventory swap was
roughly equal in value. In exchange
for a few prime time spots, the net-
work will recapture inventory in both

| daytime and late fringe. [

-



LATE-NIGHT
NUMBERS
HOLDING UP
FOR LENO

Ratings about even with
year-ago, NBC denies any
talk of replacement

By Mike Freeman
ith published rumors ranging
from David Letterman seri-
ously entertaining offers to

leave NBC (BROADCASTING, April 6,

July 27), to the network setting some

sort of timetable to replace Jay Leno

on The Tonight Show if his ratings
don't pick up by the end of the No-
vember sweeps, industry watchers
would be well advised not to write

Leno’s epitaph given the fact The To-

night Show has not exhibited signs of

major ratings erosion.

When asked if the November
sweeps is the critical measure of
Leno's future, NBC Entertainment
President Warren Littlefield said no,
adding, “We're not taking the short-
term approach on Leno. There’s no
short leash. We're also talking to
Dave [Letterman], and it's our hope
he continues with us.”

Excluding Leno’'s 8.2/28 debut-

Jay Leno has NBC’s vote nﬁence in

layed telecasts during the Democratic
and Republican conventions, The To-
night Show has a season-to-date
4.7/15 average (NTI, June 1-Sept.
20), down only 2% in rating from the
comparable 4.8/16 average posted by
Carson. And Eric Cardinal, NBC’s
vice president of program research,
said that in the coveted younger de-
mographic categories, Leno has a 2.6

rating average among men 18-49 and |
i a 2.7 among adults 18-49, represent-

ing 8% and 4% increases, respective-
ly, over year-ago levels.

However, in the first four-week peri-
od uninterrupted by political conven-
tions and summer Olympics coverage
(as was the case for NBC in July and

week spike (NSI, May 25-29) and de- ! part of August), the Aug. 24-Sept. 20

elect Cathleen Creany.

uled to take effect in January.

C(BS COMPENSATION DISPUTE
SET FOR CHICAGO AIRING

BS has asked its TV network affiliate board to meet in Chicago.

tomorrow, Tuesday, Oct. 6, to discuss the compensation issue. There
were expectations, but no certainty, that one or both of the two sides were
prepared to make concessions on the dispute over the network’s pro-
posed $20 million-$25 million compensation cut. Board members had not
been told what, if any, new CBS proposals were on the table.

Tony Malara, CBS TV network affiliate relations president, confirmed
the meeting was scheduled, but said he would not comment on the
reason for the meeting with the full affiliate board; recent meetings have
involved only affiliate refations chairman Mick Schafbuch and chairman-

Said Malara, “We want this meeting to take place without the pressure
of any expectations, that is why we have an agreement not to discuss
developments in the press.” The proposed compensation cuts are sched-

~GF

IR TOP OF THE WEEK T M S S et |

te-night comtmon mth Arsenfo Hall

rating period indicated that Leno's
household average was down 9%
with a 4.3 NTI rating, compared with
Carson’s 4.7 a year ago. Small year-
to-year losses were aiso recorded
across the board in women 18-49
(down 11% with a 2.5 rating), men 18-
49 (down 4% with a 2.2), women 25-
54 (down 13% with a 2.7) and men
25-54 (down 3% with a 2.5).

{It shouid be noted that viewing lev-

| els traditionally decline slightly in late

August-early September with teens
and young adults returning to school,
and during the week of Aug. 24,
ABC’s Nightline spiked to a 5.7
household rating due to coverage of
Hurricane Andrew and its aftermath.
Also, two new late fringe syndicated
talk show strips, The Whoopi Gold-
berg Show and Rush Limbaugh, de-
buted with identical 2.5 rating aver-
ages [NSS, Sept. 14-18] their first
week on the air.)

Those mitigating factors also affect-
ed Paramount Domestic Television’s
syndicated Arsenio Hall, whose 2.9
household rating average {NSS, Aug.
25-Sept. 20) was 3% below his year-
ago average. However, among his
core demographic, women 18-49, Ar-
senio dropped 12% from year-ago
ievels to a 2.2 rating. A similar 12%
pattern of erosion was evident in the
men 18-49 demographic, which mea-
sured a 1.6.

Since Leno inherited The Tonight
Show, Arsenio has averaged a 3.2
household rating (NSS, June 1-Sept.
20), down 9% from the program’s
comparable 3.5 average for the year-
ago period. =
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ToTruly Succeed InThe
Ratings, You Must Appeal
To The Power Players.







The12-34 Demo. They Turn On
' Major Advertisers With Their
Imredlble Buying Power.

Entertainment. Toys and games. Consumer electronics. Advertisers in these categories are fuming
up the volume to reach their key target: the 12-34 consumer. For your station to attract the big
spenders, you need shows that play to the young audience with the most significant buying power.
The more a strip appeals fo the 12-34 demo, the more of a hit it is with your

= besttarget. Your dlients. And that will keep you pluggedin. @

e’

WARNER BROS.
DOMESTIC TELEVISION
DlSTRIBUTION
A Tim: Entertain

1t Company




SOLID OFF-NET START FOR ‘ROSEANNE’

While it hasn’t approached ‘Cosby’ levels, it made strong debut

By Mike Freeman
T he highly anticipated off-network

debut of Roseanne did not set

off fireworks, but the Viacom En-
terprises-distributed strip turned in a
solid 5.6 rating/10 share four-day av-
erage (NSI, Sept. 28-Oct. 1} in the
Nielsen metered markets, up 11%
over its lead-in (4.7/9) and October
1991 and May 1992 time-period his-
tories (both 5/9 averages).

Last Tuesday (Sept. 29), Roseanne
posted a .9 rating spike with a 6.1/11
combined average, up 17% over her
previous 5.2/9 debut-day average. On
the subsequent two days (Sept. 30-

Oct. 1), the sitcom, produced by Car-

sey-Werner Productions, leveled off
with single-day 5.8/11 and 5.5/10 av-
erages.

Cn the first-run side, Carsey-Wer- |

ner, which founded its own distribu-
tion company last year, is finding its
You Bet Your Life has yet to establish
a significant pattern of growth. You
Bet Your Life's 5.3/11 four-day me-
tered market average (NSI, Sept. 28-
Oct. 1) was the exact number posted
from its outing the previous week. In
its season-to-date ratings (NSI, Aug.
31-Oct. 1), the Bill Cosby-hosted
game show’s 5.6/12 STD average is

holding even with its lead-in program- | sures),

ing (5.1/11) and October 1991 time
period average g

where Designing Women
turned in a 3.6/10, down 2 share

(7/12).

Again, for the sec-
ond week of its off-
network rollout, De-
signing Women
remained at the cen-
ter of a lively discus-
sion in the rep and
station communities
as Columbia Pictures
Television Distribu-
tion continued to re-
port the cume for the
all-barter sitcom—a
5.6 cume rating (NS,
Sept. 28-30) from the
double-runs in 23 of
its 28 metered mar-

points from the rat-
ings of its lead-in pro-
graming, 4.6/12 com-
bined market
average. On that ba-
sis, the off-network
sitcom is aiso 3 share
points behind QOcto-
ber 1991 (4/13) time
period levels.
Besides Rose-
anne, Warner Bros.
Domestic Television
Distribution’s Murphy
Brown is even with
the former at a 5.8/10
average last week
and a 5.6/10 season-
to-date (NSI, Sept.

—————

kets. Bob Cook, CPTD's senior vice ; 14-Oct. 1). Murphy is just one share

president of marketing, said that not
only is the studio selling the national
advertising on a cume average for its
double runs, many stations are selling
their local spot advertising on the
cume basis of back-to-back airings or
similar HUT level airings in early and
late fringe dayparts.

Some station reps, however, are
sticking with single-run rating aver-

| ages (1 p.m.-12 a.m. primary expo-

FIN-SYN RULES FACE TOUGH QUESTIONS IN COURT

behind her lead-in programing
(5.6/11) and is even with October
1991 (5/10). Turner Program Ser-
vices' Wonder Years leveled off
slightly with a 4.0/8 {ast week, holding
even with its lead-in programing and
October 1991 levels. MGM Domestic
Television's In the Heat of the Night
hour drama moved up 13% from its
debut week ratings (2.4/7, Sept. 21-
25) with a 2.6/8 last week. ]

three-judge panel of the U.S. Court of Appeals in

Chicago, in a hearing on the challenges of the
FCC’'s new financial interest and syndication rules,
peppered proponents of the rules with questions, leav-
ing the impression with at least some on hand that the
rules may be in jeopardy.

“l would say it went very well from the perspective of
the {FCC] dissenters,” said Robert Comn-Revere, an
aide to one of the dissenters, Commissioner James
Quelio.

“The consensus was the rules are in trouble. If | had
to put money on it, | would expect at least a remand"—
a return of the rules to the FCC for a second look.

But Corn-Revere also warned that attempting to
divine court decisions from judges’ questions is an
inexact science.

Declining to repeal the fin-syn rules, an FCC major-
ity of Commissioners Sherrie Marshall, Ervin Duggan
and Andrew Barrett adopted a relaxed, but still tough,
set of rules that keeps substantial restrictions on the
big-three networks’ ability to own and syndicate pro-

graming they air.

The networks chailenged the rules as too restrictive;
Hollywood, as too liberal. It was up to the FCC to
convince the judges the commission had taken the
proper middie-of-the-road course and had fully justified
it in its rulings.

Circuit Judge Richard Posner was the most active,
questioning the logic of the FCC rules and attacking
what he believed may be inconsistencies in them.
Those questions were aimed mostly at FCC Associate
General Counsel Daniel Armstrong and Diane Killory,
who represents the Hollywood interests.

Senior Judge Thomas Fairchild, a Lyndon Johnson
appointee with a purported liberal bent, raised First
Amendment concerns, saying the rules involve ex-
pression, not “grain sales,” and suggested the FCC
may have to meet a higher standard in justifying the
rules.

The third member of the panel was Chief Justice
William Bauer, a Reagan appointee and a former llli-
nois state and federal prosecutor. —HA)

10

QOct 5 1992 Broadcasting




—

Broadcasting Oct 5 1992

TOP OF THE WEEK

Democratic Veep nominee Al Gore bashing Bush on cable bill in Morganton, N.C.

S.12 STILL IN BUSH’S COURT

At end of last week, President was trying to line up enough
senators to sustain a veto, expected to come very soon

By Randy Sukow

ongress and communications in-

dustry lobbyists were watching
and waiting late Friday (Oct. 2)
for an almost certain presidential veto
of S. 12, the cable reregulation bill.
Anticipation of a veto had Bush Ad-
ministration officials and Senate Re-
publican allies readying for a last push
to kill the bili.

A Senate override vote is widely
anticipated for today (Oct. 5).

A week of White House pressure on
the Senate, the most likely body to
sustain the veto, culminated with a
meeting Friday afternoon in Minority
Leader Bob Dole's (R-Kan.) office.
James Baker, President Bush's chief
of staff, met there with eight of the 24
Republicans who voted against the
President and for the S. 12 confer-
ence report, which passed the Senate
74-25 in a Sept. 22 vote (BROADCAST-
ING, Sept. 28).

The senator's who reportedly par-
ticipated in the meeting were: Thad
Cochran (Miss.); Alfonse D’Amato
(N.Y.); Pete Domenici (N.M.); James
Jeffords (Vt); Nancy Kassebaum
(Kan.); Frank Murkowski (Alaska);
Alan Simpson {Wyo.); Arlen Specter

{Pa.), and John Warner (Va.).

Congress has failed to override all |

of nearly three dozen vetoes during
the Bush presidency. But there were
indications last week that S. 12 could
be the first. Baker's message to the
defecting Republicans during the Fri-
day meeting was that there was politi-
cal safety in numbers if they acted
together to save the veto. A first Bush
veto 10ss a month before the presi-
dential election could be a damaging
blow to the reelection campaign.

Meanwhile, S. 12 cosponsor Albert
Gore (D-Tenn.) and Democratic vice
presidential nominee, made a cam-
paign stop in Morganton, N.C., to
bash President Bush for his opposi-
tion to the bill. “President Bush has
blocked progress at every turn, every
year, stubbornly standing with the ca-
ble companies instead of their cus-
tomers,” Gore said at a town meeting
(pictured above).

Morganton held symbolic value for
Gore. The town was the site of a six-
year court battle over revocation of a
Tele-Communications Inc. franchise.
The TCl system was ousted by public
referendum earlier this year and re-
placed by a municipally owned sys-
tem (BROADCASTING, March 16). ]

i challenge for us to get ready for four

DEBATES |

Continued from page 4

particularly on the West Coast.

Two of those nights could be open,
however, if the league championships
are decided by the fifth game or soon-
er. The 13th is the sixth game of the
National League Champicnship, and
the 15th is game seven of the Ameri-
can League Championship.

NBC, ABC and CNN have all said
they will carry the debates, but ABC
has a conflict with Monday Night Foot-
ball (Cincinnati Bengals vs. Pittsburgh
Steelers) if the final debate is held as
planned on Oct. 19.

The last-minute debate decision
also presents a problem for the net-
work news divisions. “It's a logistical

debates in the span of eight days,
with little advance notice as to what
their location is,” says Bill Wheatiey,
political director, NBC News.

The formats of the presidential de-
bates have been decided, mixing the
Commission on Presidential Debates’
recommendation for a single modera-
tor and the Bush campaign’'s prefer-
ence for a panel of questioners. The
first debate, on Oct. 11, will have a
panel of journalists; the second, Oct.
15, will have a single moderator, and
the third, Oct. 19, will include both a
panel and a moderator.

Perot buys ad time

Ross Perot’s foray back into the cam-
paign is bringing with it something not
seen in his earlier dalliance: TV ads.

Said to have dozens of campaign
ads ready for airplay, the Perot cam-
paign is starting off by purchasing two
to three half-hour commericals on the
networks.

The pricing runs the gamut. Perot
bought a half-hour on CBS at 8 p.m.
on Tuesday, Oct. 6, before a playoff
game, for $380,000-$390,000. That
slot usually goes to Rescue 911. On
ABC on Friday, Oct. 9, Perot is paying
$620,000 for a half-hour at 9:30, re-
placing Camp Wilder and leading into
20/20. And NBC is offering Perot—
who has yet to make a decision—its
10:30 slot on the same night for
$150,000. CNN has also had inquiries
from the campaign about time buys,
but what Perot will actually spend—
and what influence his presence will
have on the other candidates’ ad
spending—remains to be seen.—SDM
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HDYTV

Continued from page 4

the “law of unintended conse-
quences,” Burke said he fears the
high cost of HDTV equipment and
programing over the 15-year transi-
tion pericd adopted last month by the
FCC could spell the death of small-
market stations.

If small stations go dark, he said, a
“significant portion” of the networks’
national audience could disappear
“perhaps permanently [and] the uni-
versal, free over-the-air delivery sys-
tem as we now know it” could end,

““Now is the time to
thoroughly consider the
Jfuture consequences of

changes we undertake
today.”’

Daniel Burke,
President and CEQ, Capital
Cities/ABC
= =S =L ——1
making the United States “a nation of
urban haves and small-community
have-nots.”

Echoing Burke’s estimate that ABC
and its owned stations “could spend
well over $150 million just to stay in
the game,” Bruce McGorrill, chief ex-
ecutive officer for wcsH-Tv Portland,
Me., rose from the audience to tell
Sikes: “We're going to be forced to
spend $5 million to $10 million, with
little or no opportunity to recoup that
investment for a long time. And, say,
15 years from now, we will be back
where we started, with cne channel in
an increasingly multichannel environ-
ment, but with an enormous debt
load.”

More threat than promise?

Yet, by the end of the seven-hour
HDTV marathon—encompassed by
the theme “Countdown to Consen-
sus” and featuring taped demonstra-
tions of five working HDTV systems—
many of the broadcasters described
themselves as more encouraged that
the transition may indeed allow re-
sponses to the “real world” and even
allow a wide avenue to digital TV.
"Many today see HDTV as more
threat than promise, particularly in the
near term” when broadcasters face

significant, initial capital costs, MSTV
President Margita White said at day's
end. “But broadcasters, judging by
what we've heard here today, may

| already have much of the flexibility we

are asking for.”

She and others attributed their in-
creased hope to a combination of
FCC comments.

Mass Media Bureau Chief Roy
Stewart told an afternoon session on
implementation, “The commission is
not unaware that marketplace forces
may dictate a different result, and it
has built in review dates to address
that.”

But Wiley was more blunt, address-
ing the Media Institute a day earlier:

“My advice to broadcasters is ‘Get the |

channel.’ If necessary, go back in fu-
ture years and say ‘this [the HDTV
implementation timetable and simul-
cast requirements] is not working out.’
| believe the FCC is going to be re-
sponsive.”

And, though FCC staff remain
skeptical on MSTV's claims that
HDTV and NTSC assignments can be
paired station-for-station, Tom Stan-
ley, chief of the FCC's Office of Tech-
nology, said, "Our skepticism isn't
based on principles; it's simply that
we’re not quite sure how you can do
it.” Added Sikes: “We are committed
to working closely with broadcasters
to allot the channels in an acceptable
manner.”

Crack in the multiplexing door?

It was on the subject of flexible use of
the advanced TV channel, however,
that many attendees left the Update
more sanguine.

Although Sikes again rejected the
idea of “offering more of the same by
packing a channel with muitiple NTSC
signais,” he and FCC policy chief
Robert Pepper sent at least an equiv-

| ocal message on the subject of broad- |

cast multiplexing.

The drive toward digital TV, said
Sikes, is not based on “just better
pictures and improved sound. One of
the primary challenges we face is to
choose an advanced standard that-
...doesn’t preclude further innova-
tions. The system will also do much
more,” including an interactive video
revolution.

Such a "flexible digital system...will
mean innovative video. For instance,
the signal could carry multiple scenes
and camera angles or multiple pro-
grams. Smart receivers would allow

S TOP OF THE WEEK _—I

viewers to decide which to select.”
Asked later how “multiple pro-
grams” differs from multichannel
NTSC, Sikes said there are “political,
economic and legal reasons why” the
transition must be from one 6 mhz
channel to one 6 mhz channel. How-
ever, he added, “You won't find any-
one more enthusiastic and ambitious
about what the broadcasters can do
with the 6 mhz channel.” He suggest-
ed hypothetically that HDTV technol-
ogy might improve to the point of
needing only 3 mhz, leaving half a
channel for broadcasters to deliver
any additional service they choose—
an idea soundly rejected by several

“With a flexible digital
system...the signal
could carry multiple
scenes and camera
angles or multiple
programs.’’

Alfred Sikes,
FCC Chairman

HDTV proponents.

But Pepper said the standard
adopted next year could give broad-
casters flexibie control of the ATV
channel through “dynamic scalabi-
lity,” a concept “very different from,
say, four NTSC channels.” For exam-
ple, he said, after filling the 6 mhz with
a single video signal to deliver a ptime
time movie, a station might simulta-
neously offer its viewers a choice
among a half-hour of news, a half-
hour of weather or a half-hour of
sports at 11 p.m., rather than running
them in sequence.

Given FCC success in adopting a
scalable standard, he said, each sig-
nat could be assigned a number of
digital bits appropriate to the picture
complexity and multiplexed through
the channel at the same time. Pepper
said he believes such a scenario
would satisfy simulcasting require-
ments and would not compromise the
integrity of the standard.

“I've concluded that calling it multi-
plexed NTSC is the problem,” said
one broadcaster afterward. “The
commission is sending a message
that, whatever that dynamic scalability
allows you to do—including multi-
plexed program menus—is okay,” h

e
said. a
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'FCC TO MAKE ROOM FOR SATELLITE DAB

Commission expected to allocate S-band spectrum for new service

By Harry A. Jessell

espite mounting opposition of
the broadcasting industry, the
FCC is preparing to take the
next step this week toward the estab-
lishment of a satellite-delivered digital

audio broadcasting service that would

compete with AM and FM stations |

throughout the country.

Up for likely adoption at this Thurs-
day's (Oct. 8) meeting is a staff pro-
posal to allocate 50 mhz of S-band
spectrum (2310-2160 ghz) for DAB,
terrestrial or satellite. DAB promises
audio quality superior to FM.

Although the proposal does not pre-
clude terrestrial DAB, most believe
the S-band unsuitable for such a ser-
vice because of its poor signal propa-
gation. That effectively leaves the

spectrum to satellite DAB players.

Thus far, just one satellite player |

has stepped forward: Satellite CD Ra-
dio. Indeed,
company have been pressuring the

representatives of the |

FCC in recent weeks to get the spec- |

trum proceeding underway (“Closed
Circuit,” Sept. 21).

The start-up company is proposing |

to launch its own satellite system,
from which it will beam 30 channels of
music to integrated AM/FM/satellite
receivers. As a pay service, Satellite
CD would not compete with conven-
tional radio stations for advertising,
but it couid take away audience.

It is “anathema” to the radio indus- |

try, said Jeff Baumann, executive vice
president, general counsel, National
Association of Broadcasters, vowing
to oppose the satellite service.

Broadcasters are currently investi-
gating so-called in-band DAB sys-
tems, which would allow each AM and
FM station to upgrade to digital within
the existing AM and FM bands.

The 2310-2390 ghz band is now
used for mobile services, primarily

| aeronautical telemetry. The FCC staff

has proposed allowing current users
in the prospective 2310-2360 ghz
DAB portion of the band to stay put on
a secondary basis or to migrate to the
upper 30 mhz portion unaffected by
the FCC action. As a secondary occu-
pant, users could be bumped by DAB
applicants.
For More Late-Breaking
News, See “In Brief,”

Pages 68 and 69

NBC SARNOFF GROUP PRO\IIDE FIRST PUBLIC HDTV SIMULCAST

—

or those who may have been counting it out after
laboratory test delays this past summer, the Ad-
vanced Television Research Consortium (ATRC)
counted itself back into the HDTV standard race in
Washington last Wednesday, Sept. 30, when it provid-

channel 38. A 30-foot antenna height was used at all
sites. The consortium claimed it received clear picture
and sound from as far away as 70 miles, with its two-
tiered modulation scheme successfully defeating co-
channel interference.

The AD- HDTV picture and sound broke up briefly

ed the first public simulcast of live programmg over
both standard analog and digital -

HDTV channels. ATRC showed
HDTV, NTSC, downconverted
HDTV and upconverted NTSC on
side-by-side widescreen (16:9) and
narrowscreen {(4:3) monitors.

In addition to simulcasting NBC-
owned WRC-TV's 5 p.m. newscast
{NTSC over channel 4 and Ad-
vanced Digital HDTV over channel
38), NBC, Sarnoff Research, Phil-
ips Laboratories and Thomson
Consumer Electronics demonstrat-
ed an HDTV-NSTC co-channel in-
terference  challenge—delivering
both signals over channel 38 at the same 5 kw of
power.

The transmission constituted “more evidence that
HDTV is going to happen,” said Richard Wiley, chair-
man of the Advisory Committee on Advanced TV Ser-
vice, joined at the demonstration by FCC Chairman
Alfred Sikes.

At sites around Washington, ATRC also used a van
to test both the 5 kw AD-HDTV signal (transmitted
from a directional antenna mounted 260 feet above the
ground, halfway up wRC’s tower) and a 5 kw NTSC
signal (from a low-power, mobile transmitter), both on

WRC-TV's Doug McKelway and Susan
Kidd, worid's first simuicast anchors

during a half-minute co-channel in-
terference demonstration, a glitch
the consortium attributed to unex-
pected power surges that boosted
the NTSC power above the HDTV
power.

Michaei Sherlock, president of
NBC operations and technical ser-
vices, said wRC estimated that just
over $1.5 million would pay for the
encoding equipment, transmitter,
transmission line and the direction-
al antenna temporarily instailed for
the test.

Nat Ostroff, president of Comark
{a Thomson subsidiary), disputed earlier industry cost
estimates, insisting that the 50 kw IOT transmitter
Comark donated to the demonstration would come in
under $500,000. Using about 9 kw DC power, he said,
would put power consumption at a single-digit percent-
age of standard analog UHF transmitter power usage.

Meanwhile, General Instrument has been privately
field-testing DigiCipher HDTV in San Diego over a
VHF channel squeezed between upper and lower ad-
jacent channels and against a co-channel NTSC sig-
nal, said Robert Rast, Gl vice president for HDTV
business development. —PDL
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Clesecd Circuit
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BEHIND

EUROPE

ABC, ESPN and World Television
News expanded their broadcast, cable
and SMATYV potential in Europe

Oct. 1, inaugurating part-day, mid-
power Ku-band capacity aboard In-
telsat K. Switching from PanAmSat to
a K bird lease from BrightStar
Communications, ABC News be-
comes the first network programing
aboard Intelsat’s first dedicated TV
bird, which can reach small dishes

in more of Europe, Scandinavia and
North and South America, where
Italy’s RAI plans direct TV service on
the bird. So far, affiliates receiving
ABC World News Tonight, Nighiline,
World News Sunday and Good
Morning America are TV2 Denmark,
Sky News in the U.K., Canal Plus
Spain and Tele 5 Germany. But the K
bird’s wide footprint has ABC ne-
gotiating with broadcasters in the for-
mer East Bloc and Commonwealth

of Independent States.

LONDON
UNIVERSAL COMPRESSION

Approaches to digital compression
may come significantly closer to uni-
versality this month, thanks to the
Motion Picture Experts Group, Cable
Television Laboratories and an elite
group of manufacturers. Cable Labs,
General Instrument, AT&T, Thom-
son, Philips and others brought their
ideas to a Sept. 28-30 MPEG meet-
ing in Tarrytown, N.Y. As a result,
when MPEG meets late this month
in London to draft a worldwide com-
puter-telecommunications-TV com-
pression standard (to be adopted next
March), it will now be able to in-
corporate TV industry compression
techniques. The ramifications may
be huge for cable, which would gain
access to high-volume circuit chips
built globally to MPEG specs, thereby
infusing more computer-TV intero-
perability into the millions of digital
NTSC decoders TCI, Viacom and
PBS plan to buy next year.

THE SCENES,

BEFORE THE FACT

POOL TROUBLE FOR FOX

e sign that Fox Mews is having an impact on the market is the fact the

four major news orpanizations—ARBC, CBS, NBC and CNMN—have
made it difficult for the fledghng service (0 participate in the odgoing
network pool arangements. Paul Amos, execufive vice prasident, Fox
Mews, said Fox's experience is similar to CNM's (where he was at the
time) when it was first getting off the ground over a decade ago, Ultimate-
Iy, CNN took the networks and the White House 1o court and won. *'The
networks aren’t treating us very seriously,’” said Amos. 1t's been a bit of
a problem in coordinating the conventions, debates and the inauguration,
But it wasn't unexpected. They're not used to us being here.”” Amos said
Fox was “stiff-armed™ at the Democratic convention, where the four
networks succeeded in shutting the news service oul of pool coverage up
until the last day, “*Then we brought out our all-star team of lawyers, and
they said. *no problem. It was all a misunderstanding.” " Amos said it was
unclear whether Fox would have to take the three networks and CNN o
court over the pool issue, but it is clearly an option Fox will exencise if

necessany, he said. Network news officials declined comment,

; LOS ANGELES
WOLF AT THE DOOR

There’s yet another hour series

from Dick Wolf waiting in the wings
at NBC. The creator and executive
producer of Law & Order is readying
a crime drama set in Miami that

will star Yancy Butler, the co-star of
last season’s Mann & Machine,
which Wolf also created. The mid-
season project is being produced by
Wolf and Bob DeLaurentis. Wolf also
has Crime & Punishment on the

shelf at NBC, and there’s no word yet
on what the title of the Yancy But-

ler project will be or whether the trend
toward ampersands will continue.

TABLE FOR ONE, PLEASE

There is the possibility of pyrotech-
nics—and, at the least, lively lunch ta-
ble conversation—at today’s sched-
uled Academy of Television Arts &
Sciences luncheon in Los Angeles,
which will feature The Tonight Show
host Jay Leno as the principal
speaker. Also in attendance will be
Helen Kushnick, the show’s former
executive producer and Leno’s friend,
who was dumped by NBC two

weeks ago. Leno will be taking ques-
tions from the audience.

—5M

ALEXANDRIA

Pending board approvals, word is

PBS will announce more than one
‘‘Education Satellite’” partner this
week. PBS has invited all regional and
national educational programers,

from CNN and Whittle to Kentucky
Public TV, to join it aboard Telstar
401, an AT&T satellite that will offer
interactive, Ku-band services to

small, rooftop dishes nationally after it
is Jaunched in October 1993. Carri-
ers are heating competition for that
market. GE Americom signed some
EDSAT partners for at least the short
term last month, and Hughes Com-
munications is publicizing a similar
project.

PITTSBURGH
SALEM BUYS WPIT(AM)

Look for religious broadcaster Sa-
lem Communications Corp. (10
AM’s, 7 FM’s) to acquire WPIT-AM-
FM Pittsburgh from Pyramid Broad-
casting (5 AM’s, 7 FM’s) for $6.5
million. Salem already owns WORD-
FM there, which they will sell. Bro-
ker Gary Stevens, who handled the
WPIT-AM-FM transition, will also

| handle the sale of WORD-FM.

18 Closed Circuit
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A Proven Competitor.
Debuting Today On WCBS.

Why take a chance on some new, unproven
talk strip when you can have a proven performer?
“Nighttalk with Jane Whitney.” It's not a promise, |
It's not a pilot, It's not a presentation, It has a six
month track record of success in the toughest
time periods, in the most competitive markets. |
That's why WCBS just joined our expanding
station line-up. Turning to Jane Whitney to
re-ignite their 9:00 AM time period.
In markets like Los Angeles, Boston, Detroit,
Miami and Dallas, “Nighttalk” has grown from a
test strip to an established competitor. Now it's
ready to do the same for you. Take the risk out of

buying a new talk show strip.
“Nighttalk with Jane Whitney.” The show of
the future that’s available now and
already working !
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zMemo

“The biggest concern in responding to a
reference request is liability for defamation.”

ith the large turnover of em-
ployes in the broadcasting in-
dustry, one of the most trou-
blesome aspects of employment
relations is responding to a reference
request for a former employe who was
terminated or asked to resign.

Many station managers, news direc-
tors and production managers have be-
come intimidated into silence by fear
of a lawsuit from a former employe.
The resulting ‘‘name, rank and serial
number’’ reference is a
disservice to both the pro-
spective employer and the
broadcasting industry.

On the other hand, some
employers believe expan-
sive reference conversa-
tions held ‘‘off the re-
cord’’ are the best way to
handle a sensitive request.

Both approaches are
probably  inappropriate.
Television and radio sta-
tions should have a formal
system for handling reference requests
that promotes full disclosure of infor-
mation, and managers should inform
supervisors and others about the rami-
fications of discussing former em-
ployes outside the established system,

The biggest concern in responding
to a reference request is liability for
defamation—Ilibel (based on written
statements) or slander (based on oral
statements), Reduced to its essence,
defamation can occur under the fol-
lowing circumstances:

@ A false statement is made, either
negligently or knowingly.

@ The false statement is made to a
third person.

@ The statement is disparaging be-
cause it lowers the person’s reputation
in the community or deters others
from dealing with the person.

Broadcasters can minimize liability
for defamation in connection with ref-
erence requests in a number of ways.
Perhaps the best and safest approach is
to insist that a prospective employer
furnish a written and signed authoriza-
tion from the ex-employe, allowing

By David B. Kern, partner,
Quaries & Brady, Milwaukee

the former employer to provide a ref-
erence. This release will protect the
former employer from liability.

After reviewing the authorization,
you would send appropriate informa-
tion about the former employe.

Although there may be an adminis-
trative burden associated with obtain-
ing these authorizations, the process
can be simplified. Your station should
have on file a standard form to give to
everyone you interview. The applicant
can sign the forms, made
out to each of several em-
ployers, at the same time
he or she fills out the ap-
plication itself,

If an applicant refuses to
sign an authorization, that
is plainly a clue that there
may have been past perfor-
mance difficulties.

Apart from the authori-
zation, stations should
adopt additional steps to
minimize liability:

& Insist that all requests for refer-
ences be submitted in writing,

& Designate one individual who will
respond to all reference inquiries,

@ Maintain in each former em-
ploye’s file a final evaluation or simi-
lar document that contains verified,
factual information on the employe’s
performance, which will serve as the
basis for a reference request response.

& Insure that statements regarding
former employes are true and specific;
avoid generalities or conclusory state-
ments (for example, ‘‘fired for steal-
ing’’) in favor of established facts
(*‘terminated for unauthorized posses-
sion of company supplies’’).

@ Never assume that conversations
about former employes are ‘‘off the
record,”” or that conversations away
from work or after hours are different
from those at the office.

The bottom line is that employers
should do all they can to facilitate the
exchange of meaningful information
while at the same time protecting
themselves against potential liability.
It’s in the station’s best interest. a
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SATELLITE POWER FOR
TODAY’S TELEVISION

BRIGHTSTAR ATLANTIC-K

From the people who set the standards for flexibility and reliability on international
television transmissions, we're pleased to announce the latest enhancement to
our Atlantic satellite network.

Four 24-hour channels on K-Sat covering Europe and the Americas to
give our customers every possible combination of up and downlinking, and enough
power for field to rooftop delivery in one simple hop.

Major teleports in London, Washington DC and Moscow interconnect
Atlantic-K with BrightStar’s other networks over Europe and the Middle East.
24-hour reservations, transportable uplinks, multi-channel digital audio, B-Mac
encryption and ad hoc network management are all part of the service.

And of course, all this comes with BrightStar’s traditional commitment
to quality control and customer care.

For your news, sports and corporate programming — we look forward to
doing business with you.

-

e

BRIGHTSTAR WASHINGTON +1-703-246 5598
Fax +1-703-642 8672
Telex 170162

BRIGHTSTAR NEW YORK +1-212-582 8578
Fax +1-212-315 1644
Telex 642491

BRIGHTSTAR LONDON +44-81-965 6511
{FOR EUROPE)  Fax +34-81.453 4456
Telex 22678

BRIGHTSTAR MOSCOW +7-095-2583 9296
Fax +7-095-253 9295
Telex 413428
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‘MURPHY’ HELPS CBS TO FIRST-WEEK WIN

ABC takes second, NBC third and Fox fourth; CBS tags Saturday night ‘failure’

By Steve Coe

last season, handily won the first

week of the new season, thanks
in large part to the hefty 29.3 rating/41
share for the season premiere of Mur-
phy Brown and a strong showing for
its new Friday night schedule. The
news was not entirely upbeat for the
network, however, as Peter Tortorici,
executive vice president, CBS Enter-
tainment, called the network’s Satur-
day night lineup ‘‘an across-the-board
failure’” at a press briefing in New
York on Tuesday. He acknowledged
the network would overhaul the night
following the World Series in Octo-
ber.

CBS averaged a 13.1/22 for the
week of Sept. 21-27, followed by
ABC’s 11.9/20. NBC was third in
household numbers with an 11.4/19
average, and Fox was fourth with a
7.6/13. Overall, the four networks
were down compared with premiere
week last season. Individually, CBS
was down 10%; NBC dropped off 8%,
and Fox lost 3% from last year’s open-
ing week. Only ABC, which saw an
increase of 8%, was on the rise. In
demographic numbers for the week,
the importance of which varies de-
pending on the network you speak to,
ABC was number one among adults
18-49 with a 7.6 rating, followed by
NBC with a 7.5. CBS was third, de-
spite its first-place finish among
households, with a 6.9, and Fox was
fourth with a 5.4.

CBS won Monday and Sunday
nights, while placing second on Tues-
day and Friday nights. ABC won
Tuesday and Friday nights, while
NBC won Wednesday, Thursday and
Saturday nights.

Watren Littlefield, president, NBC

c BS, picking up where it left off

‘Murphy Brown' season premiere earned
prominent spot In CBS album as family
values transiated Into ratings vaiue.

Entertainment, said he was ‘‘totally
satisfied”’ with the network’s first
week of the season. NBC, since being
overtaken by CBS as the top-ranked
network, has focused its efforts on im-
proving its demographics, namely try-
ing to bring in more younger viewers.
““We knew we would be taking two
steps forward demographicailly while
taking one step back in household
numbers,’’ said Littlefield.

What CBS will use to fill the Satur-
day night schedule in October is yet to
be determined, but the network has
several series on ready, including two
hour shows: Bodies of Evidence, star-
ring Lee Horsley, and Dr. Quinn,
Medicine Woman, starring Jane Sey-
mour, The network also has available
Good Advice, a half-hour comedy,
starring Shelly Long.

Not surprisingly, Monday night was
the most-watched night of the week
for the big three networks. CBS aver-
aged a 21.6/33, winning every hour
but 10-11 p.m. The Murphy Brown
numbers were the high-point on the
CBS schedule, which also saw Eve-
ning Shade score a 16.8/26, Hearts

Afire average a 19.3/29 and a special
hour premiere of Love and War pull in
a 17.4/28 in the 10-11 slot. ABC was
hurt by the 7.4/12 gamered by The
Young Indiana Jones Chronicles but
rebounded with a 16.2/27 with Mon-
day Night Football, which won the
10-11 hour. NBC got a strong start,
with its 8-9 comedies of Fresh Prince
and Blossom scoring a 14.1/22 and
13.1/20, respectively, and its Monday
movie averaging a 13.3/20. ABC fin-
ished with a 14.0/23, and NBC was
third with a 13.420.

ABC should have little concemn
Tuesday night as long as Roseanne
remains in the 9-9:30 anchor slot. The
network outpaced second-place CBS
by two rating points on the way to a
16.5/26 average for the night. The
only hole in the night for ABC appears
to be Going to Extremes, which came
in second for the 10-11 hour behind
the second hour of the CBS movie,
NBC finished well out of the race with
an 11.0/18 average from a two-hour
Quantum Leap and Dateline NBC,

Wednesday looks to be up for grabs
among the big three networks, with
only two-tenths of a rating point sepa-
rating first-place NBC and second-
place ABC. Each of the networks won
one hour of the night, with NBC tak-
ing 89 with Unsolved Mysteries
(15.1/25), ABC winning from 9-10
thanks to Home Improvement
(18.7/29) and Coach (16.4/26), and
CBS taking the 10-11 hour paced by
48 Hours (13.2/24). CBS may be
looking to make a change in the 8-9
hour as The Hat Squad was hung on
the rack, coming in fourth place with
an 8.3/14 average.

NBC still dominates Thursday
night. NBC averaged a 13.3/22 for the
night and saw the premiere of Rhythm
& Blues pull in a 12.1/20, picking up

22 Television
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GET THE
HOTTEST PACKAGE
"EVER SOI D.

53% U.S. COVERAGE IN JusT THIRTY DAYS!
From indies and groups like Tribune, Gaylord, ABRY and Scripps Howard
to top ten affiliates like KGO/San Francisco and WJBK/Detroit—the
smartest programers have recognized Century 16 as the must-buy package
of the decade. With highly promotable primetime audience grabbers like
Home Alone, Die Hard 2 and Star Wars, no station can afford to pass up
the highest grossing —and fastest selling— movie package of all time!
Century 16. Without it, life could get awfully cold out there.

HIGHEST GROSSING Fii. M PACKAGE. EVER.

P>

1892 Twentieth Contury Fou Film Corp. All Rights Reserved.




World lead-in. Fox’s Simpsons won
the 8-8:30 time period, and ABC won
the 10-11 time period with Primetime
Live. NBC won 8:30-10 with Rhythm
& Blues, Cheers and Wings.

While CBS has emerged to battle
ABC for dominance on Friday night,
NBC continues to struggle on the
night. CBS finished four-tenths of a
rating point behind ABC, winning an
hour-and-a-half of the night with
Golden Palace at 8, Designing Wom-
en at 9 and Bob at 9:30. In addition,
CBS’s Picket Fences averaged a
10.9/20 at 10-11. ABC managed the

averaging a 14.9/28 in the final hour.
NBC averaged only a 7.2/13 on the
night, with the reality duo of Final
Appeal and What Happened? scoring
a 6.7/13 and 8.0/15, respectively. The
latest from Aaron Spelling, The Round
Table, was third with a 7.2/13.
Saturday continues to be controlled
by NBC, which won the night with a
10.6/20. However, none of the big
three networks is starting strong, as
Fox captured the 8-9 hour with the
hour version of Cops. While CBS has
announced revamping plans for the

| night, ABC may follow suit, with the

|

“

a rating point from its A Different | win by finishing strong, with 20/20

three-drama lineup of Covington
Cross, Crossroads and The Commish
posting a 7.3/14, 6.1/11 and 10.6/21.

CBS once again won Sunday,
thanks to 60 Minutes and Murder, She
Wrote. The network won the night by
4.7 rating points over second-place
NBC, which got a strong performance |
from King Ralph. The movie averaged
a 14.8/23 and finished a close second
to CBS's movie, House of Secrets and
Lies. Fox saw dismal performances
from two of its premieres, with The
Ben Stiller Show at 7:30-8 p.m. scor-
ing a 4.3/8 and Woops! pulling in a
5.0/9 at 10:30-11. ]

" NBC CANS “SANTA BARBARA,” GIVES BACK TIME

Affiliates will get half-hour from network, NBC puts Rohrbeck in charge of daytime

| By Steve Coe
N BC made the move speculated
about for the past year when it
announced last week the cancel-
lation of the multi-award winning but
low-rated daytime soap Santa Barba-
| ra. In addition, the network has turned
over a half-hour of time to its affiliates
and turned over responsibility for the
daypart to John Rohrbeck, president,
NBC-TV Stations, in an attempt to
improve support among affiliates for
the network’s daytime programing.

Santa Barbara wasn’t the only ca-
sualty last week; the network also can-
celed Dr. Dean, with both series
scheduled to end their NBC runs on
Jan. 15, 1993. The network intends to
feed four hours of daytime programing
to affiliates, with two hours made up
of the soaps Another World and Days
of Our Lives, and the other two hours
made up of the half-hour Faith Daniels
talk show and an hour and a half of
game shows.

The 90-minute block of game
shows will be made up of possibly
three shows. One option is to produce
a new, hour version of Classic Con-
centration and pair it with one of sev-
eral projects in development. Current-
ly being looked at are a return of
l Scrabble, which the network dumped

to make room for Generations several

years ago, Scategories, or Swap Meer,
the latter described as similar to The

Price Is Right.

By the summer of 1993, however,
the network expects the four-hour day-
Ltime feed to consist of the two soaps,

an hour of game shows and an hour of
talk. The talk hour is expected to con-
sist of either a retooled hour version of
Faith Daniels’s A Closer Look or an
hour-long show featuring NBC News
legal correspondent Star Jones.

As part of the restructuring, NBC
has formed the Affiliate Daytime
Committee, to be chaired by Lon Lee,
general manager, KHQ-TV Spokane,
Wash.

The group will work closely with
the network in scheduling and adver-
tising and promotion activities with
regard to daytime programing. Warren
Littlefield, president, NBC Entertain-
ment, said the changes have come
about as a result of necessity. ‘‘We’ve
had a problem in the daypart for the
past 15 years, and I've spent the last

two years trying to analyze those prob-
lems. We’re not a traditional network
in these dayparts as we are in late
night or prime time. Only 14% of our
affiliates carry our daytime schedule
as we feed it. We can't think like a
network,’’ he said, ‘‘we have to put
on the glasses of the local stations and
get a better idea of what they're see-
ing.”’

The half-hour being returned to sta-
tions was a concession to affiliates that
the advisory committee suggested.
““It’s something they said they need-
ed,”” said Littlefield, who also
stressed that the stations ‘‘would rath-
er be in bed with us rather than syndi-
cators. That’s because once those syn-
dicated shows become popular the
price starts going up.”’ m

VIACOM ENTERTAINMENT TAPS MTV'S BEECE

incom Entertsinment Group named Deborah Beece to the newly creat-

ed pasition of president, television programing and production, as first
speculated in BROADCASTING (Aug. 24). Beece, who moves over from
Viacom-pwned MTY Networks, where she was senior vice president of
programing since 1989, will now oversee program development and
production of ¥iacom's network, cable and first-run syndication divisions.,

The promotion of Beece follows Viacom Entertzinment CGroup Chair-
man Neil Braun's dismissal of Michael Gerber, Viacom's former presi-
dent of first-run intemmational distribution and acquisitions, and the layoff
of several sales staffers in August, And last week, Braun confirmed that
up o seven production staffers have received pink slips al Viacom
Productions, the network production division, which still employes over

30 full-time statfers.

Braun defended the latest round of cost-cutting and consolidation efforts
by saying that *‘production companies don't want to be in the business of
increasing the amount of deficit financing on [eetwork] series 1o justify
maintaining a higher level of staffing.”” —MF
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FOX EXPANDS
NEWS SOURCES

By Steve McClellan
F ox News has signed close to 160
non-Fox TV stations around the
country to supply news footage
to the fledgling news service. [n addi-
tion, 34 Fox owned or affiliated sta-
tions also supply footage, bringing the
total number of outlets supplying Fox
with news to almost 200 stations.

That’s according to Paul Amos, ex-
ecutive vice president, Fox News,
who provided BROADCASTING with a
post-RTNDA convention debriefing.

According to Fox affiliate news di-
rectors attending meetings with Fox at
the show, Fox announced 15 or 20
larger-market non-Fox stations that
have signed deals to provide news.

The deals vary from market to mar-
ket. In some cases, Fox will pay cash
for the material, as in the case of a
deal signed recently with ABC affili-
ate WCVB-TV Boston, said Amos. In
other arrangements, such as one with
CBS affiliate wAGA-TV Atlanta, the
deal involves an exchange of material.

In a handful of other markets,
where stations refuse to deal, Fox has
hired stringers to keep its news service
covered, such as in Minneapolis. In
most of those markets, said Amos,
including KITN-TV Minneapolis, the
Fox affiliates have plans to start up
news departments and newscasts.

As the Minneapolis case demon-
strates, striking deals with competing
stations for news footage hasn’t al-
ways been easy. But Amos said one
factor in Fox’s favor is the depressed
economy. ‘‘Station managers are
Iooking at them as profit centers,”” he
said. ‘‘“The news departments are be-
ing called on to generate as much
money as possible, and therefore they
are willing to sell to us.”’

The news service also told its affili-
ates it will offer several new feeds
later this month, including overnight
and early morning feeds, designed for
carly morning local newscasts, as well
as a West Coast feed (fentatively set
for 9 p.m. PT) to service the dozen or
so West Coast affiliates with 10 p.m.
newscasts. With the added feeds, Fox
will be doing about 82 hours of daily
feeds, up two hours from the current
6'% hours of feeds Amos said. ]
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've spent much of the afternoon trying to
I establish a connection between the builhorn-
ing pickets outside the Mayflower Hotel,
across DeSales Street, and the protection of
journalists under the First Amendment. Only a
First Amendment right to free speech could justi-
fy strikers' disturbing the peace {and the men-
tal processes) with repetitive—and amplified—
mantras all day long {“Wake up. Pack up.
Check out. Wake up. Pack up. Check out.
Wake...”).

It being that kind of day, I've also spent
some time ruminating about Ross Perot, and
how we need him back in the presidential race
like a cow needs a crutch. But again I ran into the
democratic (small d) dilemma.: Perot has every right to muck up the pro-
cess in as many ways as he can legally think up, and the genius of our
system is a belief that, even if he does, history will be better for it.

And that, in a roundabout way, made me think of the new fall season,
which has more salacious muck and mire than any in memory. Along with
so much violence that, were it extended to the population at large,
America would be wiped out in a decade. Here, too, we habitually invoke
the First Amendment. No government can tell us what to program, nor
impede the creative id. Don’t think about television dehumanizing human
emotions or trivializing the real world through so-called reality or tabloid
TV.

It's probably the volume that's killing us. So many channeis to fill day
and night, if not around the clock. So many more compressed channels
awaiting deliverance by our technology-driven media. Sco little to say, so
much time to say it in.

Aren't we lucky I'm not in charge. There'd be no need for 150 TV
channels; a half-dozen or so would just about suffice. Give me Murphy
Brown, Law and Order, Civil Wars and CNN/C-SPAN and | could just
about get by. Sleaze, however captivating, would languish unaftended.
Garth Brooks and that hat could go back to Nashville, or wherever they
come from. You'd have seen your fast made-for-TV movie about rape and
pillage.

That's why we opt for pluralism. Why we discourage the FCC from
exercising its program judgments over the television system. Why we wid-
en the marketplace to fit in as many slivers of program choice as can
keep their heads above water. Why we suffer fools in the middle of the
night (no, not you, Jay).

The irony of it all is that there's probably as much good television now
(amid the bad) as there was in the "‘golden age” of Playhouse 90. It's just
spread around more, and shows up in a heightened professionalism
across the board—even among the lesser efforts. 2000 Malibu Road has
no redeeming social purpose, but it's slick and, like a trashy novel, hard
to put down (I can’t stand the wicked sister, but the reformed whore is a
knockout).

Happily, the best rises to the top in television, held aloft by a public
that, over time, exhibits unerringly good taste. Lincoln had it right: “You
may fool all the people some of the time; you can even fool some of the
people all the time, but you can't fool all of the peopie all the time.”

So bring on Perot. And Arsenio Hall. Television has made discern-

ment a national art form.
5(
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Two weeks before Election Day, thirty-one industry and
government leaders will have their say about the future of
the telecommunications industry.

They will gather at the Omni Shoreham Hotel for
INTERFACE VI, a joint presentation by Broadcasting Magazine
and the Federal Communications Bar Association (FCBA).
In addition, several hundred others, deeply concerned
about mass media regulation and policy, and the financial
and economic well-being of the broadcasting and cable
industries, will be on hand to listen to, analyze and
question the speakers and panelists on the issues explored
during this critical, one-day seminar.

We invite you to join us at this important event.

INTERFACE VI: A Blueprint for the Future
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INTERFACE VI: A Blueprint for the Future
October 21, 1992

Omni Shoreham Hotel, Washington, D.C.

8:00-8:45a.m. Informal breakfast

8:45-8:50 a.m. Welcome: FCBA President Bob Beizer,
Sidley & Austin

8:50-9:00 a.m. Introduction and Querview: Don West
and David Persson, Broadcasting,
and Clark Wadlow and Dick Wiley,
FCBA Conference Co-Chairs.

9:00-9:30 a.m. Keynote Speaker: Frank Biondi, Viacom

9:30-10:15 a.m. Congressional Staff Panel:
* David Leach, House Committee on
Energy and Commerce
* Antoinette Cook, Senate Committee on
Commerce, Science and Transportation
* Gina Keeney, Senate Committee on
Commerce, Science and Transportation

10:15-10:30 a.m. Break

10:30-11:30 a.m. Industry Leaders Panel
* Jim Dowdle, Tribune Company
¢ Brian Roberts, Comcast
s Jay Kriegel, CBS
* Horace Wilkins, Southwestern Bell
¢ Leslie Moonves, Lorimar Television

11:30-12:30 p.m. Industry Economic Forecast Panel
* Douglas McCorkindale, Gannett
¢ John Tinker, Furman Selz
* Steve Rattner, Lazard Freres
¢ John Reidy, Smith Barney

12:30-2:00 p.m. Luncheon Speaker:
Alfred Sikes, FCC Chairman

FCC Commissioners Panel
* Andrew Barrett

¢ Ervin Duggan

* Sherrie Marshall

¢ Jim Quello

Debate:

¢ Eddie Fritts, NAB vs
e Jim Mooney, NCTA

Break

Media Delivery Futurists Panel

e John Abel, NAB

* Wendell Bailey, NCTA

e Irwin Dorros, Bellcore

* Stan Hubbard, Hubbard Broadcasting
* Robert Schmidt, Wireless Cable Assoc.

Closing Speaker: Greg Chapados
Administrator of NTIA, Department
of Commerce

Hall of Fame Awards Dinner

2:00-3:00 p.m.

3:00-3:30 p.m.

3:30-3:45 p.m.
3:45-4:45 p.m.

4:45-5:00 p.m.

7:00 p.m.

*Speakers, panelists and times are subject to change.

A night to remember, too!

Interface VI is just the beginning of a very special
day. Immediately following the seminar,
Broadcasting Magazine will present its Second
Annual Hall of Fame Awards Dinner at the
Omni Shoreham Hotel. Proceeds to benefit the
International Radio and Television Foundation.

This year, 20 new inductees will be honored by
their colleagues. It’s a glorious, memorable evening
you will not want to miss.

INTERFACE VI AND
HALL OF FAME AWARDS

Special discounts are available to those individ-
uals attending both the seminar and the Awards
Dinner. Please fill out the coupon below containing
the various price options.

Name:
Title:
Company:
Address:
Telephone:
Please check one:
Interaco 1 nty BEBL__]  Fealiof Fame Only
($300 is tax deductible)
mieriace viony (5] ] pade S]]

($300 is tax deductible)
Table rates for Hall of Fame Awards:

A Tier B Tier
($5750 is tax deductible) {$4250 is tax deductible)
CTier [$4000] |

($2750 is tax deductible)
Feel free to copy this coupon for
each individual registrant.
For seminar only, please make check payable to; Interface VL.

For Hall of Fame only, please make check payable to:
BROADCASTING 1992 Hall of Fame.

For both events, please make check payable to:
Interface V1/1992 Hall of Fame.

Send coupon and check to: Ms. Joan Miller
Broadcasting Magazine, 475 Park Avenue South
New York, NY 10016

For more information, call (212) 340-9866

Broadcastingz




SEARCH UNDER WAY TO REPLACE NATPE’S CORVO

Will serve as consultant until 1995; group says arrangement part of original contract

By Mike Freeman
ATPE International announced
last week it is forming a search
committee to find a replacement
for President and Chief Operating Of-
ficer Phil Corvo, who will move into a
consultancy position until his retire-
ment in 1995,

Over the last year, Corvo has been
suffering from a respiratory ailment,
but he insisted that had *‘nothing to do
with this’’ and that he is *‘feeling fit”
enough to serve in an active consulting
role during the leadership transition.

*“When [ sat down with the
[NATPE] executive committee about
two years ago, we came to a pre-
determined understanding where I
would be able to systematically reduce
my role within the association, in an-
ticipation of my eventual retirement,”’
said Corvo, who will work full time
with the yet-to-be-selected president
on strategic planning for the 1994 con-
vention, set for Miami. After that,
Corvo says he hopes to move into a
part-time consultancy role to assist as-
sociation planning for the 1995 con-
ference in Las Vegas.

From the time Corvo joined
NATPE as executive director in 1982
(he became president and COQO in
1988), he has been credited with trans-
forming NATPE from largely a do-
mestic association to an international
television programing organization.
Corvo is additionally cited with suc-

OFFICIAL THANKS

I n a postscript to last week’s
coverage of the Fifth Estate’s
Hurricane Hugo relief efforts, a
ceremony celebrating the food
drive spearheaded by CBS O&Q
WCAU-Tv Philadelphia attracted
the governor of Delaware, lieu-
tenant governor of Pennsylvania
and New Jersey's director of
emergency management. All
were in attendance to acknowl-
edge the drive’s success and the
cfforts of Delaware Valley view-
ers. The station (with the help of
1,500 volunteers) collected 15
truckloads of supplies and over
$300,000 in cash.

cessfully courting the cable program-
ing community: NATPE’s member-
ship rolls have grown by 43%, going
from 1,400 members in 1982 to over
2,000 dues-paying TV programers
worldwide during his 10-year tenure.
One of his crowning achievements
will occur at the NATPE programing
conference in San Francisco (Jan. 24-
28, 1993), with the Association of In-
dependent Television Stations (INTV)
integrating its membership meetings,
FCC strategy sessions and panel sess-
sions into the first two days of the
convention at the Moscone Center.
Over the last dozen years, syndica-
tors and station executives had grown
increasingly disenchanted with
INTV’s scheduling of its post-New
Year’s independent TV conference
less than two weeks before the
NATPE convention. Recognizing the

groundswell of support for a merged
conference, then-incoming NATPE
Chairman Pat Patton, who is program
director of KMBC-TvV Kansas City,
served as Corvo’s point man in negoti-
ating a resolution with INTV President
James Hedlund after the 1992 NATPE
conference in New Orleans.

Chairing the search committee for a

| new president will be Lewis Klein,

president of Gateway Communica-
tions, who is also president of the
NATPE Educational Foundation.
Corvo said the executive search will
go beyond the borders of broadcasting
to include experienced top-level pro-
gramers from the cable TV business.
Interested candidates are being asked
to write (in confidence) to Lewis
Klein, NATPE International, 2425 W.
Olympic Blvd., Suite 550E, Santa
Monica, Calif. 90404. |

SYNDICATION UPDATE '

WCBS-TV SLOTS WHITNEY

Warner Bros. Domestic Television
Distribution’s NightTalk with Jane
Whitney received a major vote of
confidence last week, signing wCBS-
TV New York to clear the hour-long
talk show in the nation’s top market
begining today for the 9-10a.m.
time slot being vacated by Columbia
Pictures Television’s recently
canceled Cristina.

SYNDICATION STRIPE
FOR NALLE

In a major restructuring of MCA
TV’s syndication activities, Ned
Nalle, executive vice president of
Universal Television, will oversee
first-run development within the
syndication division as well as with
the Universal TV network division.
MCA TV’s first-run development was
previously handled by syndication
President Shelly Schwab, who will
concentrate on the marketing and
sales of first-run and off-network
programing.

GROUP W GRABS SLOT

Group W Productions was quick to
seize on the opportunity afforded by
NBC'’s decision last week to cancel

daytime soap opera Santa Barbara
(see story, page 26), signing NBC
affiliate WGRZ-Tv Buffalo to carry its
new Vicki Lawrence talk strip. A
spokesman for Group W estimated
that 38% of Vicki!’s 142 clearances
are on NBC affiliates that dropped
Santa Barbara to carry the show,
which launched Aug. 31. Since its
debut, Vicki! has been averaging a
2.3/10 season-to-date rating (NSI,
Aug. 31-Sept. 23) in the metered
markets, a share point ahead of its
October 1991 average (2/9).

‘JOURNAL’ TAKERS

Confirming a previous report in
BROADCASTING (Sept. 28), King
World Productions has officially
identified half of the reported dozen
markets where it has sold fall 1993
strip American Journal, a spinoff
companion piece to its [nside

Edition news magazine. Nancy Glass,
who has served as senior
correspondent for {nside Edition since
1990, is slated to host American
Journal. The markets identified are
KCAL(TV) Los Angeles; KHOU-TV
Houston (**Closed Circuit,”” Sept.
28); WFAA-TV Dallas; KXTV-TV
Sacramento; WVvEC-TV Norfolk and
WPRI-TV Providence.
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MONDAY
8:00

8:30

9:00

9:30

10:00

10:30
TUESDAY
8:00

8:30

9:00

9:30

10:00

10:30
WEDNESDAY
8:00
8:30
9:00
9:30
10:00
10:30
THURSDAY
8:00

8:30

9:00

9:30

10:00
10:30
FRIDAY
8:00

8:30

9:00

9:30

10:00
10:30
SATURDAY
8:00

8:30

9:00

9:30

10:00
10:30

SUNDAY
7:00

ABC

13.6/21

76. Young Indiana Jones

Chronicles 7.4/12

(o] : 13

21.6/33
10. Evening Shade 16.8/26

NBC

13.4/20
23. Fresh Prince 14.1/22

5. Hearts Afire 19.3/29

27. Blossom 13.1/20

14. NFL Monday Night
Football—New York Giants
vs Chicago Bears 16.2/27

1. Murphy Brown 29.3/41

7. Love and War* 17.4/28

46. Wonder Years 11.0/19

16.5/26 14.5/23
12, Full House 16.6/27
22. Rescue: 911 14.2/23
17. Hangin w/Mr. C*15.2/24
2. Roseanne 23.9/36
3. Coach 20.0/30 | | 21, CBS Tuesday Movie—
39. Going to Extremes With a Vengeance 14.7/23
11.7/20

71. Hat Squad 8.3/14

25. NBC Monday Night
Movies—Miss America:
Behind the Crown 13.3/20

52. Quantum Leap 10.8/17'

41. Dateline NBC 11.5/20

18. Unsolved Mysteries

NO PROGRAMING

Broadcsting's Ratings Week ¥ Sep 21-27

FOX

NO PROGRAMING

48. Beverly Hills 90210

10.1/16

16.2/27

52. Doogie Howser 10.8/17 15.1/25 10.9/18
6. Home Improvmt 18.7/29 30. Seinfeld 12.6/20
46. Haunted Lives 11.0/17 96. Rock the Vote 4.0/6
13. Coach 16.4/26 35. Mad About You* 12.0/19
66. Civil wars 9.2/17 26. 48 Hours 13.2/24 44. Law and Order 11.1/20
0.8/18
64. Delta 9.5/16 44. A Diffmt World 11.1/19 | | 24. Simpsons 13.5/23
52. Top Cops 10.8/18
73. Room For Two 8.1/13 33. Rhythm and Blu* 12.1/20| | 55. Martin 10.6/18
71 Homefront  8.3/13 | | 48. Street Stories  10.9/17 | —cneers 19.5/321 1 93. The Height 5.4/9
. Homefron : . Stree es L : eights :
g 10. Wings 16.8/27 e Heig /
" . . . 61. Comedy Store 20th
16. Primetime Live 15.3/27| | 85. Middle Ages  6.4/11 Anniversary 10.0/18
40. Family Matters 11.6/22 | | 37. Golden Palace 11.9/23| | 83. Final Appeal 6.7/13| | 90. America’s Most Wanted
38. Step By Step 11.8/22 | | 48. Major Dad 10.9/20| | 74. What Happened?*8.0/15 5.9/11
59. Dinosaurs 10.1/19 | | 28. Designing Wmn 12.9/24| | 79 The Round Table 86. Sightings 6.2/11
66. Camp Wilder 9.2/17| | 31. Bob 12.5/23 7.2/13| | 97, Likely Suspects 3.8/7
19. 20/20 14.9/28| | 48. Picket Fences 10.9/20| | 81. I'l Fly Away  7.0/13
8.0/15 6.5/12 10.6/20 8.2/15
87.F ie’'s T 6.1/12} | 76. Here and No 7.4/15| | 68. C 8.9/17
78. Covington Cross 7.3/14 e /12} =an - hid £ 4 /
84. Brooklyn Bridge 6.5/12 | | 70. Out All Night 8.4/16| | 57. Cops 2 10.3/20
28. Empty Nest 12.9/24 75. Code 3 7.7/14
87. Crossroads 6.1/11 79. Raven 7.2/13 L / g, /
31. Nurses 12.5/23| | 92. The Edge 5.7/11
55. The Commish 10.6/21; | 89. Angel Street 6.0/11 43. Sisters 11.2/22

98. Parker Lewis 3.7/7

68. Life Goes On  8.9/16 8. 60 Minutes  16.9/31| | 82. Secret Service 6.9/13

7:30 95. Ben Stiller Show*4.3/8

B:00 | 42.AmFunHome Vid 11.4/19| | 8, Murder, She Wrote 63. 1 Witness Video 35. In Living Color 12.0/19

8:30 | 59. AmFunPeople 10.1/16 16.9/27 9.6/15| | 62. Roc 9.8/15

9:00 33. Manied w/Chikin 12.1/18

9:30 | 57. ABC Sunday Night :sl_'hﬁ:i i:;t;i:e:lo;’:led_l.ies 20. NBC Sunday Night 65.Herman's Head 9.4/14

10:00 | Movie—Obsessed 10.3/16 15.5/25 Movie—King Ralph 14.8/23| | 90, Flying Blind 5.9/10

10:30 94, Woops!* 5.0/9
WEEK'S AVGS 11.9/20 13.1/22 11.4/19 7.6/13
SSN. TO DATE 11.9/20 13.1/22 11.4/19 7.6/13

RANKING /SHOW [PROGRAM RATING /SHARE] *PREMIERE SOURCE: NIEI:.SEN MEDIA RESEARCH YELLOW TINT IS WINNER OF TIME SLOT
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VH-1 LOOKS FOR SYNDICATION HIT

‘Top 21 Countdown’ will be offered on barter basis, could lead to other music projects

By Rich Brown
usic video network VH-1 will
test the international and do-
mestic syndication waters ear-

ly next year with Top 21 Countdown,

a barter version of its weekly show

that will air within a week of its net-

work window. In a unique arrange-
ment set up by syndication partrers

One World Entertainment, All Ameri-

can Television and LBS International,

the show is being pitched to advertis-
ers based on the combined ratings of
its VH-1 and syndication audiences.
If all goes according to plan, the
agreement is likely to lead to the
launch of more VH-1 projects into
syndication. VH-1’s Harriet Seitler,
senior vice president of new business
development, says the network has
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| ideas and pilots for shows with syndi-
cation potential and anticipates at least
one other project will launch in syndi-
cation within the next year.

“*What’s interesting to us is we’ll
have a chance to see how VH-1 does
internationally as well as in domestic
syndication,’” says Seitler, emphasiz-
ing the network’s interest in exploring
the overseas possibilities for VH-1
programing. ‘‘It’s a good way for us
to put our toe in the water.”’

In addition to VH-1 programing, a

Showtime has scheduled an Oct. 18 debut for ‘Hurricane Relief,’ an edited
version of the benefit concert, taped on Sept. 26 at Mlaml's Joe Robbie Stadlum,
for victims of Hurricanes Andrew and Inikl. All showings of the comedy and
music concert, co-hosted by Whoop! Goldberg, Gloria and Emilio Estefan and
Andy Garcla, will feature a toli-free Red Cross number. The toll-free number will
aiso be featured during promotionai spots and in a half-hour news speciai to be
produced for VH-1, Above, Gloria Estefan and singer/songwriter Paul Simon.

| number of shows cumrently on the
shelf at MTV Networks are under re-
view for syndication in the 1993-94
season, says Rick Levy, senior vice
president, One World Entertainment,
the recently formed barter sales group
for MTV Networks.

Levy says the goal in syndicating
the shows is to ‘‘enhance’” and not
replace the MTV Networks. While
VH-1 on its own reaches about 44
million households nationally, the net-
work can expand into the total broad-
cast universe of 92.1 million homes
through syndication. The number of
households reached by the company’s
other networks, MTV, Nickelodeon
and Nick at Nite, are, respectively,
more than 55, 58 and 56 million.

Levy says Top 21 Countdown is be-
ing positioned as ‘‘the countdown
show of the 1990’s,” following the
example set by the success of earlier
countdown shows such as Hir Parade,
Solid Gold and America’s Top 10. The
Casey Kasem-hosted Top 10 was syn-
dicated for more than a decade by All
American, which will be putting its
expertise to work in lining up stations
for Top 21 Countdown. Levy says ad-
vertisers have not yet been approached
about the syndicated version of VH-
1I’s Top 21 Countdown, but he does
plan to target those same sponsors that
have already supported the show in
trying to reach the 25-49 demo attract-
ed to the cable network.

VH-1’s Top 21 Countdown, which
launched in fall 1989, features the top
20 music videos of the week plus one
special pick and is hosted each week
by a guest celebrity. An enhanced ver-
sion of the show will be offered on a
bartered basis as 52 one-hour episodes
specially edited and produced for dis-
tribution. Included will be 39 regular
weekly shows and 13 special editions,
such as Top 21 Comedy Countdown
and Top 21 Valentine Countdown. ®

32 Cable

Oct 5 1992 Broadcasting




' BBC FINDS TRANSATLANTIC PARTNER IN CBC

Deal gives Canadian network rights to hourly international news, business, and weather
reports; move seen paving way for teaming by World Service with U.S. distributor

By Rich Brown

BC World Service Television,

which is actively targeting cable

programers and others in search
of a distribution partner in the U.S_,
moved a step closer to its goal of
worldwide distribution by striking a
deal last week with the Canadian
Broadcasting Corp.

The new alliance between the Brit-
ish Broadcasting Corp. and the CBC is
expected to bode well for the BBC’s
efforts to find a partner in the United
States, says Jonathan Crane, head of
BBC, New York, particularly because
the arrangement brings the service
across the Atlantic for the first time
and covers the transponder costs asso-
ciated with transporting the signal to
the continent.

Crane points out that last week’s
CBC deal technically accomplishes
the BBC's stated goal of becoming
available on every continent by the
end of 1993, but adds that an outlet in
the United States is still being sought.

The BBC continues to hold talks
with a number of potential U.S. part-
ners, including some of the country’s
top cable programers. The BBC has
already had talks with one of its fre-
quent collaborators, the Arts & Enter-
tainment Network, although it appears
those talks have stalled.

Among other strong candidates is
Discovery Networks, but executives
on both sides decline to comment on
any possible collaboration.

Crane says the BBC recognizes the
difficulty in launching a stand-alone
service in the United States in an al-
ready crowded news landscape. But
the company is offering distinctive
programing with its long-form news
service, he says. The BBC also has
not ruled out the possibility of offering
its World Service Television in the
United States as a partial service, he
adds.

Last week’s deal with the CBC, for
example, excludes long-form BBC
programing but provides the broad-
caster with exclusive rights in Canada
to World Service Television’s hourly
international news, business and
weather reports on a 24-hour basis,
plus any live coverage of breaking

news.
The CBC will be able to broadcast

| the reports on its English and French

broadcast networks as well as its
Newsworld cable channel and any fu-
ture French-language version of
Newsworld.

Newsworld, currently available in 6

| million homes, will be relaunched on
Nov. 2 featuring Canadian-produced

| programing alongside the BBC prod-
uct. As part of the deal, both sides will

[ share foreign bureaus and news video
and will logk to jointly develop new
bureaus.

| Through various partners around the
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NETWORK

has acquired the

NETWORK

We initiated this transaction and assisted the Sci-Fi Channel
11 the negotiations.

We represented the Sci-Fi Channel iy its
cable carriage campaign.

WALLER CAPITAL

30 Rockefeller Maza
Suite 4350

New York, NY 10112
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world, the BBC has managed to ex-
pand its World Service Television
across Asia, Europe and Africa since
its launch in early 1991. The World
Service offers some live coverage and
a number of long-form pieces (30-40
minutes) culled from the BBC sched-
ules.

News comes to the service from a
lineup of 50 bureaus around the world
as well as 250 correspondents and
stringers. ]

INTERFACE AND
HALL OF FAME SET

n Oct. 21, BROADCASTING

magazine and the Federal
Communications Bar Association
will sponsor the annual *'Broad-
casting/Cable Interface” seminar
and **Hall of Fame'" dinner and
awards ceremony at the Omni
Shoreham Hotel in Washington.
For more information, contact:
(in New York) Joan Miller, (212)
340-9866; (in Washington) Pat
Vance, {202) 659-2340.

TNT'S FOOTBALL DYNAMITE

TNT's NFL Sunday night matchup
between the San Francisco 49ers and
New Orleans Saints Sept. 27

scored a 10.0 rating in TNT
households and delivered 5.8
million homes, a ratings record for
the cable network and the second-
highest-rated show in Turner
Entertainment Networks’ history.
The game was second only to
superstation WTBS(TV) Atlanta’s
1987 National Geographic Explorer
program, Secrets of the Titanic,
which had an 11.4 rating.

‘STAR WARS’ SCORES
FOR SCI-FI

Although newly launched Sci-Fi
Channel will not have national
Nielsen ratings until sometime in
1993, a Paragon Cable system in
Portland, Ore., which is able to

‘ measure viewing, showed the channel

with an average 2.5/10 rating for
its debut presentation of Star Wars.
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“The World’s Best
Aerobic Exerciser.””

NordicTrack duplicates the motion of
cross-country skiing. which most experts
agree is the most efficient and effective
aerohic exercise.

It bumns more calories in less time than
many other exercise machines. Up to 1.100

Nordtc rack

Models priced from 379995 o $I 79995

calories per hour. according to fitness experts.

The best way to a man’s
stomach...NordicTrack®.

Besides buming calories, it strengthens
the heart, tones the muscles and improves
stamina. And it’s much less stressful on the
body than running and high-impact sports.
Working out on NordicTrack also boosts
creativity and productivity and lowers stress,
making you feel as good as you look.

It's time to change your spare tire.

Unlike most in-home exercisers,
NordicTrack works all
the major muscle 3
groups of the body 3&_‘,—* :.p
including the arms. legs,
buttocks. shoulders and, yes, Ty
even stomach.

So what are you waiting r
for? Call NordicTrack today.

30 day
in-bome trial!

& Brochure

800- 328-5533?:5}

Please send me a free brochure
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| Phone ¢ ) |

NordicTrack, Dept 1
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The system showed Sci-Fi third
behind only ABC affiliate KATU-TV
and NBC affiliate KGW-Tv.
Following the presentation of Star
Wars at 5 p.m. local time, the
channel’s preview show scored a 3.5
rating that was second only to
KATU-TV. Sci-Fi’s prime-time repeat
of Star Wars paced behind the
broadcast network and Fox affiliates
but wound up 54% ahead of the
nearest cable competition, according
to the data.

NEW TEAM FOR
‘REN AND STIMPY’

Nickelodeon has formed a

new production team for The Ren and
Stimpy Show, following the

removal of creator John Kricfalusi as
head of production on the popular
animated series. Kricfalusi
collaborator Bob Camp will

oversee production, and Kricfalusi,
who reportedly irked the network
with missed deadlines and
questionable story content, will
continue to act as a consultant.

BLESSED UNION

Religious cable network VISN/
ACTS launched last Thursday in [
19.5 million homes representing 32
of the top 50 MSO’s, eliminating
some of the duplication that had
existed when the channels

operated separately as VISN (Vision
Interfaith Satellite Network) with
13.8 million homes and ACTS
(American Christian Television
System) with 8.2 million. The ad-
supported channel, with 16 daily
hours of programing from VISN and
eight hours from ACTS, expects to
have its first national advertisers in
place by late October through New
York-based Crane Media Sales.

BEACON CALL

The Cable Television Public

Affairs Association is calling for
entries for its S5th annual Beacon
Awards (formerly the Crystal
Awards), honoring public affairs
efforts of cable systems, programing
networks, state associations,

MSO’s and hardware
suppliers/vendors nationwide.
Entries will be accepted through Nov.
20 and awards will be presented in
spring 1993.
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COX, EZ IN FIRST DUOPOLY-DRIVEN SWAP

EZ gets Charlotie, Cox now has three strong Miami stations from straight no-cash trade

By Peter Viles |
n the first major station swap of
the duopoly era, Cox Enterprises |

and EZ Communications traded

|  stations last week, creating new mega-

combos in Miami and Charlotte.

Cox gave up WSOC-FM, its market- |
leading country station in Charlotte, in
return for EZ’s urban/adult contempo-
rary WHQT-FM Miami (Coral Gables).
As a result, Cox now has three strong
stations in Miami: adult contemporary
WFLC-FM, news/talk wloD-aM and

WHQT-FM. Those three stations had a
| combined market share of 14.1 in the
spring Arbitron book (see ‘‘Duopoly

Watch'").

EZ, meanwhile, stakes a solid claim
to market leadership in Charlotte with |
its adult contemporary/oldies station
WMXC-FM and the country-formatted
WSOC-FM, which garmered a market-
leading 14.9 share in the spring Arbi-
tron book.

Robert F. Neil, executive vice pres-
ident, radio, for Cox Broadcasting,
said the deal was a straight trade, with
no money changing hands. He said the
deal was driven largely by the FCC's
crossownership rules, under which |
Cox felt it could not expand its radio |
holdings in Charlotte because it owns ]
a television station there.

*Our chances of getting a waiver
ifrom the crossownership rule] in that
market were probably not very good,”’
Neil said. *‘'It just made a lot more
sense for us to swap than anything
else. We potentially would have faced
having a standalone FM in a market
where 1 think there’s going to be a
number of duopoly scenarios."’

Many industry observers have pre-
dicted that such station swaps will be-
come common, largely because of the
tax advantages of cash-free transac-
tions and the new FCC rules allowing

Broadcasting Oct 5 1992

A continuing compilation of radio’s new mega-combos
Owner Station Format Market Comb.
. Share* Share
Chicago (No. 3 Market)
Infinity Broadcasting WIMK-FM Oldies 33 125
WD-AM MOR 37
] - ~ WUSN-FM CoutEy_ is_ ]
Boston (9)
Boston Radio Group WHDH-AM News/Talk 4.4 21.9
WRKO-AM News/Talk 5.5
WXKS-AM Nostalgia 1.6
WXKS-FM CHR 69
WBMX-FM Hot AC 3.5
Infinity Broadcasting WBCN-FM AOR 5.3 99
WZIX-FM Classic Rock 4.6 =
Miami (11)
Cox Enterprises WHQT-FM Urban/AC 5.0 14.1
WIOD-AM News/Talk 49
WFLC-FM AC 4.2
Paxson Broadcasting WLVE-FM New Age Jazz 2.8 79
WINZ-AM News 2.2
) - WZTA-FM Classic Rﬂ_ 29
Sacramento (30)
Brown Broadcasting KQPT-FM AC 2.4 8.1
KXOA-FM Oldies 5.0
= o KXOA-AM  Business News 0.7
Charlotte (38)
EZ Communications WSOC-FM Country 149 189
o _ WMXCFM__ACOMdies 40
Oriando (42)
Paxson Broadcasting WPRD-AM News = 155
WWNZ-AM News/Talk 3.7
WVRI-FM AC/Oldies 5.4
WMGF-FM _Easy 6.4
Rochester, N.Y. (46)
Boston Radio Group WRMM-AM-FM AC 6.6 149
S WPXY-AM-FM_ CHR 83
Jacksonville (50)
Evergreen Media WFYV-FM AOR 7.5 16.6
WAPE-FM CHR 9.1
Paxson Broadcasting WROO-FM Country 6.9 7.4
WNZS-AM Sports o
WINZ-FM News 0.5 l
Las Vegas (60)
Broadcast Associates KEYV-FM New Age 1.0 9.1
KFMS-AM-FM Country 8.1
* Source: Spring Arbitron, Total week, AQH, Persons [2-plus
** Not reported in spring Arbitron survey
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seuentn Season Network Premiere
# 1in Househoids

#11n Women 18-49 & 25-54

# 1in Men 16-49 & 25-54

# 1088 Friday Night Program




syndication Premiere

NEWYORK'WPN  4.@ | MINNEAPOUS KT\ 5.0
LS ANGELES KT\ 5.2 | mamiusy 5.1
CHICAGOWCY @1 | PITISBURGHTEE a.3

PHILADELPHIA MW, ... . 7.9 ST. LOUIS ATV . 9.3
SAN FRANCISCO hP1\ . . . 3.4 SACRAMENTO RRBR ... Y 4
BOSTON WAL . . 6.2 PHOENIX KPHO. 7.3
WASHINGTON, D.C. WDC\. . 4.0 DENVERRWGN.. ... . 6.9
DALLAS RS ... 6.2 HARTFORD WV 5.3
DETROIT WAON .. 6.2 INDIANAPOLIS WISH .. 6.9
ATLANTANGNY. . 6.8 PORTLARDAPDY. .. 5.4
HOUSTON RPRC..... . 5.4 MILWAUHEEWIS\ =~ = 7.4
CLEVELAND WL AB. . 6.8 CHARLOTTEWBIY . 8.1
SEATTLERSTY . 4.8 CINGINNATI WSTR 5.8
TAMPANTSP.. . . 7.2 SAN ANTONID RENS . 8.7
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ownership of up to four stations per
market.

In addition, the widespread shortage
of credit has led broadcasters to con-
sider cash-free transactions such as
swaps and mergers.

Cox’s Neil said lack of credit was
not a factor in the Charlotte-Miami
swap, however.

According to Duncan’s Radio Mar-
ket Guide, both stations bill roughly
the same amount annually: $5.3 mil-
lion for WQHT and $5.9 million for
WSOC. [ ]

ON TV, PEROT BLOWS RADIO A KISS

he Radio Advertising Bureau probably couldn’t have written a better

endorsement of the medium than the one Ross Perot delivered during
his appearance on Larry King Live last Monday (Sept. 28).

In response to a question from caller Mike Wallace about his frequent
appearances on the King show, Perot answered: “‘I've talked to Larry
about this. I say, ‘You know, television talk shows are great, Larry, but
radio talk shows I think are even more fun, and I don’t know why.” And
we kicked that around one time. Because, see, you have to visualize it.
You don’t get to see it. And it’s sort of like when you and I were children,
Mike, and you’d hear Superman over the radio and you’d have to visualize

the whole thing in your mind.”’

—PV

INFINITY GOES SHOPPING IN PHILADELPHIA

Buys all-sports WIP-AM for $13 million, raises speculation about Don Imus syndication

By Peter Viles
I nfinity Broadcasting continued its
remarkable buying spree last
week, announcing an agreement to
buy Spectacor Broadcasting’s WIP-AM
Philadelphia for $13 million. And
there’s probably more coming: Infin-
ity’s new credit agreement leaves the
company another $110 million to buy
more stations.

The wIP deal, if completed and ap-
proved by the FCC, will give Infinity
a Philadelphia combo of classic rock
on WYSP-FM and all sports on WIP-AM,
mirroring Infinity’s successful New
York combo of WXRK-FM and WFAN-
AM. In total, Infinity will have 22 sta-
tions, including 16 in the 10 biggest
markets.

WIP, which broadcasts play-by-
play of the Philadelphia Flyers and
T6ers, garnered a 2.8 share in the
spring Arbitron ratings (total week,
average quarter-hour, persons 12-

Infinity President and CEQ Mel Karmazin:
no pians for programing changes at WIP.

| plus). WYSP-FM had a 6.5 share.

According to Duncan’s Radio Mar-

| ket Guide, WIP bills an estimated $3.8

million per year—the 17th-highest to-
tal in the market. WYSP-FM bills an
estimated $12.7 million, according to
Duncan’s.

Infinity President and Chief Execu-
tive Officer Mel Karmazin called wiP
a ‘‘very successful station with excel-
lent programing and staff.”’

While the purchase caused some
speculation that WFAN’s successful
moming program, /mus in the Morn-
ing, might be syndicated in Philadel-
phia on wIP, Karmazin said he has no
plans for programing changes at the
station.

wIP’'s current morning show, a blend
of sports and entertainment featuring
Angelo Cataldi, Tony Bruno and Al
Morganti, drew a 3.6 share (persons
12-plus) in the spring Arbitron. Imus
in the Morning drew a 3.5 share in
New York. s

ARBITRON TO PUBLISH MIAMI SUMMER BOOK

fter meeting last week with Miami-area radio

38 Radio

broadcasters, Arbitron has decided to publish a
summer ratings report for the storm-ravaged market.
Arbitron projects that the Miami report will be based
on 2,536 diaries, or 92% of its market target of 2,770.
‘‘While the hurricane did affect diary returns, we
feel that the sample, in terms of size and distribution, is
sufficient to produce a reliable report of radio listening
in the Miami metro,”” said Jay Guyther, Arbitron vice
president, sales and marketing, radio station services.
*‘It’s important for the advertising community to know
that Miami, though still recovering, continues to be a
dynamic and important consumer marketplace.”’
Some Miami-area broadcasters had urged Arbitron to

skip the book entirely, arguing that it was bound to be
either inaccurate or skewed by Hurricane Andrew.

Robert F. Neil, executive vice president, radio, for
Cox Broadcasting, which owns three stations in Miami,
predicted that advertisers will view the report with
skepticism.

*“There aren’t going to be many buyers who are
going to pay attention to it,”” he said.

*‘I can understand from a business standpoint why
Arbitron felt it was necessary to go ahead and publish
a book. But it’s kind of like the book that came out
after the [Persian Gulif] war. Buyers kind of discount-
ed that book, and I think they’ll do the same with this
one.”’ -PV
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REVENUES DIP
IN AUGUST

adio revenues took a dip in

August, dropping 2% from
1992, as national and network
revenues continued their year-
long slide.

For year to date, 1992 is pac-
ing even with 1991, according to
the monthly report issued by the
Radio Advertising Bureau.

Local revenues, a bright spot
all year, were flat compared with
August 1991, but remained 3%
ahead of the 1991 pace. National
spot revenues continued to stum-
ble, running 9% behind 1991°s
pace, both for the month of Au-
gust and for the entire year.

Network revenues again per-
formed the worst, dropping 18%
from August 1991 and now pac-
ing 13% behind 1991. PV

SKLAR’S DEATH BLAMED
ON HOSPITAL ERRORS

adio consultant Rick Sklar’s

death during minor surgery
has been blamed on hospital errors
that reportedly included an im-
properly inserted anesthesia tube
and malfunctioning equipment.

Sklar, credited with develop-
ing a top 40 format at WABC(AM)
New York in the 1960’s, died
during elective foot surgery on
June 22 at New York’s St. Luke’s-
Roosevelt Hospital. He was 62
and had been working as a consul-
tant for the Interep Radio Store.

A New York state Health De-
partment report issued last week
said Sklar died after a misplaced
tube pumped air into his stomach
instead of his lungs, and the mis-
take went unnoticed for 20 min-
utes because of a broken monitor.

During that time Sklar, who
was unconscious, suffered chok-
ing, a distended stomach and car-
diac arrest, the report said.

Phil Pierce, an attorney for
Sklar’s family, said the family
plans to sue both the hospital and
the anesthesiologist for malprac-
tice and wrongful death.

The hospital declined com-
ment on Sklar’s death, saying it
is under internal review.  —PV

September, 1992

ACQUIRED

Tri-State Broadcasting, Inc,
Mel-Nor Leasing, Inc. and
Mel-Nor Development

Jack Norris and Bob Melton, Prinecipals
have sold the assets of

KUKQ/KUPD

Phoenix, Arizona

to
G & C Broadcasting, Inc.
Bob Fish, Principal
The undersigned represented the buyer in this transaction.

@

COMMUNICATIONS
ASSOCIATES

101 E. Kennedy Blvd., Ste. 3300, Tampa, FL 33602 813/222-8844

TAMPA + NEW YORK * PHILADELPHIA « LONDON « MUNICH

This notice appears as a matter.of record only.
CEA is a member of the National Association of Securities Dealers, Inc.
and its professional associates are registered with the NASD. Member SIPC.

$10,000,000

Senior Secured Debt

has been arranged with

Greyhound Financial Corporation

to acquire the assets of

KUKQ/KUPD

Phoenix, Arizona
for Q

G & C Broadcasting, Inc.

Bob Fish, Principal

The undersigned represented the borrower in this transaction.

@

COMMURICATIONS
EQUITY

_AS IATES o

101 E. Kennedy Blvd., Ste. 3300, Tampa, FL 33602 813/222-8844

TAMPA « NEW YORK ¢ PHILADELPHIA ¢ LONDON » MUNICH

This notice appears as a matter of record only.
CEA is a member of the National Association of Securities Dealers. Inc.
and its professional aszociates are registered with the NASD. Member SIPC.
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STUDY SLAMS BROADCASTERS’ KIDS ACT COMPLIANCE

Charges stations are violating spirit of act by reclassifying standard fare

By Joe Flint

o GI Joe and Bucky O’Hare car-

toons, local news broadcasts

and the Donahue talk show
meet the FCC’s requirement that
broadcasters air some standard-length
children’s programs that are educa-
tional and informational to comply
with the one-year-old Children’s TV
Act? Some broadcasters say yes. The
act apparently allows it—according to
FCC interpretation. But some citizen
and educational groups disagree.

According to an analysis of 58 li-
cense renewal applications, broadcast-
ers are not making a ‘“‘serious effort™
to serve the educational and informa-
tional needs of children. The study
was conducted by the Center for Me-
dia Education (a public citizens’
group), the Institute for Public Repre-
sentation and the Georgetown Univer-
sity Law Center and is endorsed by the
PTA and the National Education As-
sociation.

The study recommends that the
FCZ conduct an inquiry to determine
whether broadcasters are meeting the
mandate of the act and adopt stricter
reporting requirements. It also asks
Congress to hold oversight hearings
on the matter.

The groups themselves, however,
are not planning to file any formal
complaints or petitions at the FCC. At
a press conference last week, the
groups, along with Peggy Charren,
founder and president, Action for
Children’s Television, said another
study would be conducted shortly.
Said Charren: *‘The law at present is a
failure. Laws work when people get
excited. The public holds the key to
making this work.”” Ultimately, it was
suggested that these reports could be
grounds for license challenges.
*“Think of this as a warning,’’ Charren

'Buck? O’Hare’ was said to pm;role ‘so-
clal consclousness and responsibliity.’

said. One license challenge, she add-
ed, would be a **big pain in the neck’’
and could get broadcasters ‘‘in line.”’

Jeff Baumann, executive vice presi-
dent and general counsel, National
Association of Broadcasters, called
the study ‘‘extremely unfair.”’ Said
Baumann: **The act is a year old and
these are the first license renewals.
They may not have had ample oppor-
tunity to gear up in age-specific pro-
graming.” Also, he added, *‘like it or
not, the act as crafted by Congress is
very broad. I construe the study as
dissatisfaction with the latitude given
broadcasters.”’

The FCC said that, of the 200 li-
cense renewals it has reviewed since
the act went into effect, 40 stations
have been questioned regarding their
obligations to the children’s audience.
““This is a serious matter,’’ said Bar-
bara Kriesman, chief, Video Services
Division. But, she added, the act
leaves the licensee much flexibility.
‘*We don’t get to review programs and
are not in a position to comment on

the quality of programing.”” The
study, she said, will be helpful to the
| commission.

When the FCC issued the children’s
| TV requirements, it said programing
will be defined as educational and in-
formational if it ‘*furthers the positive
development of the child in any re-
spect, including the child’s cognitive/
intellectual or emotional/social
needs.’” Broadcasters, the study said,
‘‘appear to have seized upon the sec-
ond part of that definition...‘Pro-so-
cial’ has become a term of art among
the broadcasters that allows them to
describe almost anything in terms that
sound vaguely beneficial.”” Stations
are required to file specifics about how
they are complying with the new act.

Among the shows cited by broad-
casters as meeting the law’s require-
ments are several syndicated cartoon
series including Bucky O'Hare, Cas-
per, Tiny Toon Adventures and Duck-
tales.
| For example, the study cites
| wGNO(TV) New Orleans, whose FCC
filing included nine pages of plot sum-
maries for the above-mentioned series.
Plot descriptions included: Bucky
O’Hare *‘Good-doer Bucky fights off
the evil toads from aboard his ship.
Issues of social consciousness and re-
sponsibility are central themes of the
program.’’ And for GI Joe: **The Joes
fight against an evil that has the capa-
bilities of mass destruction of society.
Issues of social consciousness and re-
sponsibility are show themes.”” wDIV-
TV Detroit described an episode of Su-
per Mario Brothers saying ‘‘Yoshi
learns to have more self-confidence”
and an episode of Yo Yogi/ in which
““Snag learns that he can capture the
bank-robbing cockroach more suc-
cessfully by using his head rather than
his muscles’’ as examples of meeting
the FCC’s requirements. These exam-

40 Washington
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ples, the study said, ‘‘suggest that the
broadcasting industry has devised a
conscious strategy of redefining virtu-
ally all entertainment programs for
children as ‘educational and informa-
tional.” *’

One station, KFSM-TV Fort Smith,
Ark., simply included all of its local
newscasts as evidence that it is meet-
ing the FCC’s requirements.

Broadcasters are also using new de-
scriptions of old shows to meet re-
quirements rather than find new pro-
grams, the study said. WGNO-TV
included an episode of Leave It to
Beaver where *'Eddie misunderstands
Wally’s help to girlfriend, Cindy, and
confronts Wally with his fist. Commu-
nication and trust are shown in this
episode.”’

The study also claims that some sta-
tions are including programs that are
unrelated to the requirements of the
rules. WLWT(TV} Cincinnati included
episodes of Hard Copy, CNN Head-
line News and a local newscast, all
airing after midnight, as evidence of
compliance with the rules.

Of the 58 stations in the study, 10
are producing locally originated half-
hour programs. However, according
to the study, the typical time slots for
these shows is before 7 a.m. (Locally
produced programing is not required
under the act.) ]

PROGRAMING
BIG QUESTION
IN HDTV

By Joe Flint

hen broadcasters are handed

their second channel to begin

broadcasting in high-defini-
tion television, not only will they be
faced with construction costs in the
millions but also big questions and
costs about HDTV programing, na-
tional and local.

The FCC last month said broadcast-
ers will have six years from the day
final rules are set next year to get their
second HDTV channels up and run-
ning. And they will hgve just three
more years to begin fully simulcasting
their NTSC programing.

What the commission did not say is
where the HDTV programing will
come from and how broadcasters are

PAUL
MILILER

WASHINGTON REPORTING
FELLOWSHIPS

Applications being accepted.

The Paul Miller Washington Reporting Fellowships are designed to
help Washington-based print and broadcast journalists develop
better locally oriented news stories in the nation’s capital.

Beginning in Spring 1993, 15 fellows will spend two days a month
for 12 months meeting with experienced Washington journalists,
visiting the places where local news originates, learning how to
obtain information, and getting to know news sources.

ELIGIBILITY The fellowships are primarily for journalists cur-
rently or about to be assigned to Washington by any regional or
national newspaper, wire service, or radio or television station
maintaining a bureau in Washington. Applicants’ employers must
endorse applications and affirm that participants will be permitted
to attend all sessions.

SELECTION Fellowships will be awarded based on applicants’
potential to provide superior coverage of locally oriented news in
Washington for readers and audiences across the country.

SCHEDULE Applications are due January 15, 1993. Winners are
announced in February 1993. Classes start in April 1993.

LOCATION Many of the sessions will be held at The Freedom
Forum World Center, 1101 Wilson Blvd., Arlington, Va.; others will
take place on Capitol Hill.

FACULTY The sessions will be led by Washington reporters,
analysts, public-affairs specialists, lobbyists, and others.

FEES The fellowships are tuition-free. Meals, and when applicable,
transportation and lodging will be provided.

AFFILIATION The Paul Miller Washington Reporting Fellowships
are an operating program of The Freedom Forum of Arlington, Va.

ﬂ-EQ—iFFEEDOM FORUM
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Additional information and application forms are available from:
Paul Miller Washington Reporting Fellowships
The Freedom Forum, 1101 Wilson Blvd., Arlington, VA 22209 (703) 528-0800
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to pay for it, especially early on when
few people have HDTV sets and ad-
vertising revenue from the HDTV
channels is commensurately small.

The FCC showed some sympathy
by waiving the dual-network rules so
the big three networks can provide af-
filiates with a second stream of HDTV
programing. But confronted with the
same tough economics, the networks
are as uncertain about their HDTV
programing plans as their affiliates.

Many believe live sports and mov-
ies already possessing the widescreen
and high-resolution attributes of
HDTYV could be the ticket. The HDTV
channel could become ‘‘a new win-
dow’’ for movies, said one FCC offi-
cial.

While that may be true, it is easier
said than done. *‘It’s not that easy,”
said one film executive. ‘‘People look
at Hollywood as having a library full
of HDTV material ready for broad-
cast.”” The problem, the executive
said, is that a lot of studios have al-
ready made investments in panning
and scanning for presenting movies in
the 4-3 aspect ratio, and additional
investments will have to be made for
HDTV presentation in the 16 by 9
ratio. The first investment won’t go
away, either, because under the FCC'’s
current proposals, broadcasters have
to be able to simuicast films on both
channels.

Another studio executive countered
that the' production issue is secondary
to the digitization of the film signal.

Sports programing in HDTV has
also been suggested, but right now
there are only two HDTV mobile units
in the country, meaning that at least in
the early stages of HDTV, sports will
not likely play a major role.

There are also several legal and
contractual problems that will arise
when broadcasters start trying to pro-
gram the second channel. With regard
to movies, there are labor and contract
issues with the guilds and unions that
need to be resolved regarding their
rights to the showings.

The problem with any analysis
about the future is that the rules of the
game are likely to change. At least
that is what some are anticipating.
“You can’t look at this in a conven-
tional sense,”’ said Andy Setos, senior
vice president, studio and broadcast
operations and engineering, Fox Inc.
*“All the conventional rules will be
thrown out the window.”’

When it comes to simulcasting,
those rules include how often a net-
work or station can air product it has
acquired. Most network contracts al-
low for two airings of a new show,
Setos anticipates that when simulcast-
ing comes into play, Fox will air its
shows—such as Married...with Chil-
dren and The Simpsons—several times

as executive in charge of produc-
tion, one concern was ‘‘the need
to protect all future markets.’” To
do that, Whitman told BROAD-
CASTING, they are producing
shows such as Love & War (at
right) with a standard that subse-
quently delivers picture resolution
that will meet the line resolution
of future formats. ‘‘I said if we
produce our product and it goes as
wide as 16 x 9 and can be reduced
to a 3 x 4 format, we virtually
have all our-sbases covered.”’
Known as ‘‘protecting for the
wide screen,’’ its goal is to insure

screen.

bia Pictures Television.

ithough HDTV is several years away, producers are preparing for it
today. When John Whitman joined Shukovsky-English Entertainment

that no shooting off the set occurs and no grips or stands appear in a larger

Columbia is having informal talks with parent company Sony about
shooting in HDTV right now. ‘‘Yes, there are additional costs, but no
future costs,’’ said Ed Lammi, senior vice president, production, Colum-

—F

a day on the advanced TV channel.
“Why don’t we just make network
shows available at mulitiple times...the
idea of flexibility for simulcasting is
the starter issue,’’ Setos said.

But it remains to be seen if the
studios that produce these shows will
allow broadcasters to air products sev-
eral times over two channels without
wanting a boost in money.

Other issues that will have to be
resolved when HDTV becomes a real-
ity include syndication contracts. Most
contracts allow a station a 35-mile
product exclusivity. Ideally, an HDTV
signal will travel some 55 miles. That
means syndicators may seek higher
cash fees or bigger barter splits to
compensate for the local broadcaster’s
additional reach.

Then there is the whole local broad-
casting issue. At a recent meeting of
ABC affiliates, estimates on what it
would cost stations to start broadcast-
ing locally in HDTV were provided,
and they were not encouraging.

‘“The opening ante for stations to
catch the mythical signal from net-
work to affiliates is $2.5 million to
$4.5 million,”’ according to Bob Sie-
genthaler, president, broadcast opera-
tions and engineering, Capital Cities/
ABC. Also, ABC President and Chief
Executive Officer Dan Burke said net-
work conversions costs could be
*‘well into the tens of millions of dol-
lars.”” After that, stations will need
another $2 million for additional
equipment, and this is before they ac-
quire cameras to do their own local
broadcasts. ‘‘The economics are fero-
cious...stations are staring down a gun
barrel,’’ one network executive said.

And what about cable? If the cable
bill passes, many broadcasters could
be hard pressed to get carriage—at
least for pay—on cable systems. Will
cable systems want to carry 2 local
channels per station? Without that,
HDTV will become an even harder
sell to consumers.

When discussing HDTV and con-
sumer acceptance, many point to color
TV as an example of an untested me-
dium that took off. The difference is
that you can watch color shows on
black and white sets without extra
equipment. As one observer put it:
“Yes, there are similar problems, but
the difference is that color TV had
David Sarnoff, who was willing to
spend whatever was necessary to put
programs on in color. Will a similar
angel appear for advanced TV?® =
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FCC Chairman Alfred Sikes put some distance be-
tween himself and Commissioner Ervin Duggan’s call two
weeks ago for government to become more active in leading
the domestic economy in the post-Cold War era (BROAD-
CASTING, Sept. 28). Sikes, who was not in Washington at
the time of Duggan’s speech, said his colleague has been an
ally in his effort to provide opportunities for communica-
tions businesses to exploit new technologies and compete.
“But I should also point out a big difference between our
policies and those of people who urge a more direct role for
government in communications policymaking,”” Sikes said.
*‘The commission has not attempted to require communica-
tion industries to employ,
build or make use of partic-
ular technologies,’”’ he said.
Those who would direct in-
dustries ‘‘ignore the success of
free market policies as the best
guarantee of more choices, lower prices and the
best use of state-of-the-art telecommunications
technologies.”

Like everybody else in Washington last week,
Jack Cole was at a loss to say whether the cable
bill would become law. But if it did, the lawyer
who persuaded a federal court to twice strike down FCC
must-carry rules on First Amendment grounds was prepared
to mount the same sort of constitutional challenge to many
of the law’s provisions. The must-carry/retransmission-con-
sent provision is even more vulnerable than the old stand-
alone must-carry rules, Cole says. That’s because it gives
broadcasters more government-derived power to dictate
what cable systems carry, They can demand payment or
carriage, he says. ‘‘I don’t think the courts are going to
stand still for that.*’

Taken on the whole, the law is flawed because it ‘‘selec-
tively applies” regulation and restraints on one medium. At
the heart of the First Amendment is the notion of ‘‘equality
of treatment,’” he says. ‘‘You can’t favor one speaker over
another, and you can’t favor one press organ over another.”

Cole is convinced his theory is sound. But if a veto
makes it moot, he says, ‘‘I’ll go back to playing golf."

What's to become of cable’s Capito! Hill champion,
Colorado Senator Tim Wirth (D), who is not running for re-
election in November? The Sept. 26 issue of the National
Journal, a kind of trade magazine for Washington policy-
makers and lobbyists, says unnamed Democratic aides are
predicting that cable’s Capitol Hill champion, Wirth, who
is Clinton campaign co-chairman for the western states,
would be offered a high-level environmental post in a
Clinton administration, either secretary of the Interior or
Energy or head of the Environmental Protection Agency.

The Senate rejected by a 56-38 vote Senator Tom
Harkin's (D-lowa) proposal to reduce the deductibility of
tobacco advertising from 100% to 80%. Under the propoes-
al, the government's increase in revenue would have been
diverted to state and local health agencies to fund anti-
smoking education programs.

Although tobacco advertising is banned in broadcasting,
the National Association of Broadcasters joined tobacco
and advertising agency lobbyists in opposing the measure.
If it had passed, they feared advertising for other products,
notably beer and wine, would suffer a similar fate. Senators

opposed argued the amendment would violate the First
Amendment because it targets speech on a particular prod-
uct. ‘‘The proponents are not even reserved about the
underlying effects of their amendment,”’ said Mitch
McConnell (R-Ky.). “‘It is clear that the amendment is
intended to stifle free speech and restrict the free flow of
information.”’
Harkin argued in vain. ‘I am not saying they cannot
advertise...I am not after their free speech,” he
i said. ‘““What I am saying is no longer should the
" taxpayers of this country use their tax dollars to
subsidize this kind of advertising.”’

o
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L * Bruce Goodman and Edward Damich, who
T received recess appoint-

. AL, . ments to the Copyright
ry OM Royalty Tribunal in Au-
sy, &% A gust, will be swomn in this
Washington, They will join CRT

Thursday (Oct. 8) at the
| CRT’s Connecticut Avenue offices in
.'I Chairman Cindy Daub on the three-
= == person commission, which sets the

Edited By Harry A. Jessell fees cable systems pay for carriage of

distant broadcast signals. Goodman,
47, is the former head of FYI-The Consumer Channel, a
cable infomercial channel, and former general counsel for
Mutual. Damich, 44, was a professor at the George Mason
University School of Law, where he specialized in copy-
right law.

Washington pulled out the stops for departing NBC
Vice President Bob Hynes, who’s stepping down after 21
years. Scores of insiders filled the Willard Hotel’s Crystal
Room last Tuesday to salute the veteran lobbyist and his
wife, Gail.

House Minority Leader Robert Michel (R-Ill.) appeared
to be the ranking guest, with House Telecommunications
Subcommittee Chairman Ed Mar-
key (D-Mass.), Representatives Al
Swift (D-Wash.), Michael Oxley
(R-Ohio) and Matthew Rinaldo
(R-N.J.), and Senators Larry
Pressler (R-S.D.) and Conrad
Bums (R-Mont.) conspicuous
among the congressional delega-
tion. A quorum of Chairman Al
Sikes and Commissioners James
Quello and Ervin Duggan headed
the FCC contingent. NBC Presi- .
dent Robert Wright and Hynes col- ~ NBC’s Bob Hynes
league Terry Mahoney presented the ex-baseballer with a
painting of Crosley Field, the former home of the Cincin-
nati Reds. Hynes recounted hitting a double as an amateur
player against the outfield wall, but admitted being thrown
out trying to stretch it into a triple. Hynes’s tenure was
distinguished by the organization of the NBC affiliates into
an effective lobbying force. A lawyer, he’ll continue to ply
the lobbying trade in Washington as a consultant.

Joshua Smith, computer systems entrepreneur (MAXIMA
Corp.) and chairman of the U.S. Commission on Minority
Business Development, has been tapped to head to FCC’s
Small Business Advisory Council, whose charge is to make
sure FCC policies help and don’t hinder small businesses.
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TCl, COMCAST PREPARE TO SPLIT SCI

By Geoffrey Foisie

in two, if the MSO’s debt can be

restructured by co-owners Com-
cast and Tele-Communications Inc.
(TCI). The latter two companies have
begun the process of both talking to
SCI bondholders and raising more
than $1 billion each with which to
redeem SCI’s existing high-yield debt
and preferred stock. The restructuring
could save TCI and Comcast tens of
millions of dollars annually in reduced
interest expense.

The two partners effectively already
split up the 1.65 million SCI subscrib-
ers when the MSO was purchased in
1988. Since then, TCI and Comcast
have helped manage their half of the
systems, which, for Comcast, are in
Arkansas, Connecticut, Delaware,
Florida and elsewhere in the South.

TCI has already filed a **shelf’’ reg-
istration for $750 million in public
debt and may get additional financing
from banks. Comcast is also talking to
banks and additionally intends to tap
the private debt markets. TCI’s inter-

s CI Holdings will soon be broken

est is actually 37.5%, with 7.5%
owned by sister company Liberty Me-
dia, and 7% held by Knight-Ridder.

According to a recent report by Jay
Nelson of Brown Brothers Harriman
& Co., SCI had 1991 revenue of $607
million, with operating cash flow, be-
fore management fees paid to TCI and
Comcast, of $294 million.

At year’s end, SCI had $674 million

in 16% preferred stock and debt of
$2.15 billion, more than three-quarters
of which bore interest of greater than
13%. Principal of $398 million was
due at the end of this year.

A Comcast executive said the deal,
which may also involve franchise
transfer approvals, is far from com-
plete: **There is no guarantee this deal
will happen.” u

‘SCATTER’ SCATTERS ESTIMATES
OF ABC’S 1992 PROFITS

By Geoffrey Foisie

is causing greater than usual dis-

agreement on Wall Street. With
only three months left in the year,
security analysts” 1992 profit projec-
tions for the ABC television network
vary from a loss of $12 million esti-
mated by Sanford C, Bernstein &
Co.’s Tom Wolzien, to a $165 million

T he uncertain advertising market

| profit estimated by Goldman Sachs &

Co.’s Barry Kaplan. The divergence
rests largely on expectations for the
fourth-quarter scatter market. And
what convergence there has been has
favored a more pessimistic outlook.
Oppenheimer & Co.’s Jessica Reif
recently alerted her clients that *‘fur-
ther downward revision”” from her
current $120 million profit estimate
could be expected unless there was

ABC PLANS NEW STUDIOS IN NEW YORK

| BC plans to build two 15,000-square-foot studios in New York as part
l of a ‘‘multi-use”’ construction project on company-owned land. By
[ building the new facilities, ABC will also be improving *‘‘turnaround’’
space available at two adjacent studios, with a combined total of 23,000
square feet.

The company, which does not plan to rent out the facilities, did not list
any new productions being planned for New York, but said that one of its
soap operas produced in the city, One Life to Live, would probably be
moved from an older studio to one of the new ones.

Among the other advantages of the new facilities, between West 64th
and West 65th streets, would be increased storage space and additional
production work for existing support staff. The company said that the new
facilities would provide 300 new full-time jobs and several hundred part-
time positions. A spokesperson said that ABC has not discussed any work-
rule concessions with unions nor discussed tax concessions with the city
yet. —GF

44 Business Oct 5 1992 Broadcasting



“

*‘significant improvement in scatter
advertising.”’ Brown Brother Harri-
man & Co.’s Jay Nelson said his $145
million estimate incorporates ‘‘a big
fourth quarter,”” and therefore could
be revised downward.

Both estimates are roughly $40 mil-
lion lower than 1992 profit projections
made at the end of last year. Wolzien
said his pessimistic projection was
“‘driven’’ off a model showing ABC’s
revenue was being siphoned by the
Olympics. The ABC-TV network,
Wolzien added, was also especially vul-

nerable to the siphoning of its younger
demographics by Fox. However, the
latter’s delay of its Tuesday night line-
up, he said, could cause a slight upward
revision in his ABC profit estimate.
Analysts are more in agreement on
CBS, which is seen as having less
inventory available for scatter. Most
estimates project 1992 CBS TV net-
work profit of roughly $25 million, up
from prior estimates. On a cash basis
the network does far worse because of
continued payments for baseball and
football telecast rights. o

ChangingzHands

This week’s tabulation of station and system sales ($250,000 and above)

WIP(AM) Philadelphia O Sold by
Spectacor Broadcasting Ltd. to Infin-
ity Broadcasting for $13 million (see
page 38). Infinity recently purchased
WUSN(FM) Chicago, WZLX(FM) Boston
and wzGC(FM) Atlanta for $100 mil-
lion (see BROADCASTING, Aug. 24).
wiIP is fulltimer with sports format on
610 khz with 5 kw.

KKUR(FM) Ojai (Oxnard-Ventura),
Calif. O Sold by Eric-Chandler Com-
munications of Ventura to Buena Ven-
tura Inc. for $725,000. Seller is head-
ed by Robert Geddes and Thomas
Miserendino, and is also licensee of
KHJJ(AM)-KGMX(FM) Lancaster-Palm-
dale, Calif. Buyer is headed by
George Duncan, and is also licensee

PROPOSED STATION TRADES

By volume and ourmber of sales

This Wesk:

AM’s 0 13,868,678 O 11
FM's O §1,864,000 0 3
AM-FM'sOo %00
TV sO8S0 00
Tal O $15,732,678 O 14
1992 1o Date:

AM s O S170,577, 784 0 178
FM s O 8331,872,127 O 195
AM-FM’s O $230,499.846 0O 121
TV 's O %1,382, 437,087 O 47
Total O $2,155, 386,844 O 541

For 1991 pisld see Jas I7, 1593 Banaorastiad

of KOGO(AM)»KBBY(FM) Oxnard-Ven-
tura. KKUR has AC format on 105.5
mhz with 100 w and antenna 1,358
feet above average terrain. Broker:
Media Venture Partners.

WWFX-FM Belfast (Bangor), Maine D
Sold by Union Financial Services to
Group H. Radio Inc. for $525,000.
Seller is subsidiary of Union Trust
Co., which foreclosed on station in
1991. Station was purchased in 1986
for $1.4 million. Buyer is headed by
Michael Hauptman, former ABC Ra-
dio executive and president of Physi-
cians Radio Network. WWFX-FM has
CHR format on 104.7 mhz with 10 kw
and antenna 1,099 feet above average
terrain. Broker: Kozacko-Horton Co.

wDZD(FM) Shallotte (Wilmington),
N.C. O Sold by Jennings Communica-
tions Corp. to Partech Communica-
tions Group of the Grand Strand for
$462,000. Seller is headed by Wil-
liam W. Jennings, and has no other
broadcast interests. Buyer is headed
by Mark S. Manafo, and has no other
broadcast interests. WDSD has country
format on 93.5 mhz with 3 kw and
antenna 328 feet above average ter-
rain. Broker: Media Venture Partners.

KWON(AM) Bartlesville, Okla. O Sold
by Moran Broadcasting Co. to KYFM
Radio Inc. for $250,000. Seller is
headed by R. J. Moran, and is licensee
of KINE(FM) Hillsboro and KNIN-AM-
FM Wichita Falls, both Texas. Buyer
is headed by Galen O. Gilbert, and has
interests in three AM’s and five FM’s.
KWON is fulltimer with AC, country
format on 1400 khz with 1 kw.

Broadcasting Oct 5 1992
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KEYF-AM/FM, Spokane,
Washington from Unicom
Broadcasting, Inc.,
Andrew Molasky,
Principal, to LEYF
Corporation, C.T.
Robinson, Principal, for

$1,825,000 cash.

Elliot B. Evers repre-
sented the buyer in this
transaction.

Providing the Broadcast Indus-
try with Brokerage Services
Based Strictly on Integrity,
Discretion and Results.

RANDALLE. JEFFERY
407-295-2572

ELLIOT B. EVERS
415-391-4877

BRIAN E. COBB
CHARLES E. GIDDENS
703-827-2727

RADIO and TELEVISION BROKERAGE
FINANCING * APPRAISALS

|V
\p

MEDIA VENTURE
PARTNERS
WASHINGTON, DC

ORLANDO
SAN FRANCISCO
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NISSAN BUYS CROSS-MEDIA CAMPAIGN ON ABC

$50 million deal includes TV network, 0&O stations, ABC Radio Networks and Lifetime

L

By Sharon D. Moshavi

c apital CitiessfABC and Nissan

have entered into a cross-media

advertising and promotion deal
that ABC says will bring in $50 mil-
lion, its largest such cross-media buy
to date. The deal involves the ABC
TV network, owned and operated TV
and radio stations, ABC Radio Net-
works, and cable’s Lifetime Televi-
sion.

Nissan, which initiated the deal, is
using the year-long cross-media buy to
launch its new line of 1993 cars, con-
centrating initially on the Ultima Se-
dan and later on its new Quest mini-

van. ‘‘This is not a discounted
inventory project...but rather a cam-
paign focused on the client and de-
signed to cut through the clutter and
sell 100,000 units,”” says John Wat-
kins, president, CapcitiessABC Na-
tional TV Sales.

As to whether Nissan can pull out of

the arrangement if it becomes dissatis- |

fied, Watkins says: ‘‘The deal is set. It
clearly has flexibility, but I am confi-
dent that we will end up with over 50
million dollars.”

The deal increases Nissan's adver-
tising presence on all of Capcities’
media, but Watkins would not say by

| how much, adding only that the buy’s

FCC OK’S UNIVISION STATION SALE

he sale last April of nine full-service and four low-power Spanish-

language TV affiliates of the Univision Network, from Hallmark Cards
Inc. to a group of investors headed by Los Angeles entertainment entrepre-
neur A. Jerrold Perenchio for $400 million, was approved by the FCC last
week (BROADCASTING, April 13). Perenchio will also be getting the
Univision Network from Hallmark, a separate transaction that does not
require FCC approval, for about $150 million.

The commission granted the sale over objections by five parties, includ-
ing competitor Telemundo Group Inc., arguing the sale is anticompetitive
and discriminatory. The stations will be 75% owned by Perenchio, a U.S.
citizen, and 12.5% each by Mexico-based Televisa and Venezuela-based
Venevision; Perenchio will own 50% of the network, with Televisa and
Venevision each investing 25%, all in compliance with the FCC’s 25%

foreign ownership caps.

TVB SNAGS (BS SPOT SALES

VB has re-signed CBS Television Spot Sales, giving the association
100% rep participation. TVB is still trying to re-sign CBS-owned
stations, which, like the rep division, left in 1991.

COURT APPROVES AACI LBS MERGER

.S. bankruptcy court judge Joseph Conrad yesterday approved LBS

Communications’ Chapter 11 reorganization plan, which calls for the
purchase of the company by All American Communications Inc. The plan
was approved by 94% of the voting unsecured creditors, as well as by
secured creditor the Bank of New York. The AACI-LBS deal is expected
to close in November. In August, the unsecured creditors committee,
representing creditors accounting for more than half the $78 million in
unsecured debts owed by LBS, agreed to a plan and urged all creditors to
approve it. Unsecured creditors will get two cents for each dollar owed, as
well as warrants to acquire stock in All American. AACI is buying LBS
through a stock purchase agreement valued at $5,161,000, in addition to

the issuance of the warrants.

dollars are most heavily concentrated
on the ABC TV network. {The auto-
maker spent $66 million on the three
broadcast networks in 1991, according
to Arbitron’s Broadcast Advertisers
Reports.)

The buy, which was 10 months in
the making and is just beginning, in-
cludes Nissan’s sponsorship in part of
the network premieres of Roseanne,
Doogie Howser, M.D. and 20/20. The
network buys were reinforced with 5-
and 10-second spots on the ABC
0&O’s (which reach 25% of the coun-
try) promoting the shows and tagging
Nissan as a sponsor, both onscreen
and with a voiceover.

The radio buys kick in today (Oct.
5). Nissan has purchased time on ABC
Radio’s Prime and Galaxy networks as
well as Capcitiessf ABC-owned radio
stations, which will include tag lines
for Nissan in their promotional spots
for ABC programs such as The Com-
mish and The Young Indiana Jones
Chronicles.

Starting in mid-October, ABC
0&0O’s will air Nissan ads during their
late news (on the nights Nissan has
bought spots on the network’s pro-
graming). Those O&O ads will feature
ABC-produced and paid-for wrap-
arounds touting the ads and featuring
the actor who plays the Connors’ son
D.J. on Roseanne.

The deal also includes *‘substan-
tial”” buys on Lifetime, co-owned by
ABC, Hearst and Viacom, but Wat-
kins says he was not able to convince
Nissan to expand the cable portion of
the deal (or to bring in ABC’s ESPN
as well). ““Nothing ended up clicking
too much in trying to tie all this in,”
he says.

The cross-media deal does not guar-
antee that Nissan has exclusivity on
every program on which it advertises.
Nissan has rights to be a program’s
exclusive automotive advertiser where
they have ‘‘substantial sponsorship,”’
according to Watkins, saying the net-
work ‘‘has to be fair to other advertis-
ers” and have all of them go by the
same exclusivity rules.

Watkins says ABC is talking with
some other advertisers about cross-me-
dia campaigns. ‘“The experience of Nis-
san sets us up to create programs that
other advertisers find beneficial.”’ L
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SPECIAL REPORT

NBA’S DO-IT-YOURSELF
TV-RADIO PLAYBOOK

BROADCASTING' s survey finds 22 of 27
teams involved in local radio and TV

production and sales; local earnings for
teams to hit $130 million in 1992-93

By Harry A. Jessell

as a major producer of local programing, but that is
what many of them have become in recent years.

Convinced it’s more lucrative than simply selling rights
to local broadcast and cable outlets, a growing number of
National Basketball Association teams are producing their
own games and selling the ad time.

*“It’s more profitable, affords more control and more
direct association with the major corporate sponsors,”’ says
Shawn Hunter, executive vice president, sales and market-
ing, Denver Nuggets, which handles broadcast TV and
radio in-house. *‘It’s a win all the way around—for the
team, the fans and the sponsors.”’

Indeed, the trend toward team-production has been
matched by a steadily rising increase in the amount the
league takes in from local TV and radio. The figure, ac-
cording to league and industry sources, has more than
doubled from $63 mllion for the '87-'88 season to an
estimated $130 million for the upcoming 1992-93 season.

The local revenues come on top of the more than $200
million in national TV rights fees the NBA will collect (and
divide among the franchisees) from NBC and Turmer
Broadcasting System.

Both are in the third year of four-year deals that call for
increased payments each year. NBC’s started at $126 mil-
lion for 1990-91 and climbs to $170 million for 1993-94.
Turner’s grows from $57 million in year one to $78 million
in year four.

For the payments, NBC gets the rights to between 17 and
26 regular-season games, the All-Star game, between 17
and 23 playoff games and the final championship series.
Tumer’s deal gives it up to 50 preseason and regular-season
games and up to 26 playoff games through the third round.

BROADCASTING's survey of the NBA’s 27 teams reveals
that all but five—Boston Celtics, New York Knicks, Chica-
go Bulls, Milwaukee Bucks and Sacramento Kings—are
directly involved in production and sales on at least one
medium—broadcast TV, cable or radio (see chart, pages
51-52).

And of those, two are indirectly involved through com-
mon ownership of their broadcast or cable outlet. Principals
of the Celtics also own the TV and radio stations that

v ou might not think of a professional basketball team
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] broadcast their team. Paramount owns both the Knicks and

MSG Network, the regional cable network that carries the
games.

Three teams—Los Angeles Lakers, Utah Jazz and Port-
land Trailblazers—retain all rights and produce for all three
media.

The NBA encourages the teams’ taking matters into their
own hands. According to the Nugget’s Hunter, the league
gives plenty of advice and the teams communicate among
themselves, sharing what works and what doesn’t.

The bottom line, of course, is to make more money, says
John Kosner, the NBA’s vice president, broadcasting. And
the vast majority of teamns that have taken their games in-
house are making more money than they otherwise would
have, he says.

‘It varies from market to market,’’ says Kosner. ‘‘Some
are making tons more and others a little more. But every
market is, or soon will be, making more’’ than if they just
sold the rights, he says.

The Charlotte Hornets, one of the newest teams in the
league, say they bring in about $4.5 million annually with
their combination TV-radio-signage-promotion deals.

““We’ve been ahead of the other leagues in this trend,”’
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How far will we go to get your
television feed on the air?

Good reports are coming in
from all over.

Vyvx is making big news just about everywhere you look broadeasts include the Democratic and Republican
these days. It's not hard to see why. Major broadcast and National Conventions and professional baseball.
cable networks are turning to us for the kind of reliable But unmatched reliability and superior transmission

transmission and superior broadecast quality our nationwide  are just half the story. The networks also appreciate the
fiber-optic network is known for. In the last year, Vyvx was  fact that we go the extra mile where service is concerned,
chosen to carry coverage of such key events as the Soviet doing whatever it takes to provide alternate access routes

coup, Desert Storm and the Super Bowl. Other important into our network. Plus, unlike satellites, our fiber-optic




signal is secure from theft, making exclusive news or

sports coverage just that -- exclusive.

Perhaps best of all, we're just as affordable as satel-
lites. And, unlike satellites, setting up broadcast time is as
easy as making one phone call. In fact, once you're con-
nected to our network, we can have your broadcast on the

air on an emergency basis in minutes.

Discover for yourself why networks are making Vyvx
their first choice for news, sports and entertainment
broadcasting. For a copy of our
capabilities brochure, call us today

at 1-800-324-8686. With Vyvx on the

scene, there’s no telling how far

A Revelation in
Sight and Sound®

your network will go.
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says Paul Hanson, the NBA’s vice
president of team services. “*Our feel-
ing is if the teams control what goes
out over the air, they’ll put a little
more care into it and maximize the
revenue. It’s not just another property
that the station has.”’

Ten 10 teams have year-round me-
dia promotion campaigns that tie into
programs produced outside the games
themselves, such as coaches’ shows
and children’s programs, Hanson
says.

By taking control of the broadcasts,

sponsors broad advertising and mar-
keting packages that not only include
TV and radio spots, but also signage
within the arena and creative cross-
promotional deals.

The Nuggets have a deal with the
Safeway supermarket chain that gives
the team end-of-aisle displays in the
stores. Those displays are used not
only to promote the team, but also the
goods of other sponsors such as Pepsi
and Frito-Lay.

Broadcasters can make out, too.

Hunter says, teams can offer major | Many of the stations that act as outlets

for the team productions sign multi-
year deals, which sometimes gives

| them avails, cash payments or a com-

bination of both. For each Mavericks
game it broadcasts, according to the
team, KTVT(Tv) Fort Worth, Tex., re-
ceives more than $10,000 and four
minutes of advertising time.

But one team executive said his
team tries not to pay anything to the
local broadcaster that carries the
games. With larger stations, he said,
the team tries to offer some inventory

g

BROADCAST TV |
i #of #aof | Contract | #af | Contract
Team Flagship |regular | stations | stalus Regional | regular | status FHagship ‘ stations | status Notes
season in | {year of network | season |(year of in {year of
gomes | network | years) 1 games | years) : network | years)
EASTERN CONFERENCE / ATLANTIC DIVISION

Boston WEXT 13540 0 3/10 | SportsChannel | H-35 NA WEEI 43 3/10 | WEXTis controlled by principals
Celtics New England | A-14 {AM) of Celtics.

L | Miomi WBES | A2 7 5/5 | SportsChannel| H-35 NA WOAM 45 WA | Yeam retains radio rights.
Heat Florida A0 {AM)
New Jersey None = - — I SportsChannel| 60 2/10 WNEW 4 1/1 Teom retains radio rights.
Nets New York (AM)
New York None = = = MSG H-41 NA WFAN 5 1/3 | Paramouni owns team and
Knicks Network A-36 (AM) MSG Network.
Orlando WKGFE | A-25 b 4/5 Sunshine H-36 | 4/5 WDBO 18 1/3 | Team retains broadcast TV
Magic Network A4 (AM) and radio rights.
Philadelphia | WPHL | A7 0 /3 Prism  |H-35 A-20] 2/8 wip 10 2/3 | Team retains radio rights.
76ers SportsChannel (AM)

Philodelphia | A-13
Washington | WDQA | A29 0 NA Home Team | H-30 | NA WIOP 15 NA | Team retains radio rights.
Bullets Sporis {AM)
EASTERN CONFERENCE / CENTRAL DIVISION

Atlanta WiBS | H15 0 NA SportsSouth | H-10 | 1/2 WGST 25 1/8 | Turner owns team and WTBS. WGNX
Hawks A-15 A10 {AM) (1) Atlanta will air 8 gms., 1 yr. deal.
Charlotte WiZy H-4 10 13 SportsSouth | H-1 3/3 WRT 13 1/3 | Team retains broadeast TV
Hornets A19 A-19 (AM) and radio rights.
Chicago WGN | H-18 0 3/5 | SportsChannel| H-28 | NA WMAQ 36 25
Bulls R12 Chicago A7 (AM)
Cleveland Wolo | A20 3 2/3 1 SportsChannel}  H-22 NA WWWE H 3/3 | Team retains broodeast TV
Cavaliers Ohia A18 (AM) and radia rights.
Detroit WKBD | H17 5 1/5 Pro-AM H-23 | 1/5 Ww) 7 2/5 | Team retains broadcast TV
Pistons A-23 Sports 17 (AM) and radic rights.
Indiona WXN | A-23 4 2/2 | PrimeSports | H-25 | 3/8 WNDE 25 1/3 | Team retains broadeast TV
Pacers Net. Midwest (AM) and radio rights.
Milwaukee | WGV | A-30 3 1/3 None — | = WM 3 NA | Team ond WTMJ have joint venture
Bucks (AM) featuring graduated rights fees.
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or merchandise in lieu of monetary
compensation. Network affiliate sta-
tions can get as much as 50% of the
inventory, he said, depending on the
size of the station.

Few teams control their cable tele-
casts. That may be due to the fact that
in most cases there is only one cable
network in each market, limiting the
leverage teams have in crafting deals.
Nonetheless, more teams take over ca-
ble production when original rights
deals come up for renewal.

es. For the second consecutive season,
the NBA will produce its own network
radio package, sell the package to ad-

vertising sponsors and market it to sta- |

tions. The NBA last year became the
first professional sports league to pro-
duce its own broadcasts.

The league’s Sunday game-of-the-
week broadcasts begin Jan. 24 and
continue through the All-Star game
and the playoffs. Playoff coverage in-
cludes every game of the regional fin-
als and the NBA Finals.

last year’s lineup of 70 stations that
reached roughly 60% of the national
radio audience. In addition, the NBA
says sponsorships are pacing ahead of
last year’s levels.

Sponsors for the broadcasts include
Jeep, Sheraton Hotels, Dollar, Topps,
Nestle and Edge, according to the
league.

Like last year, the broadcasts will
be produced at the Minnesota Timber-
wolves’ broadcast studio under the di-
rection of NBA Radio executive pro-

The NBA practices what it preach-

The league says it expects to exceed

ducer Tom Carelli.

L
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1 radio and TV for the upcoming 1992-93 season.
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BROADCAST TV v i | .
# of # of ! Contract of | Contract | #of | Contract
Team Flagship | regular | stations | status Regional | regular | status Flagship | stations|  status Noles
season in (yeur of network season | (year of in {year of
games | network t years) games | years} network|  years)
WESTERN CONFERENCE / PACIFIC DIVISION
Golden State | KPIX |H-24.16| 2 3/3 | SportsChannel | H-34 | 3/3 KNEBR 0 1/3 Team retains rights to 2-station
Warriors KICU  [H-3A-20 3/3 Bay Area A2 (AM) breadcost TV network and rodio.
Los Angeles | K(OP | H-10 0 /5 { SportsChannel | H-25 | 1/5 KMPL E 1/5 1 Team retains radio rights.
Clippers A-26 Los Angeles | A-10 (AM}
Los Angeles | KL | A43 4 3/5 Prime H40 | NA KLAC 18 3/5 | Team reiins all rights. Prime Ticket
Lakers Ticket (AM) and team have common ownership.
Phoenix KuTe H-5 NA 2/5 | Arizona Sports | H15 1 2/10 KTAR 12 2/4 Teom and KUTP have tﬂm venture.
Suns A-25 Progrom Net. | A-5 (AM) Team retains radio rights.
Portland KGW -1 0 1/3 Blozer H-20 NA KEX 34 /6 Team retains all rights.
Trailblozers A19 (able (AM)
Sacramento KRBK H-5 0 2/3 Socramento 4 NA KFBK 5 2/3 | Socrumente Cable offers 4 games
Kings A-25 Cable (AM) an PPV basis.
Seattle KIRO A-15 0 NA Prime Sports | A-20 | 3/5 KIR 19 NA Teum retains broodeast TV rights.
Supersonics Northwest (AM)
WESTERN CONFERENCE / MIDWEST DIVISION
Dallas KTvT 1 | 0 2/2 | Home Sporis | HA0 | 4/5 WBAP 37 NA Team retains broodcast Vand |
Mavericks A-24 Entertainment (AM) radio rights.
Denver KWGN H-5 0 3/3 | Prime Sports | H-16 NA KO0A 20 1/3 Team retains broadcast TV and
Nuggets A-19 Network A-15 (AM) radio rights.
Houston KTXH | A4l 0 5/5 | HomeSports | H-40 | 4/5 KTRH 9 217 Team retains radio rights.
Rockets Entertainment {AM)
Minnesota KARE | H-3A-5| 5 1/1 Prime Sports | H-13 | 3/5 KFAN 50 4/6 Team retains broadeast TV and
Timberwolvesf KN [H-5A-12 1/2 | Upper Midwest | A-12 (AM) rodio rights.
San Antonio KSAT H-2 NA NA Home Sports | H-19 | 15/15 WOAl 8 3/5 Team retains broadcost TV and radio
Spurs A-20 Entertainment | A-11 (AM) rights. HSE offer 24 gms. on PPV.
Utah KSTU H-5 2 5/5 | PrimeSports | H-8 3/3 KISN 21 3/3 Team retains oll rights.
Jazz A-20 Network A-19 (AM)
NA—No? Available or Not Applicable  H-—Home A-Away
Controdt status refers to rights deals in cases where team sells rights ar fime buying deals when feam retains rights.
Broadcast TV and radia networks do not include flagship(s).

I
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S-A PROPOSES DIGITAL AUDIO INTERFACE,
LAUNCHES COMPRESSION SYSTEM

Ad hoc committee seeks common language among digital radio station equipment,
compressed SEDAT could multiply network satellite signals by three

By Peter Lambert
pproximately a year after a
group of radio equipment man-
ufacturers formed an ad hoc

committee to address digital audio in-

terface standards, Scientific-Atlanta

says it is ready to publish just such a

set of proposed standards.

At the same time last week, S-A
unveiled a new family of audio com-
pression algorithms aimed at tripling
the number of digital audio signals
radio programers can squeeze into a
given bandwidth.

If Scientific-Atlanta’s SEDAT OSI
(Open Systems Interconnection) is ac-
cepted by the industry, says Kent Ma-
linowski, vice president of S-A’s
Broadcast Radio and Data Systems,
by early 1993 manufacturers could be-
gin to incorporate OSI integrated cir-
cuit chips all along the radio station
transmission chain, within digital cart
machines, workstations, studio-trans-
mitter links and other station equip-
ment,

Malinowski says S-A will both sell
and license the chip to other manufac-
turers, thereby adding up to volume
sales, economies of scale and lower
equipment prices for broadcasters.

With adoption of OSI or another
multiformat proposal, digital radio sta-
tion equipment would no longer out-
put analog signals that then must be
converted back to digital all over again
on the way into the next digital ma-
chine, says Robert Weirather, director
of strategic marketing for Harris Al-
lied Broadcast Equipment and chair-
man of the ad hoc interface standards
committee,
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S-A’s compressed multichannel audio receivers start at $3,000.

*“We should be able to leave a sig-
nal in digital format and pass it from
machine to machine,’” says Weirather.
““The attractive thing about the SE-
DAT architecture is that it is open to
other formats,”” he says. “‘Is it open
enough? We’ll see. It’s a good start.”’

Weirather says the committee has
agreed on a non-compressed digital
interface standard, the existing AES-
EBU 24-bit, two-channel specifica-
tions. However, the committee is still
working out an alternative interface
between the studio and transmitter for
FM stereo. Although AES-EBU han-
dles AM mono, the composite signal
out of an FM stereo generator requires
much higher bit rates. ‘*We’ve offered
general outlines on that and intend to
fill in the details,”” Weirather says,
estimating the committee may soon
complete its work.

With or without OSI, S-A is bring-
ing a new family of compression algo-
rithms to market, incorporated in a
new encoder, decoders and satellite
receivers based on SEDAT (Spectrum
Efficient Digital Audio Technology),
S-A’s de facto satellite transmission
standard among U.S. radio networks.

About 6,000 ABC, CBS and Uni-
star Radio Network affiliates imple-
mented SEDAT over the past year. S-
A now hopes those networks will add
the compression option, and that
Westwood One will move directly
from S-A's 10-year-old DATS (Digi-

tal Audio Transmission System) to
compressed SEDAT.

Malinowski says the $3,000 sticker
on the DSR-3000 receiver is approxi-
mately one-third the cost of a DATS
receiver and about $200 cheaper than
its analog counterpart.

Weirather stresses that the commit-
tee will not adopt any particular com-
pression algorithm—the crux of a
whole other conversion problem. Even
if the noncompressed interface stan-
dards are adopted, a radio station
could still find itself compressing and
decompressing signals between ma-
chines. ‘‘Some say you can compress,
decompress, compress, decompress
without loss,”” he says. “‘Others say
they can hear a difference every time
you do it.”’ [ ]

ERRATA

NBC was among parties signing joint
Sept. 11 letter to FCC Chairman
Sikes asking for more specifics on
how commission developed its
HDTV channel allotment draft
proposal. NBC was unintentional-
ly omitted from list of parties in
Sept. 28 story.

Comark Communications Inc. (donating
UHF antenna) and Haris Allied Sys-
tems Division (donating field truck)
should have been listed among
major contribustors to HDTV field tests in
Sept. 28 story.

$2 Technology
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Date

Book

’- Highlighted (Istings indicate major meetings.

OCTOBER

Oct. 4-6—Minnesota Cable Communications
Association annual meeting. St. Paut Hotel, St.
Paul. Iaformation: (612) 641-0268.

Oct. 5—Academy of Television Arts and Sci-
ences forum luncheon featuring Jay Leno. Uni-
versal Hilton Hotel, Universal City, Calit. Infor-
matlor: Cynthia Wilbur, (818) 763-2975.

Oct. 6-B—Mid-America Cable TV Associa-
tion 35th annual meeting and show. Hilton
Plaza Inn, Kansas City. Information: Patty
O'Connor or Rob Marshall. {913) 841-9241.

Oct. 7-10—National Broadcast Association
for Community Affairs annual convention.
Loews L’Entant Piaza Hotef, Washington. Infor-
mation: Thursa Thomas, (202) 364-2481.

Oct. B—National Academy of Television Arts
and Sclences, New York chapter, drop-in lun-
cheon. Speaker: Jonathan Crane, head, BBC,
New York, Copacabana, New York. Information:
{212) 768-7050

0Oct. 8-10—Minnesota Broadcasters Assocl-
ation 43rd annual convention. Radisson Arrow-
wood Resort, Alexandria, Minn. Information:
(612) 926-8123.

Oct. 9-11—Oregon Assoclatlon of Broad-
casters annval convention. The Riverhouse,
B8end, Ore. Information: (503) 257-3041.

Oct. 9-11—"Economic issues of the Elec-
tion Year,” seminar sponscrad by The Foun-
datlon for American Communlicatlons, The
Ford Foundation, The Dallas Morning
News and WFAA-TV. Omni Las Colinas He-
tel, Dallas. Information: Chris Gardner, (213)
851-7372.

0ct.10-12—~Tennessee Associalion of
Broadcasters annual convention. Radisson
Read House, Chattancoga. Informaticn: {615)
399-53791.

Oct.10-13—Assoclation of National Adver-
tIsers annual meeling and business conference.
Homestead, Hot Springs, Va.

Oct. 11-16—Ethical decision-making seminar
sponsored by Poynler Institute. institute, St.
Petersburg, Fla. Information: {(813) 821-9494.

Oct. 12—Cable Televislon Administration
and Marketing Society Northeast regional ca-
ble management conference. Trop World Casino
ang Entertainment Resort. Atlantic City, N.J. In-
formation: (703) 549-4200.

Oct. 12-14—Kenlucky Cable TV Association
annual convention. Marriott Resort, Lexington,
Ky. Information: Randa Wright, (502) 864-5352.

Oct. 12-16—MI/PCOM, internaticnal film
and program market for TV, video, cable and
satellite. Palais des Festivals, Cannes
France. Information: 9212) 689-4220.

Oct. 13—International Radio and Teievislon
Society seminar, “Employer/Employe Issues.”
Rosenman and Colin, New York, informatlon:
Stephen Labunski, (212) 867-6650.

1 Oct. 13-14—Atlantic Cable Show. Atantic
Cily Convention Center, Atlantic City, N.J.
I Information: Jan Sharkey, (609) 848-1000.
Oct. 14-—National Academy of Television
Arts and Sciences, New York chapter, drop-in
tuncheon. Speaker: William Samuels, chairman
and chief executive cfficer, ACTV Interactive.
(;opacabana. New York. Information: (212) 768-
050.

Oct. 14—"Careers in Sports,” career develop-
ment seminar for communications professionals
wanting to break into sports communication.
Sponsored by National Academy of Television
Arts and Sciences, New York chapter. Mickey
Mantle's Restaurant and Sports Bar, New York.
Information: (212) 768-7050.

| Oct. 14-17—Society of Broadcast Engi-
neers annual convention and exhibition.San
Jose, Calif. information: 9317) 253-1640.

Oct. 15—international Radio and Television
Society newsmaker juncheon. Speakers: Tom
Brokaw, NBC; Peter Jennings, ABC, and Dan
Rather. CBS. Waldori-Astorla, New York. Infor-
mation: Maria Deleon, (212) 867-6650.

Oct.15-t6—Howard University School of
Communications, 21st annual conference and
job fair. Main Campus, Washington. Information:
Virginia Steward, (202) 806-7690, ar Carol Dud-
ley, 9202) 806-5807.

Oct. 15-17—Natlonal Religious Broadcast-
ers, Eastern chapter, convention. Sandy Cove
Conference Center, North East, Md. Infarmation:
David Eshleman, (703) 896-8933.

Oct. 16-17—Missourl Broadcasters Associa-
tion fall meeting. Marriott Tan-Tar-A Resor, Lake
of the Ozarks, Mo. Infermation: (314) 636-6692.

Oct. 19—Seventh annual John Bayllss
Broadcast Foundation annual media reast,
heonaring Dr. Ruth Westheimer, former radio talk
show host. Plaza, New York. Information: Kit
Hunter Franke, (408) 624-1536.

Oct. 19— Women In Cable, Washington D.C.
chapter, annual benefit gala honoring Geraldine
Laybourne, president, Nickelodeon. Omni
Shoreham, Washington. Information: Lynn
Levine, (202) 872-9200 or Jeanine Taylor, {703)
378-3430.

Oct. 21—8roadcasting magazine and Feder-
al Communications Bar Association “Broad-
casting Cable Interface™ and “Hall ot Fame” din-
ner and ceremony. Omni Shoreham Hotel,
Washington. Information: Joan Miller, in New
York, (212) 340-9866, and Pat Vance, in Wash-
ington, (202) 659-2340.

Oct. 27-29—( PTV annual conference and
exposition sponsored by Community Broad-
casters Association. Tropicana, Las Vegas.
Information: (800) 225-8183.

NN

NOVEMBER

Nov. 4-8—National Biack Medla Coaljtion
19th annual media conference. Hyatt Re-
gency, Bethesda, Md. Information: (202)
387-81585.

Nov.7—NAB Radio Manager's Roundtable

for smalt and medium markets, inciuding Q&A
with FCC Mass Media Bureau Chief Roy Stew-
art. Holiday Inn Pale Verde, Tucson, Ariz. infor-
mation: (202) 429-5402.

Nov. 9—"Where Are The Ratings Systems
Headed?" tele-workshop sponsored by National
Association of Television Producets and Ex-
ecutives Educational Foundation. \Workshops
are fed live, via satellite. Information: Susan
Davis, (310} 453-4440.

Nov. 10:13—Society of Motion Picture
and Teievision Engineers 134th technical
conference and equipment exhibit. Metro
Toronto Convention Center, Toronto. Infor-
mation: (914} 761-1100.

Nov. 19-22—Society of Professional
Journalists national convention. Stouffer
Harborplace, Baltimore. Information: (317)
653-3333.

DECEMBER-APRIL 1993

Dec. 1—Cable Televislon Administration
and Marketing Soclety fourth annual western
regional pay per view conference. Hyall Re-
gency Alicante, Anaheim, Calif. Informatlon:
Kirsten McConnall, {703) 549-4200.

Dec. 2-4— Western Cable Show spon-
sored by California Cable Television Associ-
ation. Anaheim Convention Center, Ana

heim, Calif. Information: (510) 428-2225.

Dec. 3—American Sportscasters Assocla-
tion eighth annual Hall of Fame Awards dinner.
Marriott Marquis Hotel, New York. Information:
Louis Schwartz, (212) 227-8080.

JANUARY-APRIL 1993

Jan, 14.16—Satellite Broadcasting and
Communications Association winter trade
show. San Diego. Intormation: (703) 549-
6990.

Jan. 24-28—NATPE [nternational/Asso-
ciation of Independent Television Sta-
tions. NATPE's 30th annuai program confer-
ence and exhibition and INTV conference.
Moscone Convention Center, San Francisco.
Information: Nick Orfanopoulos, for NATPE,
{310} 453-4440, and Angela Giroux, for
INTV, (202) 997-1970.

Feb. 5-6—Society of Motion Picture and
Television Engineers 27th annual Ad-
vanced Television and Electronic Imaging
conference. Sheraton Hotel and Towers,
New York. Information: {914) 761-1100.

Feb. 24-26—Texas Cable Show sponsored
by Texas Cable TV Association. San Anto-
nio Convention Center, San Antonio. Infor-
mation: {(512) 474-2082.

March 3-6—24th Country Radio seminar
sponsored by Country Radio Broadcast-
ers. Opryland Hotel, Nashville. Information:
(615) 327-4487.

April 16-21—MiP-TV, international televi-
sion program marketplace. Palais des Festi-
vals, Cannes. France. Information: (212)

£89-4420 or 750-8899.

)
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Classifieds

See last page of Classified Section for rates, closing dates, box numbers and other details.

RADIO
HELP WANTED MANAGEMENT

Operatlons manager and sales manager: New
start up FM in Southside Virginia seeks operations
manager and sales manager. Experienced only
need apply. Motivated self starters will have per-
fect opportunity to take charge and make things
happen. Send resume, references and salary re-
quirements to: S. Vaughan, WSVV Radio, PO Box
1878, Petersburg. VA 23805, EOE.

GM/GSM Georgia: High profile and fun small mar-
ket combo seeking aggressive leader to direct and
develop local sales and keep enthusiastic, young
staff on track. Must be hands-on manager setting
the example. Great career opportunity with "quality

first” group. Please fax resume to 914-454-0919.

EQE.

GM/SM small medlum market No. Calit. Career
opportunity for hands-on manager with 2 FM
group. Long hours, good compensation. Minimum
requirement 3 years small market sales experi-
ence. Resume/letter (must include compensation
requirements) in confidence to Box P-39. EOE.

Successful medlum market newstalk/AC combo
in the midwest seeks sales manager to lead seven
(7) great people. We are ahead of last year and we
will make our sales goal for 1992. If you would like
to help us continue the trend in '93 send your
resume 10 Box Q-1. EOE M/F.

Rapidiy expanding Texas corporation is seeking
management personnel. Prefer experience in sales
and sales management. Good salary, benefits, and
oppertunity for growth. Write: Richard Kelley —
Broadcasters Unlimited, Inc., 3810 Brookside
Drive, Tyler, TX 75701 or call 903-581-0606. EOE.

General manager: Mies City, Montana. Full
charge position. Reply 1218 Pioneer Building, 336
North Robert Street, St. Paul, MN 55101. EOE.

Sales manager needed immediately for South
Jersey combo. Must lead combination of experi-
enced and young salespeopie in this highly com-
petitive marketplace. Want a challenge? Resume
to Box Q-2. EOE.

Local sajes manager: Management opportunity at
the top billing station in New Orleans. Require-
ments: Experience selling news/newstalk format,
sports sales, professional and/or college prefera-
ble. Successful track record dealing with direct
major advertisers a must. Minimum five years radio
sales experience. Some management experience
desirable but not necessary. To apply, send your
resume along with sales successes, billing track
record and an example of a direct advertiser pro-
posal to Eve Versteeg, General Sales Manager —
WWL 870 AM, 1450 Poydras Street, Suite 440, New
Orleans, LA 70112. Please apply before October
30, 1992. EOE.

Contemporary Southemn Califomla FM needs ex-
perienced general sales manager. Minimum 2
years sales management experience. Compensa-
tion history and resume. EQOE. Reply to Box Q-3.

HELP WANTED SALES

New start up FM in Southside Virginia seeks expe-
rienced sales people. Motivated seff starters. Send
resume, references and salary requirements to S.
Vaughan, WSVV Radio. PO Box 1878, Petersburg,
VA 23805. EOE.

Broadcast sales: Major stations — Southem Cali-
fornia. Call 818-773-3225, 24 hours. ECE.

Career opportunity for top producer at 100,000
waltt southeastem FM. Sixth AQH in USA. WRNS,
Box 609, Kinston, NC 28502, 919-522-4141. EOE.

Aftlilete representative: Major national news net-
work seeks tast track radio professional as affiliate
development representative. 5-8 years radio expe-
rience required with preference given to network
experienced applicants. Travel required. Excellent
income and growth opportunity. Cutting edge tech-
nology and preduct. If you qualify and are pre-
pared to start immediately, send resume with refer-
ences in confidence to affiliale manager.
StandardNews, a division of Broadcast Equities
Inc. is an equal opportunity employer: B.E.| Affiliate
Manager, 1000 Centerville Tmpke, SHB 411, Vir-
ginia Beach, VA 23463,

RELP WANTED TECHNICAL

Englineering assistant: Paxson Broadcasting of
Jacksonville has an opening for an assistant to the
chief engineer of a multi-station complex. Appli-
cant should have at least an Associate’s degree in
Electronics, a minimum of three years experience
in radio broadcast engineering and be able to
handle any emergency, from the studio site to the
transmitter sites. Computer knowledge a plus. No
phone calls please, send resumes to: Kyle D. Dick-
son, Chiet Engineer, Paxson Broadcasting, 8386
Baymeadows Rd., Suite 107, Jacksonville, FL
32256. EOE.

HELP WANTED PROGRAMING
PRODUCTION AND OTHERS

New station in south seeks PD and air talent
(send resumes now) and promotion director. Great
company. Big market. All formats welcome. EOE.
Reply to Box Q-4.

SITUATIONS WANTED MANAGEMENT

Retlired radio group VP seeking temporary man-
agement assignment or special project anywhere.
Diversitied background includes regional net-
works. Best references. 919-787-7850.

Young, “obsessed with success” currently em-
ployed CRMC GSM with proven performance re-
cord and references seeks GM or GSM position in
one of the following areas: Philly, Trenton, Balti-
more, Pittsburgh, Harrisburg or Washington, DC.
Equity position preferred but all considered. I'm a
team player and a team builder. Working knowl-
edge of all training methods. Jennings, Lontos,
Poltack etc. Reply to Box P-43.

Husband/wife team: Over 25 years experience in
all phases. On air, sales, management, ownership.
Call Jim Fletcher 904-567-1350.

VP/general manager: 20 years major market ex-
perience — retired to the coast of Maine after sale
of group. Too young — shouldn’t have done it! Will
consider smal/medium market AM/FM or small
group. Call 207-885-5242.

Let's bulld a winner! GM wants to help take your
medium/small market midwestem station to next
level. Dedicated to success! Ext. experience in
programing/sales/management. Reply to Box P-44.

Blll James . .. your pext GM: Can do all ... sa-
les/programing/management. Wear many hats.
Great track. Available immediately. Prefer south-
east. 8B04-232-5197.

Consolidation: It's here. Face it...it's the only
way to recover your investment. | can pull it off
successfully. 25 years in radio; 10 in ownership. If
you need a stable, strong manager, and are willing
to let me participate in your success, let's talk. |
prefer Florida or coastal S.E. Will consider all. Re-
ply to Box Q-5.

Broadcasting veteran, now in sales, considering
return 10 product, as operations manager, medium
or large market newsAalk. Or, if you need a leader
with programing, promotion, sales, and news
background to bring small market station forward,
will consider small market station managership.
805-922-4320.

20+ years pro: General manager with strong ex-
perience in sales, programing, marketing, budget-
ing, and winning. Excellent track record . . . 1ast in
NYC. Will consider large or major market East
Coast or Midwest. Start-ups and turn-arounds wel-
come. Sweat equity a plus. Call SRC 212-355-
6079.

Stable, successful GM in small market, looking for
a bigger "pond". Consistent 5 year growth history;
currently employed. Will eam 60k + this year. Re-
ply to Box Q-6.

Self motiveted, successful GSM, CRMC. San
Francisco based. Seeks new opportunity. Twenty
solid years, great track record including experi-
ence with network station, news, talk, sports, mu-
sic, AM/FM, consulting. New business develop-
ment and event marketing expert. Unique ability
hiring, training, molivating sales talent. ENTJ.
Wrote the "book" in the West for category selling.
NAB/RAB convention speaker. Prior owner/opera-
tor. Let's talk. Call Jack at 415-466-9722.

SITUATIONS WANTED SALES

Broadcasting veteran, switched to sales, one
year ago, would like to join promotionally aggres-
sive station that trains, brainstorms, and supports
salespeople. Enthusiastic newsftalk advocate.
Waest preferred. Reply to Box Q-7.

SITUATIONS WANTED ANNOUNCERS

Basketball PBPI (And more!l) Experienced, knowl-
edgeable sportscaster wants to move on. Anybody
need a voice? Let's talk! Call Steve: 602-425-
5523/4471.

Exciting sports PBP announcerftalk show host,
up to 11 years experience in H.S./college football
and basketball, and baseball, skilled in al! air work,
production, etc., looking for station/network com-
mitted to quality sporis programing. Jay 803-763-
8119,

SITUATIONS WANTED TECHNICAL

If you want someone 1o push paper, I'm not your
man. Hardline emphasis on p.m. 10 years AM/FM,
CE experience. Available Oct. Prefer Midwest or
SE, but all areas considered. Let me get my hands
dirty. Call 704-474-4373.

Working CE, excellent credentials. Experienced in
complete, modern, facility buildouts, mic to anten-
na. Also available for consulling and temporary
projects. Call Jim 301-881-8017.
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SITUATIONS WANTED NEWS

I'm no news bunny: Years of experience ai NBC
(when it was NBC), AP. UPI, WGCI and other
shops prove it. On-air, editor, management — | do
it all. Call Mary 708-256-6337.

15 year Veteran Farm Broadcaster seeking to
make a change. Voting member of the NAFB. Re-
ply to Box P-45.

Talk pro seeking major market shift. I'm better than
your competition’s best with unedited tapes to
prove it. 20 plus years media experience including
top 10 markets. Reply o Box Q-16.

MISCELLANEOUS

FM SCA space avallable for lease in the Dallas
Metroplex area. Call Ron at 713-473-5585.

e O e,
TELEVISION

NELP WANTED MANAGEMENT

Local sales manager: Top twenty group-owned
affiliate seeking an experienced local sales man-
ager. Prefer experience with Scarborough and/or
MMC, BMP and other value added sales tools.
Successful candidate should have strong sales
and marketing skills. good people skills and be
ready and willing to work closely with the local staft
in all areas of local sales, sales promotions and
new business development. Send resume and sal-
ary requirements to Box P-48. EOE M/F.

TV statlon in major Texas markel seeking busi-
ness manager/controller. Minimum 5 years experi-
ence. Hands-on administrator with strong manage-
ment and communication skills. Must be able to
directly supervise computerized accounting de-
partment and clerical personnel, generate timely
financial information and work as a team member
with company and corporate staft. Experience with
budgets, personnel matters and computer sys-
tems. Send resume and salary requirements to:
Box Q-8. EOE.

Marketing research director: WCAU-TV, the CBS
station in Philadelphia, is seeking an experienced
station marketing research director. This highly vis-
ible position serves the sales, programing and
news departments in qualitative and ratings re-
search. Terrific opportunity for the right person.
Please send resume 1o Jeff Cash, Director of Sales,
WCAU-TV. City Line & Monument Rd., Phila., PA
19131. No phone calls please. Salary commensu-
rate with experience. EOE. A drug testing compa-
ny.

Associate director/chief operating officer: Loui-
siana Public Broadcasting. Baton Rouge, LA. Loui-
siana Public Broadcasting (LPB), a statewide edu-
cational television network licensed to the
Louisiana Educational Television Authority (LETA),
seeks a highly motivated professional to serve as
associate director/chief operating officer. The AD/
COQ reports directly to LETA and the executive
director of LPB. and is responsible for overseeing
daily operations, providing management direction
to department heads. and deveioping and imple-
menting strategies 10 meet station needs. Requires
enthusiastic individual committed to public, educa-
tional television with a minimum of a Bachelor's
degree in Communications or a related discipline
and eight years of full time experience in public
telecommunications. three of which must have
been at a senior management level; excellent syu-
pervisory, organizational and communications
skills; and the ability to work effectively with leaders
in education, govemment and public television.
Salary is competitive, commensurate with experi-
ence and qualifications. Letters of application, in-
cluding current resume, salary history and refer-
ences, should be sent to Search Committee,
Louisiana Public Broadcasting, 7860 Anselmo
Lane, Baton Rouge, LA. Deadline for applications
is 10/18. LPB is an EEQ/AA employer, and does
not discriminate on the basis of race. reiigion, col-
or, sex, age, national origin, or disability.

WWL Television in New Orleans is in need of a
local sales manager. Tefevision management ex-
perience is a must. Must possess strong leader-
ship, coaching and training skills. No phone calls.
Send resume 10: Jimmie B. Phillips, WWL Televi-
sion, 1024 N, Rampart Street, New Orleans, LA
70116. EQE.

WWL Television in New Orleans is in need of a
research director with strong presentation abilities.
writing skills and must be a computer whiz. No
phone calls. Send resume to: Jimmie B. Phillips,
WWL Teievision, 1024 N. Rampart Street, New Or-
leans, LA 70116. EQOE.

Wanted: GSM. KTXH-TV Houston is looking for a
winner o motivate, lead and direct a 21 person
sales/traffic department. Rockets, Astros, Murphy
Brown, Wonder Years, Full House, & Arsenio Hall
are waiting for you. Resume and salary require-
ments to Mike Dunlop, VP&GM. 8950 Kirby, Hous-
ton, TX 77054. Paramount Communications is an
equal opporlunity employer.

HELP WANTED SALES

Marketing consuitant: Top 50 market, strong,
growing affiliate looking for a sales dynamo. Estab-
lished list available for the candidate who knows
how to generate new business, develop vendor
and attain rates. Qur team needs a leader that
boasts a strong track record of business develop-
ment. Cover letter and resumes 10: WHTM-TV, Alin:
David Bradley, LSM, PO Box 5860, Harrisburg, PA
17110. EOE.

Broadcast sales - major stations - Southern Cali-
fornia. Call 818-773-3225, 24 hours. EQE.

Account executlve: Immediate opening for an in-
dividual with a highly energized selling style, con-
veying the excitement, success. and stature of our
station. Candidates should have complete working
knowledge of the station's programing and a thor-
ough understanding of the content and use of rat-
ing services and other broadcast sales tools. Must
be highly organized and have the ability to deal
effectively with ciients both in person and by tele-
phone. Two years broadcast sales or agency buy-
ing experience a must. College degree a plus.
Send resume to: WKBD Fox-50. Atin: Personnel,
A.E., PO Box 50, Southfield, MI 48037. EOE M/F.

Local sales managers: Memphis ABC affiliate
seeking an aggressive, organized, creative individ-
ual with strong sales background to lead local
sales force. Must possess good communication
and strong people skills. Management experience
preferred. Send resume to: Susan Adams, GSM.
WHBQ-TV, 485 S. Highland St., Memphis, TN
38111. EOE.

WHNS-TV, a mature Fox affillate serving a fast
growing, Southeastern four station market in the
Western Carolinas, is looking for a local sales man-
ager who excels at training salespeople to become
marketing consultants; who is equally proficient at
dealing with local retailers and regional, major mar-
ket agencies. Television sales management experi-
ence is highly preferred. Send resumes to: Tony
Thompson, General Sales Manager, WHNS-Fox21,
ﬂFlnterstate Court, Greenville, SC 29615. EOE
/F/H.

HELP WANTED MARKETING

National television program producer/distribu-
tor seeks marketing representative to market pro-
grams to a wide variety of prospects. Qualified
applicants should have considerable related expe-
rience, the ability to formulate overall marketing
strategies. as well as prepare and present material.
Trave! and relocation to Southeast region is re-
quired. Base salary plus incentive on sales. Send
resume and salary requirements in confidence to
Box Q-9. ECE.

HELP WANTED TECHNICAL

TV maintenance engineer: Trinity Broadcasting
Network has immediate opportunity for an individ-
ual with 3-5 years technical maintenance experi-
ence with the ability 1o troubleshoot to component
level equipment such as 1" Sony VTR's, D2/D3
recorders. CMX editing systems and digital effects
with special emphasis on digital techniques. Re-
sume t0: George Murray, Network Operations Di-
rector, Trinity Broadcasting Network, 2442 Michelle
Drive, Tustin, CA 92680. EOE.

South Texas educational station has an opening
for a chief engineer. Previous experience desired
in maintenance of UHF transmitters and studic sys-
tems as well as personnel supervision. SBE certifi-
cation a plus. Send resumes to Community Educa-
tional TV, Inc., attention Ben Miller, PO Box C-
11949, Santa Ana, CA 92711. EOE.

KWTYV is seeking 8 maintenance engineer with
minimum three years experience maintaining stu-
dio equipment including Ampex, RCA, Grass Val-
ley, Sony, etc. Transmitter, computer, TCR-100,
and VPR-6 experience helpful. Salary based on
experience. Send resume to: Engineering Supervi-
sor, KWTV, 7401 N. Kelley, Oklahoma City, OK
73111. EOE.

Operatlons englineer: Engineer with heavy em-
phasis in TV broadcast studio/remote audio opera-
tions. General background experience in VTR and
video operations. Send resume to Chief Engineer,
K*USA-TV, 500 Speer Bivd., Denver, CO 80203. An
equal opportunity employer.

Chlef englneer: Norheast 90's ADI network affili-
ate is seeking a prolessional with proven technical
and leadership skills to supervise engineering
staff. This position requires direct supervision in the
installation and maintenance of studio and trans-
mitter equipment. Candidates must have a working
knowledge of UHF transmitters, studio equipment,
including analog, digital and RF electronic equip-
ment. EOE. Send resume to Box Q-10.

Malntenance engineer: The WBNS stations is
seeking a maintenance engineer with at least three
years experience in a major market TV and radio
engineering depariment that includes SNG, ENG,
D2 and computer automation. A degree and SBE
certification is necessary. Shift changes and over
night trips are part of this position. Send resumes
and applications 10 Marvin C. Born, WBNS-TV, 770
Twin Rivers Drive, Columbus, OH 43215. 614-460-
3914. EOE.

Satellite news vehicle englneer: WTVR-TV has an
opening for a satellite news vehicle engineer to
operate its up-link truck. Must have a minimum two
(2) years of maintenance experience with studio,
ENG. microwave, transmitter and satellite equip-
ment. FCC General Class license required. Send
resume and salary requirements to Chief Engineer,
WTVR-TV, 3301 W. Broad Street, Richmond, VA
23230. M/F/EQE.

Maintenance engineer: WTVR-TV has an immedi-
ate opening for a maintenance engineer. Must
have a minimum two (2) years of maintenance
experience with studio, ENG, microwave, transmit-
ter and satellite equipment. FCC General Class
license or SBE Certification required. Excellent
driving record required. Send resume and salary
requirements to Chief Engineer, WTVR-TV, 3301 W.
Broad Street, Richmond, VA 23230. M/F/EQE.

Video engineer experlenced in installation, main-
tenance and repair of complete studio and post
production facilities with Beta, 3/4%, 17 and digital
equipment is needed. We are a fast paced, state-
of-the-art ad agency producing commercials for
Fortune 500 clients, located in a friendly. family
oriented community. Please send resume to Allen
Teague. Hawthorne Communications, Inc., 300 N.
16th Street, Fairfield, |A 52556. EOE.
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HELP WANTED NEWS

Number one news station in the market accepl-
ing applications for creative feature reporter Coun-
try Rover. Candidate must have minimum three
years front-line TV news reporting expenence with
strong ability to tell creative stories dealing with
rural residents. Ability to shoot/edit required. Occa-
sional general assignment reporting. Rush confi-
dential resume, salary expectations, and photo
with audition tape showing best feature slories to:
News Director, WAAY TV, Post Office Box 2555,
Huntsville, AL 35804. No phone calls please. Mate-
rials submitted are nonretumable. ECE.

Smail market CBS affillate seeks a talented morn-
ing co-anchorweathercaster and reporter. Strong
writing and presentation skills. Prior experience
and degree preferred. Send tape, resume, and
salary history to Personnel Director, KLST-TV, 2800
Armstrong, San Angelo, TX 76903. EOE.

Reporter/anchor: Are you a good storyteller? Do
you explain how stories affect your viewers' lives? If
s0, you may be the high-profile reporter we need
weeknights and the anchor/producer we need on
weekends. Significant reporting/anchoring/produc-
ing skills are a must. Send resume, statement of
news philosophy and non-retumable tape (VHS
only) to Robert Cizek, News Director, WKJG-TV,
2633 West State Bivd., Fort Wayne, IN 46808. No
calls or faxes. EQOE.

News director: A medium sized Midwest network
affiliate needs an experienced, aggressive, moti-
vated leader in the news depariment. Please sub-
E(i)lEresume and news philosophy to Box Q-11.

Weatherperson: Southeastern Spanish language
television affiliate is seeking a solid, knowledge-
able straightforward meteorologist. Will handle all
on-air weather reporting as well as some environ-
ment/science/ouldoors  reporting.  Experienced
preferred but great opportunity for the right person
who is fluent in Spanish and willing to lean TV.
Letter and resume to: Box Q-12. EOE.

News producer needed to produce nightly news-
casts, Monday through Friday. Skills must include
strong writing ability, excellent news judgement,
organizational ability, working knowledge of high
quality production equipment and newsroom oper-
ation. Experience in television newscast production
is required. Bachefor's degree preferred. Send re-
sume and salary requirements to: The WNDU Sta-
tions, Attention: Human Resources, PO Box 1616,
South Bend, IN 46634. No phone calls. EOE.

WTVC Newschannel 9 has an immediate opening
for a medical reporer/anchor. Two years experi-
ence. Candidate should be able to generate solid
health stories, handle live interviews with physi-
cians and co-anchor daily noon newscast. Health
reporting background a must. Send a non-return-
able tape of your best work and resume to: Jim
Church, WTVC-TV, PO Box 1150, Chattanooga, TN
37401. No phone calls. EOE.

News directorranchor: Small station reorganiza-
tion; write, shoot, edit; documented skills; solid
opportunity; immediate; tape & resume to 18 Bul-
lard Ave,, Glens Falls, NY 12801. Also senior sales,
engineering, production positions. EOE.

NELP WANTED PROGRAMING
PRODUCTION & OTHERS

Promotion editor/producer: Philadelphia's #1
television station is l0oking for a highly creative and
experienced on-line editor/producer for a new in-
house promotion production facility. Candidates
should have complete knowledge of post-produc-
tion editing, graphics, and work well under tight
deadlines. Previous television promotion experi-
ence a must. Send resume with tape (no calls) to
William Burton, Director of Promotion and Station
Advertising, WPVI-TV, 4100 City Line Avenue, Suite
400, Philadelphia, PA 19131, EOE.

Graphic artist: WABC-TV, NY seeks highly quali-
fied full time computer graphic artist. Experience
with Quantel Paintbox, Digital F/X, AVA and Harris
Still Store is required. News graphics experience
and ability to handle tight deadlines a must. Send
resume and reel 0: Karl Hassenfratz, WABC-TV, 7
Lincpin Square, New York, NY 10023. No phone
calls or faxes please. We are an equal opportunity
employer.

Paint box artist needed for 24-hour television
news channel serving New England from its head-
quarters in metropolitan Boston. Candidate must
be able to handle daily news graphics load, includ-
ing promotions and marketing. Design background
and Paint Box experience required. Must be able
to work well under pressure, enjoy being part of a
teamn, and contribute to the look and success of
this vital new news service. Send tape and resume
to Charlie Kravetz, News Director, New England
Cable News, 160 Wells Avenue, Newton, MA
02159. EQOE.

Creative team needs Palntbox hotshot: Inside
Edition is adding a staff designer to the creative
services department. If you want reat responsibility
and opportunity, have the ability and talent to cre-
ate a strong image for syndications's #1 daily
news magazine, and are inspired by pressure, this
opportunity is for you. Designer will work closely
with program and promotion producers. Experi-
ence on Dubner DPS-1 Turbo system required;
previous staff experience desired. Send reel and
resume to Rob Battles, c/o King World, 402 E. 76th
St., New York, NY 10021. Please, no calls. Inside
Edition is an equal opportunity employer.

CATV coordinator: $3,632-$4,396 per month.
Acts as station production manager of the munici-
pal cable operations; coordinates programing;
plans and implements various television produc-
tions, and supervises personnel. Bachelor's de-
gree with emphasis in broadcast journalism, televi-
sion or related field and a minimum of five years
experience in television production desirable. Only
completed City applications received by October
23, 1992 at 5:00 p.m., will be considered. Call job
hotline at 310-854-7309 for complete position re-
quirements and application materials. City of West
Hollywood, 8611 Santa Monica Boule