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1992-93 NTI
PREMIERE TO DATE

Adults Adulits
18-49 25-54

ENTERTAINMENT TONIGHT #1 4.9 5.5
Wheel of Fortune 4.6 54
Jeopardy 44 5.1

A Current Affair 3.9 43
Inside Edition 3.4 3.8

Another championship scason with kev demos. Another entertaining vear bringing viewers
Hollywood’s best. Since 1981, ENTERTAINMENT TONIGHT has been an access legend. And this
season is proving to be no exception, Of course, we could go on and on. And no doubt, we will.

© 1993 by Paramount Pictures. All rights reserved.



MUST READING FROM BROADCASTING & CABLE
FOX SEEKS CABLE CHANNEL IN LIEU OF RETRANS

Fox Broadcasting is offering to forgo cable retransmission fees for its
affiliates in return for channel space for a basic network. Fox’s broad-
cast affiliates would receive a share of the revenues. / 10

NBC, NBA SHARE THE RISK IN RIGHTS DEAL

NBC signed a deal last week with the NBA that may provide the basis
for future network-sports league rights deals. In exchange for a less-
than-requested fee ($750 million for four years), the NBA will get a
share of ad revenues once sales reach $1.06 billion. / 14

Group W, Chris-Craft/United and Pulitzer are among the group owners considering
Jjoining a coalition to discuss a retransmission framework with MS0’s. / 18

Toronto-based Skyvision
HOSTETTER: NO RETRANS MONEY FROM CONTINENTAL "Opf:tfo g‘g";-’fi,"m-
Amos Hostetter, chairman/CEC of Continental Cablevision, vowed that g”;’ranzfom';”g'zﬁ::;“”
his MSO, cable’s third largest, will not pay retransmission fees to TV ‘RoboCop’ into a syndicated
broadcasters. Continental will, however, enter into long-term must-carry seres. /22

deals regardless of how the constitutional question shakes out. / 19
TC! COO Brendan Clouston dismissed as “premature” and “alarmist” concerns by theater owners that a plan

by his MSO and Carolco Pictures to give films a pre-theatrical PPV window would cut into theater and video
revenues. Instead, he argues, the scheme would help promote theatrical releases. / 23

NBC TAPS VIRTUAL UNKNOWN

. A d | TO SUCCEED LETTERMAN
Busy World e In a move that caught the public by
Richasg Scarry L 5 | surprise, NBC tapped comedy writer

Conan O'Brien to succeed “Late
Night” host David Letterman.
Although not a household word,
O’Brien has made a name for himself
in the industry as a writer for “The
Simpsons,” “Saturday Night Live”
and “Not Necessarily the News.” /24

FOR THE FAMILY: Showtime has
fined up a family-oriented slate of “VICKI!” WITHOUT VICKI

programing for the upcoming sea-  Vicki Lawrence failed to show up for
son, including another collaboration 3, taping of her “Vickil” syndicated

?"," ghg;::':y ,g""ag's Think red strip last week, apparently bringing On the Cover
si,:J; o? ,Riclfardagcailr;'?:gg:ttlaryer 0 E RIS &) igeasttHeng RENEIATO TR iy “Does anybody really
children’s books. / 26 with Group W Productions. /24 want 500 channels?”
asks CBS’s Howard
The day after cable giant TCl announced pians to invest $10 million in Stringer. Most viewers
Interactive Network Inc., NTN Communications brought suit for the same will always be happy
amount against the California interactive television company for making with a handful of
“ongoing misstatements” about NTN’s capabilities. / 37 choices, Stringer says,
and the drew is original
Comsat, now generating $15 million-$20 miilion from video-ondemand ser- programing. / 27
vices In hotel rooms, expects those revenues to grow to $300 million by Photo: Burk Uzzle

1996-97. / 38

“Who?”—John Ruby, KVOA-TV Tucson,
on the selection of Conan O’Brien to fill NBC’s late-night post / 24
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Ad/Marketing............ 85
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Changing Hands ........ 49
Closed Circuit............ 79
Datebook......ccovvvivnnn. 68
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HACKERS NABBED IN RADIO FRAUD

A group of California cocmputer hackers pleaded
guilty to fraud for using their home computers to
seize control of the telephone systems at three
radic stations. The booty included two Porsches,
two trips to Hawaii and tens of thousands of dol-

lars in cash. / 42

Right-wing radio host G. Gordon Liddy has turned his
Watergate fame into midday success, taking his
Washington radio show national via Unistar. / 43

STATIONS REPORT STRONG QUARTER

Increased local advertising and successful cost-
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THE PAY’S THE

PAY P

THING: With reregula-
tion of basic packages 4
promptmg operators to cast their eyes toward pay per

view, PPV marketers are eagerly awaiting news of com-
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“Driving Into The Future!”
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pression and the potential business boom it promises.

Planners for CTAM's annual PPV conference say they'll
have some answers next week. / 40

control programs boosted TV stations to a profitable first quarter. But broadcasting stocks
remain flat on Wall Street, as investors take a wait-and-see approach. /48

High interest in retransmission consent and executive compensation has boosted registration at the annu-
al Broadcast Cable Financial Management Association convention by 50%. / 50

PAPERS PONDER JOINT VENTURES WITH CABLE, TELCOS

At its convention last month, the Newspaper Association of America discussed ways to create
joint ventures with cable and telephone companies. “Somebody is going to take classifieds
electronic,” says a Knight-Ridder executive. “We should be the ones to do it.” / 51

Three House and Senate committees are planning new hearings on

the issue of violence on television, despite a 1992 agreement by
the major networks to issue voluntary standards. / 52

Community Antenna Television Association President Steve
Effros advises cable operators that, if they can’t come to terms
with a station on retransmission fees, they ought to run a bilF
board in that station’s channel slot telling viewers “who was
restricting their ability to see so-called free TV.” / 53

READY FOR NEWS UPFRONT

With a weak economic recovery and an increased number

of buying options, ad agencies are taking a cautious atti-
tude toward the network upfront news market. / 55

Cox Cable has signed on as the first customer for Arbitron’s new

TARGETING TEENS: In an effort to create
brand awareness, NBC is adopting a

moniker—TNBC—and logo to market a two-

RSVP service, which uses enlarged sample sizes to offer detailed

market data to systems. / 58

hour Saturday-morning block. / 56

COMPUTER GIANTS JOIN GI IN CONVERTER DEVELOPMENT

General Instrument, Microscft and Intel are teaming up to create a new microprocessor-dri-
ven cable converter that will allow a viewer to access interactive services. The software will
be based on Microsoft’s Windows system for personal computers. / 59

Bell Atlantic will run fiber optic lines to 50,000 homes in New Jersey by this summer, allowing the resi-
dents access to a variety of interactive services. / 61

Virtual Vision of Redmond, Wash., wowed the crowd at the NAB convention with a set of goggles that let
camera operators see the viewfinder image without actually having to look into the viewfinder. / 62
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Fox’s price for retrans: a cable channel

Would drop fee in exchange for spot for basic network offering 50% original,
exclusive programing; would share subscriber fees with affiliates

By Joe Flint and Rich Brown

abandon retransmission-consent
fees for its affiliates, but there’s
a catch,

Instead of cash, the network wants a
channel for a new basic cable network
that, according to one top cable execu-
tive who has already gotten the pitch,
would have half original and exclusive
programing.

In addition to the channel, the exec-
utive said, Fox also expects subscriber
fees comparable to those of other pop-
ular cable networks such as USA Net-
work.

**They're talking about most, if not
all, of the money going into the prod-
uct,”’ said the executive. ‘‘They're at-
tempting to make a credible net-
work."”’

A strong new basic cable network
could help draw subscribers in much
the same way TNT did when it was
launched in October 1988, he said.
“‘Did TNT help cable?’ he asked.

F ox Broadcasting is willing to

**Damn right it did.”’

News of Fox’s cable plan came as
other broadcasters and cable operators
seemed to be mobilizing for war over
the upcoming retransmission-consent
negotiations.

® Top broadcast groups led by LIN
Television began organizing in hope

Retrans, must-carry
injunction rejected

he retransmissicn-consan

and must-carry regime  will
likely go into effect as scheduled
on Oct. 1, as Chief Justice Wil-
liarn Rehnguist last Thursday re-
fused cable's request for an in-
Junction. The ruling alzo means
broadcasters have just  six
weeks—until Jume 17—
choose either the potential reve-
nues of retransmission congent
or the security of must carry.

of gaining retransmission-consent le-
verage through unity (page 18).

® The third-largest cable operator,
Continental Cablevision, joined the
largest, Tele-Communications Inc., in
vowing not to pay retransmission-con-
sent fees (page 19).

® The Community Antenna Televi-
sion Association urged operators to
wage a tough public relations cam-
paign if broadcasters insist on pay-
ments (page 53).

The new Fox network would not
feature any programs from the Fox
broadcast network, which should
make the idea an easier sell with the
network’s affiliates.

To further appease affiliates, Fox
would share the advertising and sub-
scriber-fee revenues with its affiliates.
Fox also hopes to win VHF cable
channel positions for its affiliates in
the negotiations.

Fox told some cable operators its
affiliates would be cut in by selling
some of the advertising time on the
network, but that idea has apparently

10
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been excised from the plan.

““We are having discussions with
numerous cable operators seeking to
find a livable middle ground and make
the best deal we can.”” said Preston
Padden, senior vice president. Fox af-
filiates.

‘*We hope to present a plan to our
affiliates as an option. but it will be
purely voluntary on their part.”

Tele-Communications Inc., which
serves 10 million cable homes and has

close ties with Fox, is reportedly con-
sidering the proposal.

TCI spokesman Bob Thomson
would not comment specifically, but
he said the company is open to non-
cash retransmission-consent deals.
**If, in fact, we can find a way to deal
with the local broadcaster in a way
that adds legitimate, substantial value
for our customers, we'd be happy to
entertain those types of suggestions,”’

| said Thomson. But, he added, *‘we

obviously don’t have unlimited chan-
nel capacity, particularly when must
carry is filling us up with religious
broadcast stations.”™’

Jones Intercable Chairman and
Chief Executive Officer Glenn Jones,
who said he had not heard from Fox,
expressed skepticism when told about
the plan by a reporter. Guaranteeing
an additional channel position would
essentially be the same as paying cash
to stations, he said. And Jones is not

' NBC-NBA deal: $750 million + revenue sharing

By Steve McClellan

BC and the National Basketball Association an-
nounced a new four-year rights deal last week that
the network hopes will be a model for major sports
rights deals in the foreseeable future.
At a time when bets are being taken on just how
much of a decrease Major League Baseball and the

National Football League will have to swallow in the |
next rights go-round, NBC is paying the NBA a hefty— |

and minimum—25% boost over the current four-year
deal, which puts the value of the new pact at $750
million.

On top of that, the parties have agreed to share
advertising revenues once NBC reaches a certain
sales level (which sources confirmed was around
$1.06 billion) over the four years of the new deal.

Meanwhile, NBA Commissioner David Stern report-
ed that talks continue with TNT about renewing their
contract beyond the current four-year, $275 million
deal, which expires after the 1993-94 season. The
exclusive negotiating period with TNT continues to
around Oct. 1, Stern said, adding that the league and
TNT are also exploring certain “risk sharing” contract
components that take into consideration cable's “dif-
ferent sources of revenues, outlets, new technologies
and the like.”

In a rare bargaining move, NBC Sports executives
literally opened their books to their NBA counterparts
during negotiations so the league could see sales data
under the current deal and also to show the basis for
projected performance. According to NBC Sports
President Dick Ebersol, the tactic was a way of dem-
onstrating to the NBA that NBC simply couldn’t fork
over the pile of money that represented the NBA's
assessment of its value as a TV property, which was
significantly higher than the $750 million agreed upon.

The tactic worked, to the extent that the NBA agreed
to a smaller guaranteed rights payment than it wanted,
in exchange for a piece of the gross over a certain
point.

The revenue-sharing aspect is a first for a major
professional sports league-TV network rights agree-
ment. In 1986 NBC signed a $300 million deal to cover
the 1988 summer Olympic games from Seoul, South

1

Announcing the NBC-NBA contract (I-r): David Stern, NBA
commissioner; Dick Ebersol, president, NBC Sports, and
Ken Schanzer, executive vice president, NBC Sports.

Korea, that included a revenue-sharing component
viewed at the time as a face-saving measure for the
Koreans. In fact, NBC did not reach the sales level at
which the revenue sharing would have kicked in.

But NBC executives insisted last week they believe
the NBA will share in revenues from the new contract.
"We wouldn't be sitting here today in this room if we
didn't believe that,” said Ebersol at a press conference
last week announcing the deal.

NBA Commissioner David Stern said the talks lead-
ing to the deal were “difficult,” but based on a ‘“‘com-
mon understanding of the sports television business.”
He said the league felt the $750 million represented
“very modest increases” over the current deal’'s $600
milion.

The structure of the annual payments calls for esca-
lated payments the first three years of the deal and a
smaller payment in year four approximately along
these lines: $180 million in year one, $190 million in
year two, $200 million in year three and $180 million in
year four.

According to Ken Schanzer, executive vice presi-
dent, NBC Sports, and the network’s head negotiator,
by accepting a lower payment in year four, the NBA
has “made a bet on their ability to share in the reve-
nues to continue an increasing rights curve in every
year of the deal.”

Added Stern: “It's win-win. This insures profitability
for NBC while giving the NBA a share of the revenues
above a certain level, and we're certain we'll be shar-
ing in those proceeds.” ™

|
|

14
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interested in retransmission-consent
plans that involve cash, he said.

I don’t think it would work in the
world we're living in right now,”’ said
Jones, particularly as operators contin-
ue to struggle with limited channel
capacity on their systems.

Newchannels Corp. spokesman Jeff
Unaitis agreed the Fox plan could
have problems, given limited channel
capacity. But, he said, the proposal
sounded like an ‘‘interesting and cre-
ative approach.”

Fox’s plans could be a real test of
the relationship between the network
and its affiliates, which has shown
some strain of late.

**Affiliates are a little wary of Fox

right now,"’ one affiliate said. ‘It has
gone from being perceived as an affili-
ate-friendly network to not affiliate
friendly,”” he said. “‘Most affiliates
just don’t trust Fox. We are a little
afraid of where we stand."’

Part of the fear is due to the iron
grip Fox has on its affiliates. When it
comes (0 retransmission consent,
Fox’s affiliate agreement gives it the
right to decide whether a station can
choose retransmission consent or must
carry. If a station goes against Fox's
wishes or negotiates an agreement un-
acceptable to the network, the affili-
ation can be terminated.

**I would prefer to do my own re-
transmission-consent  negotiations,""

one major group owner of Fox affili-
ates said. However, he added, he is
‘‘open to anything that provides a sec-
ond revenue stream.”’

Some affiliates are also concerned
that a Fox cable channel could under-
mine the Fox broadcast network.
““With any basic cable channel, Fox
would have to make sure there is no
long-term effect on the viability of the
network,”’ said Kevin O’Brien, vice
president and general manager,
KTvu(Tv) San Francisco. '*The suc-
cess of Fox Broadcasting is Rupert
Murdoch’s crowning achievement,””
he said. **Anything that would under-
mine it would be foolhardy and coun-
terproductive.’’ [

Ten TV groups ready to talk retrans

Led by LIN's Gary Chapman, broadcasters sending out letters to cable MSO's

By Kim McAvoy
t least 10 television group own-
ers will ask the nation’s top 10
cable MSO’s this week to sit
down with them and discuss a timeta-
ble and framework for paying stations
a retransmission-consent fee,

The broadcasters were reviewing a
letter late last week that, upon approv-
al, will go out to cable executives ear-
ly this week.

Gary Chapman, chairman of the
National Association of Broadcasters
and president of LIN Television
Corp., who is organizing the coalition
(BROADCASTING & CABLE, April 26),
said the coalition comprises large and
small groups. But because of potential
antitrust problems, he said, none of
the groups operate in the same mar-
kets. And, Chapman said, they are not
going to discuss specific rates as a
group.

**We've outlined our goals,” said
Chapman. ‘*“We’re asking them how
we can best do this.”’ The broadcast-
ers feel it’s important that they estab-
lish a **working relationship’” with the
cable industry, he said.

Chapman would not identify the TV
groups he's talked to. However,
among those said to be considering
signing are Group W, Chris-Craft/Un-
ited Television and Pulitzer Broadcast-
ing.

Cable has already begun balking at

.

Broadcasters feel it's
important they establish
a “'working
relationship'™ with the
cable industry.
Gary Chapman

the idea of paying broadcasters a re-
transmission-consent fee. Three of the
nation’s largest cable operators, Tele-
Communications Inc., Continental
Cablevision and Jones Intercable,
have vowed not to pay (see box, page
19).

Chapman called Continental Cable-
vision’s Amos Hostetter’s comments

at a Washington luncheon (see page
19) **a disappointment,’’ noting that
Hostetter indicated he would spend
half a billion dollars on hardware this
year but ‘‘not a penny to his largest
and most valuable program suppli-
ers.””

Moreover, Chapman said the cable
industry was going to have to do some
*‘reconfiguration’* of its programing
costs. ‘“Too much money is going to
cable channels that have too little
viewership,”’ said Chapman. The
broadcaster coalition will likely rely
on a variety of studies to underscore
the value of their signals. A Tele-
Communications Inc. study released
last August placed a value of $1.67 for
broadcaster signals.

**I don’t think this solves the trans-
actional problems broadcasters face,””
said Steve Effros, president of the
Community Antenna Television Asso-
ciation. There are more than 13,000
cable systems, he said. **Broadcasters
can’t just deal with a couple of big
companies,”” he added.

Effros warned that there were going
1o be some *‘severe dislocations'* and
that the public was “*going to be hurt
and the public is going to scream.”’

He thought the best thing broadcast-
ers could do was to ask the FCC to
delay the implementation of its must-
carry and retransmission-consent rules
*‘until we can figure out how this is
going to work."’ [

i8
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Continental won’t pay retrans fees

says MSO's Chairman/CEO Amos Hostetter

Cable is ‘a crippled animal,’

By Harry A. Jessell

ontinental Cablevision will not

pay retransmission-consent fees
to TV broadcasters, but the third
largest operator will enter into long-
term agreements to carry commercial
stations with ‘‘significant local pro-
graming,” Continental Chairman and
Chief Executive Officer Amos Hostet-
ter said last week.

“*Continental is not prepared to pay
...for signals that are otherwise avail-
able to the public free over-the-air,”
Hostetter told a group of communica-
tions attorneys in Washington.

Continental, which serves nearly 3
million subscribers, is following the
lead of Tele-Communications Inc., the
nation's largest operator (10 million
subscribers), which has repeatedly
said it would not pay for broadcast

-signals (see box). Together, they serve
23% of the 56 million cable homes, or
14% of the 92 million TV homes.

Continental and other cable opera-
tors, now facing a government-man-
dated rollback of cable rates of 10% or
more, cannot also afford to start pay-
ing for broadcast signals, Hostetter
warned. A revenue loss of 10% means
a cash flow loss of 20%, he said. That
alone could put some operators in
technical default on their loans, he
said. **This is a crippled animal.”

Hostetter said Continental will con-
sider non-cash retransmission-consent
deals involving advertising, Cross-pro-
motion or co-productions. But *‘the
macho that came out of the recent
(National Association of Broadcasters]
convention is not the least bit con-
structive,”’ said Hostetter, referring to
talk there of demanding stiff fees from
operators (BROADCASTING & CABLE,
April 26).

Gary Chapman, president of LIN
Television Corp, and NAB chairman,
who stirred up much of the convention
talk, responded to Hostetter’s no-fees
pledge with more macho. *‘If that’s
the case, he is going to have some
subscribers in Grand Rapids who
won't get to see the Super Bowl,”
Chapman said. As an NBC affiliate,
LIN’s wooD(Tv) Grand Rapids will be
airing the NFL championship game
next January.

Bud Hostetter draws the line.

The 1992 Cable Act gives broad-
casters until June 17 to demand either
carriage on local cable systems (must
carry) or fees—or some other form of
compensation—from systems for the
right to carry their signals (retransmis-
sion consent).

Hostetter urged all stations to opt
for must carry, promising full-power
commercial stations with *'signifi-
cant”’ local news and public affairs
long-term—I10 or 15 years—carriage
contracts. ‘‘These broadcast stations
will then be secure, regardiess of
whether must carry is ultimately de-
clared unconstitutional by the U.S.
Supreme Court,”” he said.

Continental’s no-fees position was
sealed when the commission decided
not to allow operators to pass through
initially the added cost to subscribers,
Hostetter said. That the FCC may al-
low pass-through after one Yyear
doesn’t matter, he said. Pass-through
was just one of many factors that led
Continental to adopt a hard line, ac-
cording to Hostetter. ‘““Why should
subscriber A pay for the Washingion
Post if the Washington Post is being
delivered free to the rest of the neigh-
borhood?'’ he asked. =

Thomson.

to negatiate in the media.”

Friday.

stations over the naxt three weeks.

Retrans: 3 of top 10 MSO’s say no

ontinental Cablevision Chairman/CEO Amos Hostetter last week be-
came the latest of the top 10 MSO leaders to refuse to pay retransmis-
sion-congent fees, Continental joins Tele-Communications Inc. and
Jones Intercable in rejecting plans to pay television stations for signals.
TCI has long said its subscribers should not be required to pay extra for
over-the-air signals they would normally get for free, said spokesman Bob

The remaining top MSQO'’s are mum on the subject.

“We'd probably have a problem paying local broadcasters for carriage
of something the public would normally get for free,” said Jeff Unaitis,
corporate diractor of public relations for Newschannels Corp. But the
MSO has not publicly stated an official policy. “Uitimately, our goal is not

Cox Cable has been hesitant to make a public statement because the
MSO is very decentralized and the company is sensitive to its broadcast
division, said spokeswoman Ellen East. The Cox systems’ general man-
agers ara meeting on May 13 and might develop a policy, she said.

Cablevision Systems, Comcast and Time Warner last week refused to
publicly state whether they would make cash payments to stations.
Cahlevision Industries executives did not return calls by press time last

Meanwhile, several MSO executives expressed concern that local
broadcasters have not begun retransmission-consent negotiations,

“Each day that goes by is a lost opportunity,” said TCI's Bob Thomson,
noting that the standard program license normally takes a minimum of six
months to complete. TCI's state managers were recently given two days
of retransmission-consent training and hope to initiate conversations with

“Let's not sit around and wait,” he said. "If there's a real intent to
resolve conflict, we should start now.”

—RB

TOP OF THE WEEK [ T T B e Rt i Y |

Broadcasting & Cable May 3 1993

19



«oIN ITS ¢

L
ov

WhieeL OF
ForTune

2

You Ber
Your Liee

WOMEN 1

Source: Mar'93/Feb'93/Mar92 Nialsen

MARCH 92 (WHEEL)

National Advertising By:

¥ GROUP W
PRODUCTIONS
MEDIA SALES



ILY TWO MARCH "93 RATINGS BOOKS!

KCBS 7:00PM
PERFORMS WHEEL!

&4

2
Wheee OF
FORTUNE
D MEN 18-49
DMA RATINGS
- FEB'93 (YOU BET) - MARCK ‘93 (HWY PATROL)

REAL STORIES

OF T HE

H IGHWAY

PATROL

Produced In Association With Mark Mas!

PHILA/WPHL 7:30PM
OUT DELIVERS STUDS!

- Hwy
2 PatroL
Stups
WOMEN 18-49 MEN 18-49

Source: Mar'93/Feb's) Nielsen

DMA RATINGS

FEB 93 (STUDS) B MARCH 93 (HWY PATROL)

Whether in the east or west, Real Stories Of The
Highway Patrol is improving its time period with
arresting results.

With demos like these it's no wonder 38 stations
have bought Highway in the last two weeks!

feJ GENESIS

ENTERTAINMENT
(212)935-9450 - (818)706-6341

©1993 Genesis Entertainment.




TOP OF THE WEEK

‘RoboCop’ revs up for syndication entry

Skyvision acquires TV rights from Orion; hopes to emulate success of ‘Star Treks’

By Mike Freeman

rand recognition has consistent-

ly been cited as a key ingredient
in the success of first-run syndi-
cated hour series. It appears that To-
ronto-based newcomer Skyvision En-
tertainment feels it can strike gold
with the U.S. and overseas television
rights to the highly successful **Robo-
Cop"’ theatrical series from QOrion Pic-
tures Corp.

Skyvision hopes the projected Janu-+.
ary or fall 1994 series can approach or
surpass the monumental ratings and
revenue success of Paramount’s two
Star Trek series (The Next Generation
and Deep Spuce Nine). Skyvision is
bankrolling the project with $30 mil-
lion-plus.

Bob Sanitsky, an agent for Holly-
wood-based International Creative
Management, packaged the rights deal
for Skyvision. The two-year-old pro-
duction company reportedly put a
$500,000 upfront guarantee and a sig-
nificant gross revenue participation of-
fer to Orion, which recently went
through a financial reorganization.
Sanitsky, a former senior vice presi-
dent of syndication development at
Orion, used his longtime contacts to
bring Orion Pictures President Len
White and Orion Television Executive
Vice President Joe Indelli into accord
with the proposal laid out by Skyvi-
sion President Brian K. Ross.

Although Columbia, Twentieth and
Warner Bros. were rumored to have
made aggressive bids for the TV
rights, and are believed still to be vy-
ing for U.S. distribution rights from
Skyvision, Sanitsky declined to con-
firm the studios in play for RoboCop.
The choice for domestic distributor is
expected to be made later this week.

Howard Rosen, Skyvision's vice
president of business affairs and fi-
nance, said the production company
plans on budgeting up to $1.5 million
per episode. With a total price tag of
approximately $33 million for the first
22 original episodes, Rosen claims
Skyvision has a long-term commit-
ment for RoboCop's funding from its
parent company.

The *“RoboCop I'* and *‘RoboCop
II'” theatricals, which grossed a com-

bined $350 million at the box office,
starred Peter Weller, but Rosen could
not confirm whether Weller would be
in the series. A third **‘RoboCop’’ the-
atrical featuring a new lead is set for
release in fall 1993,

Skyvision, a unit of Labatt Enter-
tainment Group, has made its presence
known in the U.S. market by produc-

ing NBC’s prime time Secret Service

and The Discovery Channel’s Heart of |
Courage. (Also in development is a

series called Cold Warriors for NBC.)

But the acquisition of Robocop repre-

sents Skyvision’s first attempt to break

into the American syndication market,

something to which Rosen says parent

company John Labatt Lid. is ‘“‘com-

mitting all its resources.’’

*“What people south of the [Canadi-
an] border may not know is that Labatt
Ltd. is a diverse conglomerate which
earned over $5 billion in gross reve-
nues last year,’' Rosen said, referring
to such holdings as Labatt Brewing
Co., the Toronto Blue Jays baseball
team, video and audio production
houses Dome Productions and Sounds
Interchange, and Partners USA (a
Santa Monica-based commercial spot
production company).

Sanitsky added: ‘‘lt’s like An-
heuser-Busch meets Time Warner. La-
batt Entertainment Group is the largest
communications group in Canada, and
it is their intention to establish a pres-
ence in the U.S. marketplace, be it
through acquiring, producing, distrib-
uting or financing series projects.”” =

Conan O’Brien has tough
clearance act to follow

By Steve Coe
w ith the announcement that

Conan O’Brien will succeed

David Letterman in the 12:30
a.m. time slot (see story, page 24),
NBC is faced with the task of main-
taining their high clearance levels in
late night: the network is currently
cleared in 99% of the country, with
Late Night with David Letterman
cleared live in 85%. With an untested
commodity in O'Brien coming into
the time slot, some may be looking to
fill the time with profitable syndicated
programing.

A survey of NBC affiliates in the
top 20 markets shows 14 stations cur-
rently clear the Letterman show in pat-
tern. The six affiliates delaying the

program are KRON-TV, San Francisco,
KXAS-TV, Dallas-Fort Worth, KARE-TV
Minneapolis-St. Paul, XSDK-Tv, St.
Louis, KCRA-TV Sacramento, and
KPNX-TV Phoenix.

KXAS-TV, which has delayed the
Letterman show for the past three
years and is currently airing Love Con-
nection in the post-Tonight Show time
period, may be persuaded to carry the
new Late Night show in pattern if the
proper incentives are offered, said
Doug Adams, president and general
manager. ‘‘We'll probably continue to
delay the half-hour, but anything is
open for discussion.”’

Adams said that the last discussions
he had with the network came before
Letterman decided to move to CBS,
*‘but we haven't heard anything since.
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My expectation is that NBC should
call affiliates and talk about incentives
for clearances as ABC has done with
Nightline and CBS has done for the

Letterman show.”’

The incentives he mentioned consist
of giving more local time back to the
stations. a

Just say no in Cheyenne

Pickjng up the case for an FM freeze where FCC Chairman James
Quello left off two weeks ago at the NAB convention in Las Vegas, two
Cheyenne, Wyo., radio stations reiterated their opposition to a new
allocation in the market. kMuS-FM and KLEN(FM) asked the commission to
look at economic impact data, not just the technical feasibility of adding a
new station, in considering allocations. The addition of a ninth station in
Cheyenne, they asserted, “would cause devastating harm to an already
distre=sed radic market.” At the convention, Quello acknowledged that
the FCC's “guest for competition and diversity” in the 1980's has lad 1o a
majority of stations that are unable to support themselves, and said he
would soon mave on the NAB's call for a nationwide freeze.

G

TCl, Carolco say PPV deal
is no threat to theaters

By Rich Brown
A breakthrough plan by top MSO

Tele-Communications Inc. and

Carolco Pictures to offer mov-
ies on pay per view prior to their theat-
rical window will not cannibalize the
theatrical and home video revenue for
those titles, officials at both compa-
nies said last week.

Responding to charges the plan
could hurt the theater business, TCI
Chief Operating Officer Brendan
Clouston and Carolco board member
Michael Garstin contacted a number
of journalists last week to tell their
side of the story. Clouston labeled as
‘‘premature’’ and ‘‘alarmist’” some of
the reactions in the press by Holly-
wood dealmakers. “*A lot of people
don’t have enough facts to criticize
it,”” he said.

Clouston said the potential audience
size for each of the PPV titles would
not threaten the theatrical business.

**At most, one or two or three per-
cent of American homes are likely to
participate,”” said Clouston. ‘‘We're
talking about a very small subset.””

Clouston said a pre-theatrical PPV
window could actually help promote a
theatrical window through various
joint marketing efforts. He said cus-
tomers who buy the PPV title, for
example, could win free movie tickets

to the theatrical release. ‘*The interest
will raise revenues all the way down
the chain,”’ said Clouston.

““Carolco believes you can maxi-
mize or increase the total pie,”” said
Garstin, who, in addition to his board
seat, is an executive vice president at
Daniels & Associates who approached
TCI on investing in Carolco. *‘Only
20% to 25% of the population goes to
the theater. The big hit pictures are
seen more than once, even theatrical-
ly.”

As planned, TCI will invest up to
$90 million, divided equally, in the
production of up to four Carolco mo-
tion pictures over the next four years,
beginning in late 1994, Up to $50
million of TCI’s investment will be
spent on Carolco stock, with the bal-
ance representing nonrefundable rights
payments for pre-theatrical pay-per-
view rights to the four as-yet-undeter-
mined titles. Retail pricing has not

been decided, although various
sources have suggested $25 as a possi-
bility.

TCI and Carolco plan to talk with
the talent and the people involved in
other aspects of distribution of the ti-
tles to ‘*make sure their interests are
listened to and taken care of,” said
Garstin. Clouston said TCI has not yet
had talks with any other studios about
similar deals. .

Set makers, cable
are incompatible

By Sean Scully

tion has harshly attacked the ca-
ble industry, accusing it of ig-
noring the 1992 Cable Act.

In comments filed at the FCC, the
EIA said the cable industry is trying to
thwart the will of Congress and mis-
lead the FCC by placing the blame for
incompatibility between television sets
and cable systems at the feet of the
consumer electronics industry.

“The commission must work with
the statute as it was enacted into law,
not as the cable industry wishes to
have it rewritten,’” EIA wrote.

EIA accused cable operators of pro-
posing to increase the number and
complexity of set-top converter boxes,
which it said will increase confusion
and incompatibility rather than ease
the problem. It also said the cable
industry is willfully rejecting technol-
ogies that could take the place of con-
verters, such as interdiction and
broadband descrambling.

The cable industry strongly denies
EIA’s charges. ‘*We think we’ve spo-
ken very clearly to the Cable Act,”
said Wendell Bailey, vice president of
science and technology for the Nation-
al Cable Television Association.

The cable industry, Bailey said, has
offered to make new set-top convert-
ers that would answer complaints from
consumers by including bypass
switches and dual descramblers allow-
ing a viewer to watch one channel and
record another. even if the channels
were scrambled.

The cost of the new converters
would be somewhat higher, Bailey
said, but the Cable Act also regulates
how much a cable operator can charge
consumers 1o recover eguipment costs.

‘‘The electronics industry’s faith in
‘clear channel’ technologies [such as
interdiction] is both misplaced and in-
dicative of its belief that the cable
industry must shoulder the burden of
finding solutions to compatibility is-
sues,”” NCTA wrote. ]

T he Electronic Industries Associa-

For More Late-Breaking
News, See “In Brief,”
Pages 80 and 81
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NBC taps Conan O’Brien for late night

Comedian/comedy writer-producer to succeed Letterman

By Steve Coe

o n a top 10 list of candidates
most likely to succeed David
Letterman, the names of Garry
Shandling, Dennis Miller, Dana Car-
vey and even Fox’s Ben Stiller would
appear. The name Conan O’Brien
probably would not.

When the search started several
months ago to replace one of the most
dynamic personalities in TV and cer-
tainly in late night, O’Brien’s position
on the probability list was somewhere
between Norman Fell and Quincy’s
assistant, Sam. Nonetheless, last week
NBC turned to the comedy writer and
producer with little on-camera experi-
ence to inherit the late-night mantle.

““Who?"" said Jon Ruby, vice presi-
dent, KVOA-TV Tucson only half jok-
ingly when asked about the announce-
ment. “‘l don’t know anything about
Conan, but he seems like a bright and
witty guy.”’ O’Brien made his debut
to viewers and NBC affiliates via a
short introduction by Jay Leno during
Monday’s The Tonight Show.

Over the past couple of weeks,
much of the speculation leading up to
the announcement focused on the net-
work’s ongoing negotiations with
Garry Shandling. O’Brien had appar-
ently been Lorne Michaels choice for
several weeks, but NBC executives
were reluctant, preferring a recogniz-
able commodity to avoid affiliate de-
fection in the time period. But,when
Shandling’s manager, Brad Grey, told
NBC executives last Monday to re-
move his client’s name from consider-
ation, the network tummed to Mi-
chaels’s selection.

When it was announced by NBC in
January that Letterman was leaving
the network, Michaels, the executive
producer of Saturday Night Live, was
pegged as the producer of the new
late-night show.

Shandling’s withdrawal apparently

Leno introduces Conan O’Brien

had to do with getting the show up and
running in time for its proposed Au-
gust debut. The comedian is currently
starring in HBO’s successful The
Larry Sanders Show series, and in-
volvement in both projects may have
proven unwieldy.

HBO would not comment on the
negotiations between Shandling and
NBC other than to say: ‘‘We don’t

think anyone can do a talk show better
than Larry Sanders, not even Garry
Shandling or Conan O’Brien for that
matter.”’

*“‘I couldn’t be more pleased with
the choice of Conan as host of our
Late Night show,”’ said Michaels.
““He has three things [ was looking
for: vitality, wit and intelligence.”’

Warren Littlefield, president, NBC
Entertainment, was equally enthusias-
tic. *“*‘Conan O’Brien represents the
voice of a whole new generation for
the late-night audience, and we are
very excited to have him as part of our
team.”’

Although a stranger to viewers,
O’Brien faces the task at hand with
credentials in the comedy world. He is
currently a writer and producer for The
Simpsons, and previous writing credits
include HBO’s Not Necessarily the
News and Saturday Night Live, for
which he won an Emmy. His perform-
ing experience includes sketch and im-
provisational comedy at The Ground-
lings Theatre and appearances as an
occasional sketch player on Saturday
Night Live. .

Vicki takes a walk

‘Wonder Years’ co-star Alley Mills and talk veteran
Cristina Ferrare are set as fill-in hosts

By Mike Freeman
A feud between talk show host
Vicki Lawrence and distributor
Group W Productions apparent-
ly reached the boiling point last Mon-
day when Lawrence walked off the set
of her freshman syndicated strip.
Several sources say the feud stems
from Lawrence’s desire to assume
more creative control from Group W,
The syndicator responded by bringing
in Wonder Years co-star Alley Mills

and Cristina Ferrare late last week as
fill-in hosts, with sources suggesting
they are being tested as permanent re-
placements should Lawrence extend
her holdout.

The circumstances behind Law-
rence’s departure are somewhat puz-
zling, given that she emerged from the
February sweeps as the highest-rated
rookie talk show host, with a healthy
3.4 rating/13 share average (NSI, Cas-
sandra report).

According to a Vicki! production
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source, Group W had held out hope
that Lawrence would return for a tap-
ing last Tuesday, but when Lawrence
failed to show, Group W cast tempo-
rary hosts for the remaining post-May
sweeps episodes left to be produced.
(First-run production for this season
concludes May 14.)

By midweek, the source said,
Group W was “‘impressed’’ enough
with Mills’s run-throughs to start tap-
ing episodes with her at press time on
Thursday. A spokesman for Group W
confirmed that Mills would be serving
as host but, like Ferrare and other yet-
to-be named hosts, would be doing so
only on a temporary basis. ‘‘If things
work out in the next few weeks, they
wili replace Vicki with Alley Mills,”

contends the show source.

Early last week, Lawrence was
claiming in published accounts that
Group W Productions President Derk
Zimmerman had planted a spy on the
show, whom she identified as accoun-
tant Dan Fletcher.

According to a Vicki! production
source, Lawrence and her husband, Al
Schultiz, got into a ‘‘screaming
match’” with Fletcher over producers
the pair wanted to hire for the show
and a proposal from Group W to ex-
pand the shooting schedule from two
to three episodes per day.

In recent weeks, supervising pro-
ducer Ray Guiliani had been dis-
missed from the show, and another
show source cited the ‘‘deteriorating
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relationship™ between Lawrence and
executive producer Nancy Alspaugh, a
veteran in-house Group W producer,
which the source said created a *‘near-
ly intolerable atmosphere’" for the re-
maining production staff. The show’s
original executive producer, David
Fein, was quietly released from his
contract at Lawrence’s behest, accord-
ing to a Hollywood agency source.
Her press representative, David
Brokaw, said Lawrence had no further
comment. In a prepared statement,
Zimmerman said Lawrence **informed
[Group W] that her personal physician
has recommended several weeks of
rest,”” which could presumably mean
she won’t return for season-ending
production later this month. o

Showtime thinks family time for '93-'94

Upcoming season will feature animated series and another entry from Shelley Duvall

By Rich Brown

howtime has lined up a family
s oriented programing slate for the

1993-94 fali season that will in-
clude the network’s fifth collaborative
series with Shelley Duvall’s Think En-
tertainment and an animated series
based on the popular Richard Scarry
children’s books.

Just as broadcast and basic cable
programers are placing added em-
phasis on children’s programing,
Showtime is making sure that family
programs are an important part of its
mix. The pay-television network’s
research shows that roughly half of
its subscribing households have chil-
dren under the age of 18 and that
parents in those households are con-
cerned about what their kids are
watching on television.

Showtime’s new deal with Think
Entertainment calls for 13 episodes of
Mrs. Piggle-Wiggle, a live-action
show based on the classic storybook
character. The show is being produced
by Think in association with Universal
Family Entertainment. It marks Du-
vall’s fifth series for the pay channel
and the first 13-episode deal between
the two companies. The series will
debut in early 1994.

Also new to the Showtime kids line-
up in 1994 will be The Busy World of
Richard Scarry, a 13-part anmimated

series produced by CINAR under li-
cense from Paramount Communica-
tions In¢. The series will air as part of

a one-hour floating time block
launched last October by Showtime to
highlight the premieres of the net-
work’s newest original children’s se-
ries.

As for renewals, Think Entertain-
ment has received an order for six
additional episodes of Shelley Duvall’s
Bedtime Stories, the half-hour animat-
ed series that will feature narration by
Billy Crystal, Steve Martin, Candice

¥ Among
Showtime’s new
kids offerings

is ‘The Busy World
. of Richard

. Scarry,’ a 13-part
animated

series produced

N by CINAR

. under license from
Paramount.

Bergen, Morgan Freeman and Charles
Grodin. The new episodes will begin
airing weekly this fall.

Showtime has also placed orders for
10 new episodes of OWLTV, a science
and nature series from Canada; six
more episodes of We All Have Tales,
an international storytelling series, and
seven new episodes of American He-
roes & Legends, featuring narrations
by Laura Dern, Geena Davis, Graham
Greene and Garrison Keillor. Tales
and Herges are both animated shows
from Rabbit Ears Productions. .
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CBS’s Howard Stringer
Broadcasting’s Ardent Advocate

or.

Take That, John Malone

CBS/Broadcast Group President Howard Stringer talks about the

network’s future—often in terms of its storied past—and characterizes
cable as a clinical and cold “one-armed bandit for making money.”

We've come to you as a network broadcaster—someone who
represents the once and perhaps even the future kings. With
cable coming on strong—perhaps 500 channels in the wings
and yet the networks still in a position of some dominance—
how will it turn out? Are you riding the right horse?

I think we’ve been riding the right horse for the last few
years in concentrating on getting broadcasting organized. |
think the strategy that was ridiculed five or six years ago
when Larry Tisch started it has been proved right. Concen-
trating on a single theme in a steadfast, single-minded
fashion has meant that this company’s
had very few distractions. We’ve gone
on with the business of putting good
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programing on the air and putting more successful program-
ing on the air—which is difficult enough without branching
out and diversifying and chasing our tail up corridors that
are pretty well regulated and controlled by the competition
anyway.

So in that respect the question as to whether or not that
strategy is a long-term one for CBS is a much more compli-
cated one. And it's one the affiliates come into because
we’ve said that we’re taking our affiliates with us, that the
relationship between the networks and the affiliates is a
bond that has significance for the fu-
ture, as it has for the past, and any-
thing we do, we do with the affiliates
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in mind because they brought us here and they’ll take us to
the next hurdle.

I've always thought there was no love lost between networks
and affiliates. They always wanted more money, they
wouldn't clear when you needed them and if another network
got a little bit better ratings they were gone. | know the party
line is that there's this great partnership between the two,
butis it real?

I think you’re exactly right. I don’t think very many affili-
ates trust us, and I think the nature of the network-affiliate
relationship is designed to be unhelpful; that if group own-
ers own three separate network affiliates, then it really
doesn’t matter who's on first. They can play one up against
another; their own bottom line is more important than the
future of the network. I understand all that. I just don’t
think we’ve done a particularly good job of locking the
relationship more definitively together. And, by the way,
we started preaching it in earnest over the last one or two

=4 :
Stringer with prize late-night catch David Letterman

years, and it’s still very hard.

The fact is that group owners have no particular loyalty
to any network. They have a loyalty to the system, but they
have no particular loyalty to any one network.

It's not their fault: the system has been designed like
everything else about American broadcasting now. There’s
a giant pyramid jerry-built, one layer on top, with broad-
casting at the bottom and cable and DBS and digital and
fiber optics all the way to the top of this pyramid. And in
some ways it’s crushing the life out of the process that
created the world’s most effective mass programing ever.

Cable is clinical and cold; it’s the one-armed bandit for
making money. It’s a brilliant system designed to make
money. It is not a brilliant system designed for original
programing—it makes precious little. It is a clever system
to make most people pay for more than they want. And
that’s what guarantees its survival: you pay for 20 channels
when you want three. It’s a moment in history that almost
defies explanation.

The people who built broadcasting—David Sarnoff, Bill
Paley, Frank Stanton, Leonard Goldenson and others—and
the people in Britain, for instance, like David Plowright and
Paul Fox, created programing because they were essentially

broadcasters who believed in a mission. They believed in
standards; they believed in practices; they believed in the
responsibilities of broadcasting. In England they’ve already
crushed the life out of those. I mean, the government said
overnight that **we don’t care about that; what you've done
is irrelevant. You've had a bit of a monopoly; let’s get rid
of it.”” And now all we’ve got running British television are
people who obviously aren’t interested in programing. They
want to buy programing. They want to put it on because it’s
cheap.

Similarly, in this country, the broadcasters cared about
their news divisions, cared about their standards and prac-
tices, cared about the nature of the business, and jerry-built
on the top of this has been these layers of new technology.
The two never meet. The greatest irony is that the two never
meet.

Everyone’s a programer; everybody can create program-
ming. But this system between studios, affiliates and net-
works, which grew up by the complicated way of deregula-
tion, is very good at what it does, and preserving it would
seem to be the most important part. So in that sense I'm a
bit of a Luddite. I want to preserve what we’ve got because
I don’t believe a 500-channel universe will reinvent the
wheel.

Does anybody really want 500 channels? Most people
really want only seven or nine—with 35 channels or 50
channels they only want seven or nine because except for
those males who restlessly roam through their evening of
the living dead in search of some kind of programing,
whether it’s frontal nudity or a chuckle they hadn’t imag-
ined they could get, those people are forever grazing, and
with 500 channels they’l] just graze longer and it will take
them longer to find programing. Most people want to see
something from start to finish—whether it be serious or
light—and 500 channels aren’t going to change that very
much.

If anything, the one change about the 500-channel uni-
verse is that people are now saying, as Discovery’s John
Hendricks says, **Well, what we want is the opportunity to
show 60 Minutes in a different time period.”” Hey, we're
the ones who have 60 Minutes. Cable programing is not
going to invent 60 Minutes.

But will you let it go? Will you let it be used on a pay-per-view
basis?

Anything we let go will be let go under the strictest labora-
tory fashion. Because if we let that go and the affiliates start
letting their own programing go, it may destroy our base.
The question we have to ask ourselves is, if 60 Minutes is
on Monday night, Tuesday night and Wednesday night,
what is it doing to our Monday night, Tuesday night and
Wednesday night lineups? The multiplex in question, which
is the vogue, is something that we have to ask ourselves and
we have to examine very carefully. We don’t let it go in an
early rush of greed—which is what it would be to sell off a
60 Minutes multiplex to make a few extra bucks. And
before you know it, we can never again launch a show on
Tuesday night because the people who didn’t see 60 Min-
utes on Sunday are watching it Tuesday. Now, there are a
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lot of people out there who haven’t seen any one of our
shows on any given night, so there may be a window of
opportunity, but | think we have to walk very carefully into
it.

It's clear, however, that a new system of broadcasting is
evolving both on the cable side and on the over-the-air side.
The broadcaster is desperately trying to get multiple chan-
nels for over-the-air use through the second channel of
HDTV, or however that occurs. There's got to be a change,
and CBS, it appears, has been the network most reluctant to
get into the new cable side of technology. Can you forever
pull back?

No. But again, we’re constantly criticized for what we
haven’t done, and yet, would 1 have spent $100 million on
CNBC? No. But the strategy of the last three or four years
has worked out. We're more profitable; we’re more suc-
cessful. We're likely to be more profitable for the next
couple of years in the short-term. But there is no law that
says this company shouldn’t diversify. | don’t think Larry
Tisch is ever going to say no to anything that makes a lot of
sense. And in the 500-channel universe, it's going to be a
vacuum. Once you’ve gone through the 200 shopping chan-
nels and the 60 movie channels and the gardening channel
and the mechanics channel and the plumbing channel, is
there going to be room for another CBS channei? Maybe
there is, but we have a brand identity on this single channel
that—in a free market—would generate an enormous
amount of money. People want to watch us. With an
average of 35 to 40 cable channels, in the February sweeps,
the three networks plus Fox picked up 90% of the audience
on one evening.

So the question of whether you multiplex it to death and
prevent it from ever becoming bigger is something we have
to look at. If CBS-1 and CBS-2 is another way to make
your revenues meet without destroying the distribution sys-
tem, then it’s always worth considering.

But what we do is difficult enough, John Malone |of
TCI] notwithstanding. When somebody announces, ‘‘Hey,
I’m going to do original programing!’’ and joins the land
rush to Hollywood—as if there were more gold than is
already in those hills—it’s a touch laughable. Just as 25
years ago when the FCC liberated 7 to 8 p.m. for the local
channels. Do you remember that glorious moment in which
the word went to the land: **We want to encourage talent in
the hinterland to step forward into this glorious opportunity
and do the kind of programing that the networks won't
do™™? Well, what have we had since then? Hard Copy,
Wheel of Fortune and assorted horrors that have long since
vanished from the medium.

It is not easy to do original programing; it is probably
harder now than it ever was because it’s diluted by Fox in
some ways.

Are you committed not to get into cable as a systems owner?

We're committed to anything that makes sense. We've got
assets. Larry Tisch’s approach is fairly single-minded and
careful, and he has said on the record a number of times that
we’re taking our affiliates—no matter how reluctantly, no
matter how suspiciously—with us.
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You make a very persuasive case for sticking with the broad-
cast model and achieving a lot of audience popularity. But
you're not making much money, essentially. Does that con-
cern you?

It certainly ought to. We’ve done much better this quarter
and [ think we're going to do much better next quarter, but
we’ve also come off a sports deal that might have been in
the catastrophic area. So, once those slip away and presum-
ably we're never going to do anything quite that desperate
again—it bought us time in a bad period—but we don’t
need it now, so I can’t see those kinds of losses offsetting
whatever revenues we make. [ think we've done a very
good job in Hollywood of getting control of costs, and here
in the news division and in the sports division. They’re not
megaprofits, but you could equally make the case in cable.
The only thing driving cable right now is more and more
channels. The existing cable channels are maturer. HBO
hasn’t gone up in some time, and there’s no single program
on cable demonstrating a large popular audience. [ think the
most successful basic cable show is Murder, She Wrote. |

Escorting a valuable member of CBS family, Candice Bergen

think it’s a brilliant device for making money which [ wish [
had a piece of.

This country is fascinated by new technology. We're
great at tearing down the old in the flush of excitement
about the new. And if we seem like we’re rather conserva-
tive in trying to preserve what it is we have, ultimately,
globally, as international markets continue, software will
always be neceded. There'll be hardware ad nauseum—
Japan will see to that. But whether it’s China or India or
Czechoslovakia or, God forbid, one day Bosnia, you know,
they’ll be sitting there watching Medicine Woman; they
won’t be sitting there watching machinery. And as long as
we can produce enough good material—and we haven’t
done a good-enough job yet, I admit—as long as we do that
we’ll survive and, ultimately, we'll be profitable.

You say cable is not showing much growth, yet a number of
the cable networks are continuing to report subscriber

tgrovdh, and their profits and revenues are going very nicely,
00,

That’s not because of success in programing so much as the
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“I'W ]e have a brand identity on this single channel that—in a free market—
would generate an enourmous amount of money.”
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“We have been narrowly regulated and narrowly confined and tied
down on the beach like Gulliver...”
e e e e T e R e T

way the financial arrangements of cable are structured. You
still need us to get the pictures. The truth is, if we did take
the ultimate gamble and wander off cable, we could sink
cable. If all three networks and Fox wandered off, how long
would cable last?

Well, what's going to happen in June, when the retransmis-
sion-consent deadline rolls around?

Well, we're not allowed to act in concert, as you know.
We're negotiating all over the place right now. But how
we're doing it and how we’re succeeding I’m not going to
discuss.

You can label cable networks what you want, you can say it's
a format game and you clearly have the bragging rights on
what you're doing with your programing in terms of house-
holds, but are the dollars going to follow your bragging
rights? They will follow to a certain extent, but for a network

With Mike Wallace, CBS’s ‘60 Minute’ Man

that's generating over $2%/ billion in revenue, over $3 hillion
gross, the amount of profits therein really aren’t that great
even for 1993. So in a sense what I'm asking is: What's the
big deal?

The big deal is that three networks get 60% of the American
audience. Now it’s structured differently because we only
have a single revenue stream, which is advertising, and that
revenue is certainly cut into by some others. But the fact of
the matter is if it were a free market and indeed you have to
pay for the network, and you had a choice of which station
to pay for, the audience would end up paying for CBS,
NBC, ABC and Fox.

Now, with retransmission we are making the point that
cable was allowed to be created on the backs of the net-
works and protected in order for it to grow. Fair enough, we
could have been a monopoly years ago had we been al-
lowed to develop globally—the way Time Warner is cur-
rently developing—we would be an enormous, multination-
al, diversified combine. Who knows, we might have
actually competed against the Japanese. But we didn’t. We
have been narrowly regulated and narrowly confined and
tied down on the beach like Gulliver and staked in. And
while Hollywood studios run around saying, ‘‘Don’t let
them off the beach or they’ll trample the beachfront,’” the
cable companies have grown and grown.

You say it’s not a huge profit. No, it's not a huge profit.
It’s kind of remarkable considering the way we are so
narrowly constricted and so forced into this tight little box.
And goodness gracious, we still do original programing; we
still serve the best wishes of the audience and we still have
standards and practices and we still care about audiences.

The National Association of Broadcasters did a survey in
which consumers said that CBS was worth about $2.19 per
month. In your mind, is CBS worth $2.19 per month or is it
more like 10 cents per month that a lot of people have talked
about?

IU's not in my interest to charge the audience a lot. It's in
my interest to keep it a free, over-the-air broadcast. You're
looking at a person who used to run the news division. | am
by nature an egalitarian and democratic; | do not agree with
Ted Turner that the only people watching the network at the
turn of the century will be the poor, the minorities and the
elderly—which the cable monster has threatened over the
years. | mean the truth is that I don’t want to charge a lot of
money; | want the right to survive. | think the audience
needs us to survive. So as far as I'm concerned, when we
charge 10 cents a subscriber, if that keeps us going, so
much the better. Are we worth $2, $3? Yes, but that’s not
the point. The point is we reach everybody. The point is it's
a free, over-the-air system and it has value. It has value
above and beyond the dollar you put in or even what
advertisers pay for it.

So what | hear you saying is that perhaps the real amount of
money you want is as much as you can get that would permit
you to stay on a basic tier?

Pretty much.

I'd like to switch you over to fin-syn. Assuming that the court
vacates the consent decrees and all the rest of it happens, is
there going to be a new day, a new bonanza?

First of all, assuming that the consent decrees will go away
is a little premature. There are more actors and producers
and studio chiefs in Washington in the past month than
there are pilgrimages to Mecca. And Jack Valenti [head of
the Motion Picture Association of America] has been play-
ing a degree of shuttle diplomacy that makes me extremely
nervous. | don’t think we’ve won that battle. I think logical-
ly we won the battle, but we could win that over and over
again. The idea that we can be both dinosaur and monster
all at the same time is now patently absurd. But Jack is
enormously persuasive, and Hollywood sends compelling
missionaries to Washington, perhaps better than the
broadcasters.

If we’'re going to survive we need a measure of deregula-
tion. We need a level playing field. It is surely absurd that a
nation should be protected from a network so that Sony and
Time Warner and Matsushita can survive accordingly.

So, we’ll just see whether logic will prevail and we will
be allowed to compete in this multi-tiered diversified world.
We will make more on programing; there’s no instant
panacea on that. But it will be a level playing field; we’ll be
able to compete. At some point we won't be tortured at the
end of the four-year negotiations into license fees that

30

May 3 1993 Broadcasting & Cable




L.ook What We Can Accomplish
When We All Work Together.

At R.J. Reynolds Tobacco Company we are
concerned about the environment...underage
smoking...people getting along. From encouraging
proper disposal of cigarettes and discouraging
youth smoking, to helping create a climate where
all people are treated with dignity and respect --
we’re working with organizations and groups
nationwide to do something about it. Here are just
some examples...

Workinﬁuwith educators and

experts, this special program
has been developed to discourage

Environmental
Programs

Reynolds Tobacco is committed to the environment.
We distribute a variety of materials — ranging from
posters to portable ashtrays -- to educate smokers
about what they can do to reduce litter and keep the
environment clean.

We're working with environmental organizations
and local communities to communicate with
consumers on how they can do their part.

> e =

youth smoking. Used in and around
schools, this program includes special
outdoor advertising, in-school posters, and
teacher training materials to help instruct kids
on how to resist peer influence to smoke.

““How to Talk
to Your Kids...”

Good communication has been shown to be an
important deterrent to underage smoking. Working
with parents and experts, we have developed a
special parents information brochure, How To Talk
To Your Kids About Not Smoking
Even If You Do.” It’s available

free by calling

“Support the Law...

It Works”

Most states already have laws that
prohibit the sale of cigarettes to minors.
Research studies show that supporting
these laws will reduce minors” access to
cigarettes by over 50%. And this means
a significant reduction in underage
smoking.

We’ve worked with retailers -
nationwide to provide a comprehensive training
program (o he&) them comply with minimum age laws
on all age restncted products, including tobacco.

1-800-457-7200. §

Peaceful Coexistence

In many public places, a wedge is being driven between smokers
and non-smokers. R.J. Reynolds Tobacco’s “Peaceful
Coexistence” program is aimed at seeking solutions and better
relations through courtesy and common sense. With the
assistance of restaurant and bar owners, smokers and non-smokers,

we're working to deliver this message on coasters, napkins, posters | ___

and other materials - provided free of charge. And they use a
uniquely humorous approach to accomplish the serious task
of building bridges instead of walls.

Tobacco Company

©1993 R.J. REYNCLDS TOBACCO CO.
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°You don’t sit in this office and think about Bill Paley without thinking

about all those dreams and all those visions.”
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guarantee no profit—which is what can happen now. We
will have some share in our destiny, working it out with the
studios. I think we’ll do just as many relationships with the
studios and independents as ever.

Will you merge with a studio?

We have no plan at the moment. People troop through here;
they’re always trooping. There’s nothing in it; we're not
allowed to at the moment, so there isn't anything being
considered. But I think, in that sense, whatever gives us a
better chance of making the kind of profits that you want for
me, which are possibly higher than the ones I need myself,
1 suppose anything is possible. But at the moment, we're
fairly single-minded. When the time comes, if we need to
do something dramatic, we will have to do it in conjunction
with our affiliates. But we’re not planning any surprises.

Anybody who's been at CBS as long as [ have knows

—E
.T\- 4

Sharing a victory Jaugh with Laurence Tisch

there’s something worth preserving. I watched what hap-
pened to David Plowright at Granada Television. I watched
what happened to Thames Television by the stroke of a pen,
without a single creative thought, implicit in what was done
to it. And I say that CBS still has something to offer. Do |
get overly angry at cable and all the forces that rise against
us? Yes, because this was more than a business for making
money. It did make a lot of money, but great people around
CBS were concerned with the quality of the programing and
the impact on the audiences and the value of the news
division.

You don’t sit in this office and think about Bill Paley
without thinking about all those dreams and all those vi-
sions. And so, preserving an organization is almost as much
my role as taking it into the future. So if I sometimes seem
like I'm being dragged kicking and screaming into the 21st
century, | say, ‘‘So what?’’ Because I've got to drag
something with me into the new media, the new technol-
ogy, the digital disk. They can make and talk about people
letting their fingers do the walking every night when they
stagger home after a hard day and going digital and going
crazy—the mother upstairs, the father downstairs, the kids
playing on their screens—but I’'m saying we have some-
thing to look after and something to give them.

Are we making enough money now? No. Do I feel in
danger occasionally? Absolutely, Do I look like I'm fight-
ing a real gut action against forces over which I have no
control? A lot of the time. But if you work in this building,
you work for this company, you don’t go down without a
fight.

Some people have grandiose visions, some people are
into programing. There’s a time and place for both, and at
the moment we don’t have the grandiose vision because it’s
not possible given regulations and stuff—in part because we
feel the constraints of having to look after what we've got.
TCI has done a brilliant job of blocking us; do you think it’s
really fair there should be only one news channel? I could
do a news channel for $10 million a year now with the
amount of material I have in there, But we’re blocked from
that just as CNBC is blocked.

Has Larry Tisch made a decision about the upcoming baseball
and foothall contracts?

No, but we’re looking. We're not in the decision stages,
we’re looking at numbers and we’re actively considering.
Waiting to join the battle, but there’s nothing on the table
yet, although we expect it pretty soon.

That almost sounds Kke there has been at least a decision to
join the battle.

That’s really semantics. You don’t really join the battle
until you see numbers. Obviously we’re proud of what
we've done with baseball. We’ve got people who know
how to do it now, we’re not against the idea of continuing
it, but we've made it clear where we stand financially and
we haven’t seen numbers yet. So if the numbers across the
table are absurd, then we won’t join the battle, If there’s a
reasonable set of negotiations and discussions to start off
thoughtfully, we’ll be there,

What do you think about doing a revenue-sharing arrange-
ment with baseball?

To which I say “*What revenue?’” 1 mean, half of what we
lost would have been a good idea.

You speak about a jerry-built television system in this coun-
try—and every country—which has been sort of squashed.

How would you have it? How do you think it might be better,
and what might we build toward?

It’s very hard after the fact. I think the interesting question
is what would have happened if it hadn’t been regulated the
way it was, if the broadcasters were allowed into cable.
There’s a part of me that says that the people who care
about broadcasting the most might have been very helpful
in designing it, designing a blueprint for the future. In a
sense that's un-American; it’s not the entrepreneurial way.
But some kind of compromise between the two might have
been appropriate. For some reason the broadcasters found
themselves too often in a hostile relationship with Washing-
ton—maybe it was because of our news divisions, which by
doing their job alienated successive administrations. The
alternative is some kind of czar that rearranges the pieces,
and I haven’t seen any czars that | want to have rearrange
the pieces. [
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Some people think that when it comes to being a broadcast or
cable promotion or marketing executive, it helps to be a little crazy.

Not now. Not in the 90's. Today, promoters and marketers like
Mort Slakoff help make the ratings difference in market after market, at
network after network. And their success isn't an accident.

Every year, experts like Mort join promotion and marketing
executives from companies like yours to teach and learn how to
improve ratings and revenues.

For four days they exchange ideas, explore new innovations, and
return to work with actionable solutions to their company’s challenges.

So don'’t be afraid. Register today for the BPME/ PROMAX & BDA
Conference & Exposition, June 13 -16 in Orlando. Call 213-465-3777.

It's not crazy. It's just good business in the 90's.

Mort Slakoff
Sr. VP Creative Services
MCA-TV, Universal City
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Stock rises for FCC-friendly kids fare

FCC crackdown has syndicators, stations searching for right kids stuff

By Steve McClellan

ith the FCC serious about en-

forcing new and stricter regu-

lations regarding service obli-
gations to children, many stations are
contemplating producing their own
programs to meet those obligations.

In addition, producers with strong
reputations on the noncommercial side
of the business, including the Chil-
dren’s Television Workshop, are ag-
gressively exploring what they see as
new opportunities on the commercial
side.

These developments come in the
wake of a flurry of recently announced
*“FCC-friendly’’ projects by estab-
lished syndicators, driven largely by
the 1990 Children’s Television Act
and recent press stories that the FCC
will take stations to task for suggesting
that they’re meeting their obligations
to kids with programs such as The
Jetsons and G.I. Joe.

But some program analysts caution
that stations be careful when evaluat-
ing the new crop of so-called FCC-
friendly programs, and not just take
the word of the syndicator that the
shows will pass muster. *‘ ‘Let the
buyer beware’ is what ['ve been tell-
ing stations,”’ said Janeen Bjork, vice
president and director of programing,
Seltel.

Bjork has compiled a list of 25 pro-
grams that are being touted as FCC-
friendly by the distributors selling
them (see chart). Her opinion is that
fewer than half of those shows live up
to the spirit and letter of the new regu-
lations.

But it is a tricky process because the
commission has been vague about
what constitutes a program that quali-
fies under the rules and how much of
such programing is necessary.

*“If you do a science project, it’s
pretty clear that would qualify under
the new rules as educational program-
ing,”’ said Bjork. ‘‘But you wonder,
does a show with 25% of its content
clearly educational—and then the rest
of the time goes behind the scenes to
watch a movie or a comic book being
made—count under the new rules? I
don’t know the answer.”

One distributor confident his new

show qualifies under the act is Dick
Perin, of MG/Perin, which is trying to
launch a magazine for teens, Mental
Soup. “‘I’ve got more tape sitting at
Jawyers®  offices,”” said Perin.
““There’s no question the stations are
feeling the pressure. The biggest battle
we have is that the stations tend to
focus on shows for 8-year-olds, even
though the act covers teens through
the age of 16."’

One thing seems pretty clear, said
Seltel’s Bjork: **As a general rule, sta-
tions ought to plan on doing more than
they were before the act was passed.”’

FCC-friendly fare

{mzcardng b distioulon)

Adwenteres in Wonderland . BVT
Captain Plane! & the Planelesrs TPS

Bill Mye the Science {}u:,r......-..... BT
Tha Edison Twins.._. .. Growe TV
Enengy Express ., ... Tribune
The Hallo $pen-:~9r Shuw .. Saban
Kids of Courage... ..Claster
Thi: Land of [ .. GI‘IJ'-"B ™
Mad Sclantist 'Imn l:“_:lub -SBaban
Mental Soup .......... MG/Perin

P -ﬂd'-'l:nturaa Cmmn F1ar-al TPS

Mick MEWS ... e WIECE
Mot Just Mews . Twenteth
Fick Your Bram.....................Summit
Real News for Kids...........oco..., TPS
Romper Room .......ccoeeeeeeee Claster
Serambhe ... .. Pandora
Seratch . : MBI
Smart Show... .ﬁ.uguz- Vision
Ten Seean. .. F‘mmarhﬁ.ll Armsarican

Timberwood Tales...... Dick Cignarei
Twinkle the Dream B-E-lrrg ....... Zodiac

Whal's Up .. Kristi Bonyer
Widget ... - Eididag
Zoo Life widack Hanna ... Littom

Source: Sellel

Station executives agreed. “‘It is
clear the commission and Congress
expect TV stations and the networks to
do a better job providing for chil-
dren’s’’ programing needs, said John
Sawhill, president and general manag-
er, WILA(TV) Washington.

Allbritton’s WILA is among a num-
ber of stations that are exploring in-
house local kids program develop-
ment. Others include wPIX-TV New
York and wGN-TV Chicago, both
owned by Tribune and Group W sta-
tions.

Sawhill said the station has devel-
oped *“several pilots’’ for local weekly
educational informational children’s
shows and will probably do several
more before deciding which, if any, to
pursue. ‘“We believe we are fulfilling
our obligations to children now,’’ he
said. ‘‘But we want to do more.”’

Stations may be motivated by the
success that some broadcasters have
had recently in developing Kids
shows—most notably, Belo Broad-
casting. Belo’s Sacramento station,
KXTV, developed a local teen maga-
zine, Scratch, which will enter its
third year in syndication next fall,
Belo also developed Beakman's
Worid, with Columbia Pictures Tele-
vision, which entered syndication this
season and is being picked up by CBS
for Saturday moming next fall.

But Sawhill and others said that
finding a big syndication hit was sec-
ondary to developing shows that serve
children locally, which is what the
rules require stations to do.

At wPIX, Vice President and Gener-
al Manager Michael Eigner said the
station is exploring developing local
children’s programs. He also con-
firmed that the station would pick up
Energy Express, a children’s sports
and fitness weekly to be produced at
co-owned WGN-TV. Tribune is offering
the show in syndication.

*“I think there has been a lack of
shows available to fill the needs’’ re-
quired by the Children’s Act, said
Eigner. “*‘Most of the product that has
been available has been on PBS.”’

But at least one heretofore non-
commercial producer, CTW, is ex-
ploring opportunities to develop shows
for domestic syndication. That comes
from Franklin Getchell, the compa-
ny’s senior vice president of program-
ing and production.

*“We are thinking about develop-
ment for syndication very seriously,”’
said Getchell. “*There’s the issue of
economics. Up to now, programs in
syndication have cost less to produce
than it costs to produce a show like
ours,”’ he said. *‘In the past there
wasn’t a sense of a lot of interest in
shows like ours from commercial
broadcasters. But clearly there’s been
a turn of events.”’
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Just two weeks ago, CTW’s first
commercial children’s series was an-
nounced—an educational cartoon,
Cro, that will be on ABC’s Saturday
schedule next fall. Getchelt said CTW
will begin discussions with potential
distributors for several proposed syn-
dication projects shortly.

At Group W Television, one execu-
tive confirmed that several stations in
the group are considering local kids
programs. “‘The stations are looking
to be responsive to the rules, and they
have talented people and a record of
local production,”” said the executive.

Meanwhile, Turner Program Ser-
vices is out racking up cash sales for
year two of the syndicated newscast
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ter and didn’t generate high ratings or
ad revenue. But the show is clearly an
example of a kids program that ad-
dresses informational needs, and TPS
is hoping enough stations will pay
money for the show to justify the fair-
ly steep producticn cost (more than
$35,000 per week).

*“In terms of the license fees, we
feel we need 0 go ahead—we’re
about 75% there,”’ said TPS Senior
. : Vice President John Walden. *‘It’s a
on National Geographic World slow process, in part because some-
children’s magazine. times the stations get defensive about

- | the rules. We’re not here 0 suggest

| they aren’t meeting the requirement,

we just have a show we think fills a
need.”’ a

Geography lesson

N ational Geographic Televi-
sion is entering the children's
TV business. Andrew Carl Wilk,
whose credits include 3-2-1 Con-
tact and Little Muppett Monsters,
will heagd NGTV's new children’s
progaming unit. First project in
development is a weekly show,
What in the Worid, based in part

for kids, Real News for Kids. The first
season, the show was offered for bar-

Transac_:tionai TV: a piece of the action

Stations get percentage of gross from items sold in shows

By Mike Freeman

ooking to provide an alternative

to infomercial programing featur-
ing zealous fitness queens or real
estate kings, a pair of San Francisco-
based syndicators with ‘‘transaction-
al’" television programs are marketing
two new series they insist are defini-
tive departures from that genre, as
well as from the barter ad-supported
and cash-license programing histori-
cally offered in syndication.

GGP and Preview Media Inc. are
marketing Sports Snapshot and Pre-
view Vacarion Bargains, respectively,
as weekly syndicated series that they
feel will legitimize the transactional
format as a new programing form in
broadcasting.

Since launching Sports Snapshot
just before last January’s NATPE con-
vention in San Francisco (as first re-
ported in BROADCASTING & CABLE,
Jan. 25), GGP President Bob Horo-
witz claims that clearance deals have
been sealed in 51 markets representing
42% U.S. coverage (*‘Closed Cir-
cuit,”” April 26).

The primary pitch behind Sporis
Snapshot, a sports trivia game show
with a transactional merchandising tie-
in with sports card and memorabilia
merchandiser Upper Deck Authenti-
cated, is a 10%-15% gross revenue
sharing plan based on the sales of
sports memorabtilia in the station’s
ADI coverage area.

While stations retain five-and-a-half |

minutes of local advertising time '

(GGP takes one-and-a-half minutes for
national ad sales) in the half-hour se-
ries, Horowitz also disclosed that an
*‘incentive-based’” multiple-tier time
period plan and a locally customized
‘‘per-inquiry’” commercial spot pro-
gram have been added to the market-
ing package.

Horowitz credited Steve Gigliotu,
vice president and general manager of

KCBS-TV Los Angeles, with suggesting
the tiering incentive as ‘‘another car-
rot”” to induce stations to schedule
Sports Snapshot adjacent to live sports
event programing (local or network
broadcasts) and, in certain cases,
weekend prime time programing.
Initially, Horowitz says, KCBS-Tv,
WNBC-TV New York and KPIX-Tv San
Francisco are being given the opportu-
nity to earn an additional 10%-20% of
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April 19-25
TOP 5 BASIC CABLE SERVICES

NETWORK—HOUSEHOLDS (THOUSANDS)—RATING/SHARE

All prime time
8-11 p.m, data
supplied by outside
sources based on
Nielsen Media
Research. Ratings
and shares based on
coverage households
of each network.
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GGP opes to attract stations to its transactional sporis trivia show with a
revenue sharing plan for memorabelia sold through the show.

the gross profits by providing the
higher-rated, event-related clearances.
If all goes well, he says, GGP plans to
extend the bonus plan to all stations
signed on to carry the show starting in
fall 1993.

With 40 weeks of original episodes
being planned for production, GGP
and Upper Deck are also giving sta-

tions the option of returning portions
of their local ad inventory for the per-
inquiry spots. Besides selling national-
ly marketed sports memorabilia via an
800 phone number broadcast on the
show, Upper Deck intends to use the
locally customized ‘‘P.L."" spots to
sell merchandise specific to the pro-
fessional sports franchises within each

PROGRAMING =T e sanmorar a0

market. Horowitz estimated that 10%-
15% of the gross profits from the per-
inquiry spots would be returned to sta-
tions.

*‘l believe stations will see more
money from the shared merchandising
revenues than they would make from
selling advertising on the national and
local spot markets,”” Horowitz
claimed.

Preview Vacation Bargains, which
began airing last March on NBC
0&0’s wNBC, KNBC-TV Los Angeles.
WMAQ-TV Chicago and WRC-TV Wash-
ington, retains all the ad inventory and
returns an unspecified percentage of
its net profits from the sale of vacation
travel packages featured in locally
customized broadcasts.

Although he declined to discuss
what kind of revenues are being re-
turned to the NBC stations. Preview
Media President and Chief Executive
Officer Jim Hornthal confirmed that
those stations have renewed the series
and said two other NBC 0&QO’'s,
WTVI-TV Miami and KCNC-Tv Denver.
are also joining the station lineup this
summer.

He claimed that clearance deals are
close to completion with stations in
Philadelphia, San Francisco, Boston,
Dallas, Detroit, Houston, Minneapolis
and Atlanta. a

Assoc:ated Press plans international video service

By Steve McClellan
he board of directors of the As-
sociated Press has given the go-
ahead for the news cooperative

to develop a plan to launch an interna-

tional video news service. AP has

been exploring the feasibility of such a

service—and developing a working

model for it—for close to two years.

The AP board would still have to ap-

prove whatever final plan the interna-

tional TV unit devises before it is
launched.

AP plans to hire more than 100 new
full-time TV staffers for the service.
They will be placed in foreign bureaus
and in Washington, where the service
is to be based.

The service could be launched as
early as 1994, although AP officials
have stressed in the past that the tim-
ing of the launch is tied to develop-
ments in video compression technol-
ogy that will enable AP to feed video

efficiently over its existing global data
service network (BROADCASTING.
Oct. 19, 1992).

In an AP story reporting the deci-
sion, Frank Daniels Jr., chairman of
the AP board and president of the
News and Observer Publishing Co.,
Raleigh, N.C.. said: ‘‘Looking to the
future, we have asked management to
pursue international video as a busi-
ness—as a strategic move to round out
the services offered by the AP."" Dan-

iels said the board's action last week
signaled its understanding that ‘*video
is going to be a part of news in the
future and that we want to make every
effort to be a part of it."

The decision comes at a time when
a number of news services, including
CNN, Reuters’ Visnews and the BBC,
are trying to strengthen their positions
as global news providers. The AP ser-
vice would use Betacam and Hi-8
equipment in the field. =

STAK stacking up in wireless

Short Takes Inc. (STAK), a Phoenix-based company that acquires
wireless cable TV ficenses and develops and operates wireless
cable systems, has entered into a joint venture with a group of
California investors to launch a wireless cable service in Minneapolis
and has signed a letter of intent to develop a service in Memphis.
The Minneapolis system is offering 28 TV channels, including four
premium services, to subscribers. STAK operates joint venture wire-
less cable systems in Fort Worth, Tex. and Minneapolis-St. Paul,

Minn., and has acquired licenses in Dallas and Pittsburgh.

—RB
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TCl invests
$10 million
in interactive

That’s good news for
interactive network;

bad news is that next day
competitor files $10 million
lawsuit against it

By Rich Brown

T op MSO Tele-Communications

Inc. has reached an agreement in

principle to invest $10 million in
Interactive Network Inc., the Moun-
tain View, Calif.-based company that
plans to begin rolling out its subscrip-
tion-based, interactive TV technology
nationally this fall. If an IN competitor
has its way, however, the company
won't have that $10 million for long.

Under the agreement, TCI will in-
vest in the company in exchange for a
15% interest in the company’s stock.
TCI will pay $6.65 million in cash
plus $3.35 million in advertising and
promotional services 10 accompany
the national roll-out.

Wall Street reacted favorably last
week to news of the TCI investment,
with IN’s stock rising 30% on Tues-
day to $9.50. It was a welcome boost
for the financially troubled IN, which
had just withdrawn a proposed sec-
ondary public offering of 2.5 million
shares. Along with the new boost from
TCI. strategic investors in the compa-
ny include NBC. Gannett Co., A.C.

o S

Women in Cable co-sponsored 8 Women In Power symposium last Monday (April

X [ .

26) on perceptions of women in their roles in front of and behind the camera.
Among the participants were (I-r) symposium co-chairs Chris Sheehan, senior
VP, MTV Networks, and Barbara Bellafiore Sanden, president, Beli Media; writer/
activist Betty Friedan; Ruth Warren, Women in Cable president and group VP,
operations, Jones intercable, and Geraldine Laybourne, vice chairman, MTV
Networks, and president, Nickelodeon/Nick at Night. The symposium was held at

the Four Seasons Hotel in Hollywood.

Nielsen Co., Cablevision Systems
Corp. and United Artists (TCI).

The TCI deal is particularly note-
worthy because it enables the cable
giant to participate in developing in-
teractive technologies without having
to compete with an outside interactive
company, said Marcie Milner, a re-

| search analyst with the investment |

banking firm Dickinson & Co. TCI
recently announced plans for a $2 bil-
lion upgrade of its systems that will
ultimately allow the MSO to offer a
wide variety of interactive services.
Milner said TCI's involvement in
the company also helps place IN
**well ahead of the competition out
there.”’ But the competition last week

IN's wireless, hnd—held control unit

managed to make some noise of its
own.

A day after the TCI/IN announce-
ment, competing interactive company
NTN Communications announced that
it had filed a $10 million lawsuit
against IN charging the company with
making ‘‘ongoing misstatements that
NTN cannot legally deliver its game
into the home.”’ [t marks the second
suit brought against IN by NTN,
which last June took the company to
federal court in San Francisco alleging
that the IN game patent had been
fraudulently obtained. That case is
scheduled for trial in November, ac-
cording to NTN.

IN President/CEQ David Lockton
shot back that his company has sub-
mitted a counterclaim seeking the re-
vocation of a patent license granted in
1987 to NTN Communications and a
permanent injunction prehibiting fur-
ther playing of QBI1. an interactive
football game. IN has also filed a mo-
tion seeking dismissal of NTN's claim
that IN’s patent is invalid.

Lawsuits aside. IN has been test
marketing its interactive technology in
San Francisco and plans to expand to
three major metropolitan markets in
the fall. Denver, home of TCI head-
quarters, will be among those areas.

The IN technology allows viewers
to play along in real time with televi-
sion programs, including sports events
and TV shows such as Whee! of For-
tune. u
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Comsat’s video on demand:
‘an awful good business’

President/CEO Bruce Crockett says that in hotel environment, in-room entertainment
is big revenue producer, generating $15 million-$20 million a year

By Harry A. Jessell

hile the teicos and cable talk
about video on demand,
Comsat is doing it.

Best known for its international and
mobile satellite services, the Washing-
ton-based company is now generating
$15 million-$20 million a year from
the sale of movies and other video
offerings on an on-demand basis in
54,000 hotel rooms and has been turn-
ing a profit on it for the past 12
months.

Comsat expects those revenues and
profits to grow rapidly over the next
few years as it signs up more hotels
for its On Command Video in-room
video. By the end of this year, it ex-
pects to be in more than 100,000
rooms.

“It's an awful good business, at
least in the hotel environment,’” says
Comsat President and CEO Bruce
Crockett, who has made in-room en-
tertainment one of the cornerstones of
his strategy to reinvigorate the tele-
communications company and push
annual revenues past the $1 billion
mark by 1996. ‘I think this can be a
$300 million business within three or
four years,”’ he says.

Comsat, offering a handful of mov-
ies via satellite at fixed times, had
struggled for several years in the in-
room business. But the on-demand
feature, coupled with a much greater
variety of offerings, has made all the
difference, Crockett says. ‘‘The buy
rates are triple, even higher.”’

The course of Comsat’s in-room
business changed for the better in
1991 when it bought a minority stake
in On Command Video Corp., of Sun-
nyvale, Calif., which developed the
on-demand technology. Since then, it
has increased its interest to a control-
ling 65.7% and put On Command
Video under the corporate wing of its
Comsat Video Enterprises division,
headed by Charlie Lyons.

On Command Video is sophisticat-
¢d, but not particularly high tech.

Comsat President Bruce Crockett

In each participating hotel is a bank
of 120 VCR’s, each pre-armed with a
movie or other feature. Popular items
may be loaded into several of the ma-
chines. Using a remote control, a
guest scans the menu on his TV screen
and orders, triggering a VCR that be-
gins feeding the selection.

The system cheats a little. If some-
one is already viewing a particular
movie and no other VCR has it cued
up, the selection disappears from the
menu. That saves the guest the frustra-
tion of ordering something he cannot
immediately receive and preserves the
on-demand feature.

Experience has shown that 120
VCR’s are needed for every 500
rooms. That means large hotels may
be served by more than one set of
recorders. The cost is about $250 per
room to install.

Comsat signs five- or seven-year
contracts with hotels, which entitle it
to the better end of a 90/10 split. Com-
sat’s share amounts to about a dollar
per room per day, yielding a payback
in 17-22 months on a 60- or 84-month
contract, according to Crockett. “*The
returns on an individual hotel are very,
very attractive.”’

Of course, Comsat has to split its

revenues with movie studios and other
copyright holders. “‘For a first run
movie like ‘Pretty Woman,’ in the
first month that it is offered in the
system, you might have to pay a royal-
ty of 40%,”" Crockett says. ‘‘For a
lesser movie that has been around a
long time, an instructional tape or
something, you might not have to pay
anything or very little.””

On Command stays in touch with its
customers. Every night, from its Sun-
nyvale headquarters, it conducts an
electronic diagnostics and viewership
check of each room. **We know what
movies were watched from what time
to what time. We know the demo-
graphics of the hotels. We know what
tape players are broken. We know
what TV’s aren’t working,”’ Crockett
says. ‘‘Because of that, we can main-
tain the system, update the movies and
fix the jammed tape machines.”

Comsat’s original satellite-delivered
in-room service, Satellite Cinema, has
languished because of ‘‘ivory tower’’
thinking, Crockett says. The system
does not even give guests a remote
control, he says. ‘“Think about that. I
mean, talk about building a system
that wasn’t user-friendly or customer-

| friendly.””
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Plans call for migrating many of the
300,000 rooms now served by Satel-

capability of their own.
Comsat feels safe because of the

lite Cinema to On Command and, | other services On Command provides

more important, cutting deeper into its
prime competitor, Spectradyne.

““This is pure and simple blocking
and tackling,”” Crockett says. ‘‘'I've
said to people here a year ago, ‘We're
going to take huge amounts of market
share away from Spectradyne, which
looks a lot like the old Comsat....
They’ve been out of touch with their
customers. And because they've been
through some leveraged buyouts, they
don’t have the financial wherewithal
to develop the next generation of
equipment.”’

Comsat scored its biggest win last
February when it lured Hilton away
from Spectradyne.

Who emerges number one in the
market will depend in part on the
courts. The companies are locked in a
bitter dispute over the on-demand
technology, which Spectradyne has in-
troduced in some of its hotels.

As
Crockett is not spending much time
looking over his shoulder, despite the
eventuality of cable operators with
500 channels and video-on-demand

he goes after Spectradyne, |

|
!

to hotels. **We're integrated inte the
hotel property management system,’’
Crockett says. **We provide checkout
capability. We tie in to the housekeep-
ing system. We can provide messag-
ing-type capability. We're integrated
into the phone system. We have or are
developing.” he says, *‘this whole se-
ries of products for the hospitality in-
dustry.”

Comsat is also making sure 1t stays
on the cutting edge of the technology.
Last November it joined the First Cit-
ies, a consortium dedicated to devel-
oping advanced entertainment and in-
formation technologies. The group
includes such heavy-hitters as Apple
Computer. Bellcore, Corning, East-
man Kodak, U.S. West, Southwestern
Bell and North American Philips.

Crockett has no immediate ambition
to break out of the hotel business and
into the home. Comsat already has its
hands full, he says.

““We’ve got something that works,
makes money. There are tremendous
opportunities for us to segment this
market and provide value-added ser-

vices. And because we're growing so
fast, it takes all the resources we have
in that business.

Do you know how hard it is to
grow a business at a couple of hundred
percent a year and keep it on the
tracks? [t takes all our energies just to
make that successful.”

If Comsat is wary about the mass
market, it may be due to history. In
the early 1980’s, it lost hundreds of
millions of dollars trying to launch a
direct-broadcast sateliite service as the
cable industry rushed to wire the coun-
try. ‘I think DBS is a great way to
turn a large fortune into a small for-
tune,”” Crockett says.

*‘DBS made sense when we wanted
to do it in the late 1970's and early
1980°s, but the technology wasn’t
willing,”” he says. ‘‘Today, the tech-
nology is willing, but I'm not sure
there’s a market. Cable passes an aw-
ful lot of America today.”

Crockelt seems somewhat surprised
that video on demand has turned out to
be such a revenue producer. *‘A year
ago, it wasn’t clear that video was a
business for Comsat,”” he says. “‘To-
day, it is not only a business, it's a
locomotive. ™ a

—_

Comsat: more ‘com’ than ‘sat’

'm not sure the people who put me in this positior.

realized | was going to be as—| won't say anti-
satellite—as anti-de novo satellite systems as | am,”
says Bruce Crockett, who has been downplaying
Comsat's satellite roots since his installation as presi-
dent two years ago.

Launching new satellite systems “makes me very
nervous” because of the large amount of upfront capi-
tal required, he says.

“We are a communications, information and enter-
tainment distribution services company,”’ he says.
“The whole notion of the conveyance vehicle—satellite
or cable or either—just isn't there anymore because
we really are becoming a service company. Where it
makes sense to use satellites, we will. Where it
doesn't, we won't.”

Crockett's cavalier attitude toward the satellite tech-
nology on which the 30-year-old company is built may
have surprised some board members and investors,
but none are complaining.

During the past year he has re-energized and
streamlined the company, solidifying its core Intelsat
international satellite communications business and
aggressively pursuing potentially lucrative opportuni-
ties in mobile communications and in-room entertain-
ment and information for the hospitality industry.

Wall Street's faith in Crockett pushed the stock to an
all-time high in recent weeks, closing at $59 last Tues-
day.

Trying to shake Comsat's image as a stodgy no-
growth concern, he promised investors last fall to near-
ly double revenues to $1 billion by 1996. “Now this
billion doesn’'t happen to be outrageous at all,” insists
Crockett. "It's in the bag.”

The 49-year-old Crockett grew up professionally at
Comsat (he has been with the company since 1980),
but he seems determined fo forge a corporate mental-
ity that relies less on raw technology than on customer
service and, more important, thrives on competition.

Comsat global satellite service, built on its member-
ship in the Intelsat and Immarsat consortia, is a near
monopoly, generating more than half of Comsat's
$560 million revenue in 1992.

Its current competitive tests are in mobile communi-
cations and the in-room entertainment business,
where it has one-upped the competition with its on-
demand technology (see story).

So far, so good. Mobile communications, primarily
telecommunications services for ships, reported $50
million in revenues for the first quarter of 1993, up 44%
from $34.7 million in the first quarter of 1992. Comsat
Video Enterprises, which handles the hospitality busi-
ness, was up 23%, from $17.7 million to $21.7 million.

Crockett realizes the greater its success, the more
aggressive the competition will become. But he re-
mains undaunted: “All | can tell you is you've got to

take advantage of your tactical opportunities and pros-
. ecute.”

—HAJ
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CTAM pegs
reregulated
hopes on PPV
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By Rich Brown
0 one knows for sure exactly The foliowing are the top 40 basic cable
when compression technology programs, ranked by total number of
and reregulation will give the households tuning in. Ratings are based on each network's total coverage
pay-per-view industry the boost it is households at the time of the program. Data are supplied by oulside
hoping for, but PPV marketers from sources based on Nielsen Media Research.
around the country might get a better .
idea during the annual CTAM Nation- HHs. Rtg. Program Time (ET)  Network ‘
al Pay Per View Conference in New (000)
Orlt‘:ans’next week (May 10-12). ) 1. 3,252 5.3 Janet Reno Press Conference/Wacc Mon. 5:30-6p CNN
high\»:r/: Vt;nrga:mzb:léf“[];iljalﬁrtrgg:; 2. 3,094 50 FBI Press Conference/Waco Mon. 5-5:30p CNN
from thye people directly invol\):ed in 313000 Sop v acoei port 2-3p_ ONN ‘
making it happen,’” says John D. 4. 2,658 4.2 NFL Dra.:'ft Sun. 12-6:30p ESPN
Clark Jr., senior vice president, mar- 5. 2,447 4.0 International Hour Mon. 3-4p CNN |
keting and programing, Crown Media, 6. 2,210 3.6 MLB (Red Sox vs. Angels) Sun. 8-10:30p ESPN
and chairman of this year’s confer- 7. 2121 3.6 Ren & Stimpy Sun. 11-11:30a  NICK
ence. ‘“‘Is this new technolQgy one 8. 2,104 3.5 Hello Again (movie} Sun. 2-4p USA
year out or five years out or 10 years 9. 2,095 34 Llary King Maon. 9-10p CNN
out? That will be one of the key ques- 10. 2,028 3.4 Murder, She Wrote Mon. 8-9p USA
tions.”’ 11. 2,019 3.3 Murder, She Wrote Fri. 8-9p USA
CTAM s also expecting a greater 12. 2,015 3.3 Waco Raid Mon. 1-2p CNN
presence by cable system managers at 13. 2,014 3.3 World News Mon.10-11p  CNN
::li: dyggg'lse si:g:']"stas ‘h:') "‘;“ivrllir;zr:iﬁ“: 14. 1,993 3.2 Early Prime Mon. 4-4:30p  CNN
ly interested in the promise of the Lo 15. 1,937 3.1 Inside Politics Mon. 4:30:-5p  CNN |
regulated PPV revenue stream. 16. 1,876 3.0 Larry King Tue. 9-10p CNN .
“Pay per view has shifted in the 17. 1,870 3.0 Prime News Mon. 8-9p CNN
past couple of months from nice-to- 18.:1,855 3.2 Rugrats Sun. 10:30-11a  NICK
have to must-have,”’ said Clark. He 19. 1,849 3.1 Murder, She Wrote Wed. 8-9p USA
said PPV marketers are hoping reregu- 20. 1,835 3.0 MLB (Braves vs. Cardinals) Sat. 8-11:15p TBS
lation and the increased channel ca- 21. 1,802 3.0 Murder, She Wrote Tue. 8-9p USA
P?Ci‘)’ made possible by compression 22. 1,792 3.0 Diamonds Are Forever (movie) Wed. 8-10:30p TBS
will help boost the PPV business past 23. 1,775 2.9 Sportscenter i Sun. 10:30-1130p ESPN
{Eswrf“"‘i]"‘ $140  million da hyear' 24. 1,766 2.9 Adventures in Babysitting (movie) ~ Sat. 1-3p USA
Yy i:g;y°;:r‘:i’:wa§iﬂ‘;‘£i gettofn:zet 25. 1,755 3.0 Salute Shorts Sun. 11:30-12n  NICK
rically, not arithmetically."” 26. 1,729 2.9 Monday Night Raw Mon. 9-10p USA |
Other scheduled speakers: Robert 27. 1,699 2.8 Leviathan (movie) Sun. 10:30a-12:30p TBS |
Waussler, chairman of Iniernational 28. 1,679 2.8 Pro Boxing Tue. 9-11p USA
TelCel; James Kahan, senior vice 29. 1,646 2.7 World Today Mon. 6-7p CNN |
president, corporate development, 30. 1,644 2.7 MLB (Braves vs. Marlins) Tue. 7:30-10:15p TBS
Southwestern Bell; Hal Krisbergh, 31. 1,639 2.8 Ren & Stimpy Sat. 9-9:30p NICK
president, Jerrold Communications; 31. 1,639 2.8 RAen & Stimpy Sat. 3:30-4p NICK
Gus Hauser, chairman and chief exec- 33. 1,632 2.7 Runaway (movie) Sun. 7-9p TBS
utive officer, Hauser Communica- 34. 1,617 2.8 Ren & Stimpy Sat. 3-3:30p  NICK
tions; Lee Masters, president, E! En- 35. 1,616 2.6 Larry King wed. 9-10p CNN
Lﬁg:'g;::i"d‘én?eﬁ%l%gﬁi’ Jgﬁﬁci‘{‘;‘r’f 36. 1,615 2.7 Helio Again (movie) Thu. 9-11p USA |
dricks, chairman and CEO, Discovery 37. 1,588 2.6 Waco Raid Mon. 11:30-12n  CNN
Communications; Scott Kurnit, presi- 38. 1,548 2.5 Sportscenter Sun. 11:30-12n  ESPN
dent, SET Pay Per View, and Hugh 39. 1.543 2.6 NBA Wild Card Fri. 8-10:45p TNT
Panero, president, Request Televi- 40. 1,528 2.5 Boxing'MacGyver Tue. 11-11:15p  USA .
sion. a L J l
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MONDAY 3 5 4.4 0 PRU
8;00' 43. FBI: Untold Stor 9.8/16 21. Evening Shade 12.1/20| | 14. Fresh Prince 14.1/23
8:30 36. Bob 10.9/17| | 17. Blossom 13.7/21
9:00 . 19. Murphy Brown 13.1/20| | 40 NBC Monday Night
: 26. ABE Moy HEnk 31. Love and War 11.2/17| | Movi .
9:30 Movie—Always 11.7/19 : : ovies—Father 8‘ Son:
10:00 37. Northern Exposure Dangerous Relations
10:30 10.8/18 14.6/24
TUESDAY s ! s 4
. 20. Full H 12.9/22
8:00 (')use / 9. Rescue: 911 14.8/24| | 71. Quantum Leap 7.1/12| | 95. Class of '96 3.0/5
8:301 21. Hangin' w/Mr.C 12.1/19
9:00| 2. Roseanne 18.8/29 .
9.30 | 10. Defta 126,23 33. CBS Tuesday Movie— 67. Law and Order 7.4/12| | 96. Tribeca 2.9/5
: - The Fire Next Time, Part 2
10:00 | 15. ABC News Special 11.0/18| | 46 pateline NBC  9.6/16
10:30 14.0/24
WEDNESDAY U 3 U £
: 60. W Ye 8.3/14 2
8:00 onder Years / 49. Wanna Bet?  9.3/16 12. Unsolved Mysteries
8:30 | 64. Home Free 7.6/12 14.5/24| | g4. Beverly Hills, 90210
9:00{ 6. Home Improvmt 17.4/27 49. 1st Person with Maria 7.6/12
9:30 | 16. Coach 13.9/22| | 7. Walker, Texas Ranger* | | Shriver 9.3/14
. 16.5/27
10:00| &1 sirens 7.8/13 49. Law & Order  9.3/16
10:30
THURSDAY .5 m .
8:00 82. Bugs Bustin’ Qut 6.1/11 32. Cheers 11.1/19| | 29. The Simpsons 11.3/20
0 89. Magic Paintbrush 5.6/9 23. Wings 12.0/20 | 27. Marti 11.6/20
8:30| 53 matlock 12.0/20 e . / = LS Ul /
9:00 . 1. Cheers 19.2/31| | 56. ILC: 1st Season 8.7/14
. 74. Street Stories 6.6/10 -
9:30 3. Seinfeld 18.2/29| | 81. Down the Shore 6.2/10
:’_ggg 13. Primetime Live 14.4/25| | 61. Picket Fences 7.8/14 25. LA, Law 11.9/21
FRIDAY 0 8.4 ©.0
. 39. Family Matters 10.7/22 69. Golden Palace 7.2/14 ica’
8:00 y / /! D 5.5/11! 71. America’s Most Wanted
8:30 | 28. Step By Step 11.4/22 | | 66. Dudley 7.5/14 7.1/14
9:00 | 33. Getting By  11.0/20| | 73. Uitimate Driving 43. NBC Movie of the 80. Sightings 6.3/12
9:30 | 45. Where | Live  9.7/17 | | Challenge 7.0/13) | \week—Perry Mason: The 88. Sightings 2 5.8/10
10:00 75. Bodies of Evidence Case of the Heartbroken
Bolag] 18 20/20 13.6/25 6.5/12| | Bride 9.8/18
SATURDAY : i 9/
8:00 57. Dr. Quinn, Medicine 87. Almost Home  5.9/12 59. Cops 8.4/17
8:30| 76. ABC Movie Special— Woman 86/17| | 76. Nurses 6.4/12| | 53. Cops 2 9.1/18
9:00 | Moving 6.4/12 | | 82. League,/Thr Own 6.1/12 | | 52. Empty Nest  9.2/18 | | 69. Code 3 7.2/14
9-30 85. Brooklyn Bridge 6.0/11 | | 41. Mad About You 10.3/19| | 76. Code 3 2 6.4/12
10:00| o1 the Commish  7.8/15 | | 22 Walker Texas Ranger |1 5 gicters 10.0/19
10:30 11.3/22
SUNDAY 6,/30 9.4/16
. 58. Am Fun Hm Video 8.5/17 82. Ross Perot 6.1/12 94. Parker Lewis 3.2/6
ety : / 3. 60 Minutes ~ 18.2/35 s Z i 4
7:30 | 76. Dinosaurs 6.4/12 91. What Happened? 4.8/9 93. Shaky Ground 4.4/8
q 53. In Living Col 9.1/16
8:00 68. Day One 7.3/12 b L e 48. | Witness Video 9.4/16 IVing Color /
8:30 15.7/26 55. Herman's Head 8.9/14
9:00 33. Mamied w/Childn 11.0/17
9:30 | 37. ABC Sunday Night 3. CBS Sunday Movie— ;%V?e'f;o“r:d:y N;ght 46. Herman's Head 9.6/15
10:00 | Movie—Tightrope 10.8/17 | | Call of the Wild ~ 18.2/29 . 17| |85 Flying Blind__6.0/10
10:30 | 92. The Edge 46/8
WEEK'S AVGS 10.9/19 11.4/20 10.5/18 6.9/12
SSN. TO DATE 12.3/20 13.2/22 i 10.9/18 7.7/12
RANKING/SHOW [PROGRAM RATING/SHARE] *PREMIERE SOURCE: NIELSEN MEDIA RESEARCH YELLOW TINT IS WINNER OF TIME SLOT
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Hackers plead guilty in contest fraud

At least three L.A. stations were victims of computer tampering, federal probe says

By Peter Viles
ederal law enforcement officials
say they have broken a sophisti-
cated computer ring in which a
group of California-based hackers al-
legedly rigged radio station giveaway
contests.

According to the U.S. attorney in
Los Angeles, the group used comput-
ers to take control of radio stations’
incoming phone lines during contest
giveaways several years ago—and
then won two Porsche automobiles,
$22,000 in cash and two trips to Ha-
wall.

The contests, sponsored by KIIS-FM.
KPWR-FM and KRTH-FM, all Los Ange-
les, awarded prizes to certain callers
based on a kind of lottery. For exam-
ple, kits awarded a Porsche to the
102nd person to call the station after
three songs in a row were played.

By seizing control of the phone
lines, the hackers allegedly blocked
out other calls, insuring that only their
calls would get through—and that they
would win the car.

Federal prosecutors said the three
stations involved were victims of the
fraud and were never targets of the
investigation. Officials at Kus and
KRTH said they were relieved at the

".I'f-q._ js-;

indictments but still puzzled as to how
the FBI had caught the hackers.

“Until they release more details of
their case, we really don’t know,”
said Patrick Duffy, general manager at
KRTH. **We still don’t really know
what these guys did. We only know
that we were a victim.”’

The U.S. attorney in Los Angeles
announced April 21 that Ronald Mark
Austin, 29, and Justin Tanner Peter-
sen, 32, both of Los Angeles, had
pleaded guilty to various charges in-
cluding computer fraud. A third al-
leged member of the ring, Kevin Lee
Poulsen, 27, was charged in a i9-
count indictment that included charges
of computer fraud, mail fraud and
money laundering.

Poulsen appears to be the most ac-
complished hacker of the three. He
was once featured on the television
show Unsolved Mysteries after he al-
legedly skipped bail following an in-
dictment on charges of illegally retain-
ing secret Defense Department docu-
ments.

Assistant U.S. Attorney David
Schindler said the investigation is part
of a special task force's ongoing in-
vestigation into computer hacking. He
said the FB] has warned phone compa-
nies across the nation to take certain

TOO HOT? Emmis Broadcasting's wHiz-FM New York, known as Hot 97, unveiled
a racy campaign last week on New York buses and subways. witz GM Judy Ellis
says the $300,000 effort was actually toned down slightly after the transit authori-
ty's advertising contractor, TDI Inc., rejected some photos as simply too sexy.

precautions to prevent hackers from
seizing phone lines in the manner al-
leged in Los Angeles, and that it is
unlikely that other stations will be
similarly victimized in the future. =

Radio revenue up 9%
in 1st quarter

Radio station revenue posted
its second consecutive dou-
ble-digit increase in March, in-
creasing by 13% over March
1992. For first quarter 1993, sta-
tion revenues paced 9% ahead
of 1992.

“The March revenue numbers
are right on target,” said Gary
Fries, president of the Radio Ad-
vertising Bureau, which releases
the: monthly report. “They're im-
portant because they tell us that
February’s phenomenal num-
bers [a 14% increase] were no
fluke.”

Network revenues also
showed signs of a strong recov-
ery, outpacing 1992 levels by
5.1% in the first quarter, accord-
ing to the RAB report. Rick Dev-
lin, president of the Radio Net-
work Association, said network
revenues were recovering in al-
most every category, most nota-
bly automobiles and packaged
goods.

“It's pretty much right across
the board, with some existing ac-
counts coming back and some
new accounts coming in,” Devlin
said. “We're looking for a very
strong second quarter, t00.”

National spot revenues were
also strong in March, pacing
11% ahead of March 1992 lev-
els. For the first quarter, national
spot outpaced 1992 levels by
6%. |
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Only in America: Liddy goes national

Station count at 42, talk show cleared on Infinity outlets in D.C., Chicago

By Peter Viles

R adio stations searching
for some way to com-
pete against the mid-
day rantings of right-wing
populist Rush Limbaugh fi-
nally have a viable option: the
midday rantings of right-wing
populist G. Gordon Liddy.

The famed Watergate co-
conspirator, whose 14-
month-old midday show on
WIFK-FM  Washington has
proved more successful than
anyone expected, went into
national syndication April 15,
marking the first collabora-
tion of Unistar Radio Net-
works and Infinity Broadcast-
ing.

At presstime, Liddy's
show was cleared on 33 sta-
tions, and another nine had
agreed to begin airing the
show in May. Those stations
include Infinity’s wlID-AM
Chicago, as well as WJFK-
AM/FM, covering Washington
and Baltimore. While those numbers
won’t make Limbaugh and Larry King
nervous, they represent an impressive
start for someone who didn’t begin his
radio career until he was 60 years old.

*‘I know nothing about the radio
business,’’ Liddy says. ‘‘I’m the an-
tithesis of what they call a radio guy. |
always push the wrong button and
grab the wrong microphone.””

A youthful-sounding 62, Liddy was
introduced to radio listeners as a guest
on the Howard Stern show. Liddy’s
career as a host began in late 1991
when he did a brief fill-in slot on
wABC-AM in New York, where his
natural style won him an influential
fan: Mel Karmazin, president of Infin-
ity Broadcasting. Karmazin suggested
that Ken Stevens, general manager of
WJFK, listen to Liddy’s work; before
WABC could sign Liddy on permanent-
ly, Infinity had convinced him to do a
midday show on wIFK beginning in
February 1992.

Since then, the show has overcome
early criticism that Liddy dwelled too
much on Watergate issues, and has
proved successful in the capital.

Liddy, nw syndicated nationwide by Unistar: ‘God and the
American people have been damn good to me.’

Among men ages 25-54, Liddy and
WJFK are number one during middays,
according to the Arbitron winter sur-
vey.

When Infinity signed a management
agreement to run Unistar earlier this
year, Karmazin moved quickly to put
Liddy into national syndication, mark-
ing Unistac’s first effort at selling a
national talk show to affiliates and ad-
vertisers. Karmazin has said other In-
finity personalities will follow, includ-
ing morming man Don Imus of WFAN-
AM New York and WIFK afternoon
team Don Geronimo and Mike
O’Meara.

Unistar President Bill Hogan says it
is too early to judge advertiser reaction
to the Liddy show, but Unistar is
pleased with the results so far. ‘**We’re
building the affiliate list on a day-by-
day basis at this point,”” Hogan says.
*“As far as advertising sales, it’s very
premature at this point.”’

The Liddy show airs from 10 a.m.
to 2 p.m. ET, and affiliates are given
the option of breaking away at noon to
carry Limbaugh's show—but so far
only a handful of Limbaugh stations

are carrying Liddy as a lead-
in.
While Liddy and Lim-
baugh have already become
rivals in  many markets,
Liddy makes it clear that the
rivalry isn’t personal. **My
position is this: there are so
many liberals in the media
that there has got to be lots of
room for a Rush Limbaugh
and Gordon Liddy."’

In fact, he says, Limbaugh
did him a huge favor when
Liddy was filling in on
WABC. Liddy was battling a
cold so severe he could barely
talk, and was struggling
through the show. Limbaugh
quietly entered the studio,
pretended he was Liddy’s
scheduled guest, and gradual-
ly took over the show so that
a surprised and relieved
Liddy could rest his sore
throat.

*‘He saved me,”” Liddy
says. ‘‘He didn't have to do
that. He’s just a real nice
guy.”’

Liddy's macho persona and his
bread-and-butter issues—crime, self-
defense and national security—appeal
to the same younger male listeners
who rarely listen to talk radio but flock
to Limbaugh’s show.

Liddy shows no signs of slowing
down. He begins each day with 100
push-ups, runs four miles every other
day, rides a Harley Davidson and
brags that he recently jumped with Is-
raeli paratroopers.

And despite his well-known conser-
vative views, Liddy has a surprisingly
polite on-air style, which may partly
explain why he has a following of
Washington liberals who love to dis-
agree with him.

““1 don’t feel it would be proper for
me to blow them off,”” he says. “‘This
show is supported by the public. 1
don’t believe in being a maid who
doesn’t do windows. It goes with the
territory. You know, God and the
American people have been damn
good to me. I’m grateful. It’s a good
job. *‘It certainly beats sticking up gas
stations.”’ L

Broadcasting & Cable May 3 1993

43



HREEDOM

7

HOUSE

“Democracy does not have that many weapons against its
enemies. Why destroy the few that exist, especially two
that have proved themselves so effective in the struggle
against tyranny?”

Watter Laqueur, Wall Street Journal, March 4, 1993

“Their loss would...be inimical to the goals of American
foreign policy.”
Los Angeles Times Editorial, April 11, 1993

“Compared with expenditures for heavy weapons, the
costs of maintaining broadcast stations is minimal; they
are, indeed, a drop in the sea.”

Czeslaw Milosz, New York Times, March 3, 1993

“They are central to President Clinton’s promise to
nourish democracy in once-Communist lands.”
Washington Post Editorial, April 5, 1993

“it would...oe madness to shut this down.”
William Pfaff, International Herald Tribune, March 11, 1993

INVEST IN FREEDOM
SAVE RADIO FREE EUROPE,
RADIO LIBERTY

“..the most effective weapons in the American foreign-
policy arsenal.”
Eric Breindel, New York Post, March 4, 1993

“...the administration is threatening to axe one of
America's most successful—and cost effective—
programs...if the citizens of these ex-Communist
nations are to play a role in shaping their futures,
they desperately need access to accurate
information...”

Trudy Rubin, Philadeiphia Inquirer, March 12, 1993

"RFE/RL is a hedge against the rise of...the kind of
government that we see in power in Serbia and Croatia,
[where] RFE/RL never broadcast.”

Dorin Tudoran, Christian Science Monitor, March 24, 1993

“Tomorrow, information will become more important to
Russia than bread.”

Maya Piisetskaya, former prima ballerina of the
Bolshoi Ballet, Los Angeles Times, April 11, 1993
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T he turmoil in the former Soviet bloc proves that
democracy does not come easily to peoples once
ruled by tyranny. Repressive forces threaten them and our
hopes for a more peaceful world.

Yet some would retire two of America’s most
successful, cost-effective weapons in the fight for
freedom—Radio Free Europe and Radio Liberty.
They say that these radios are relics of the Cold War.
They are wrong.

The free radios are more important than ever. They
alone broadcast in-depth, unbiased reporting on events in
those troubled lands to the peoples whose fates are at stake.
They have a credibility and an audience no other broad-
caster has.

The free flow of information is the lifeblood of democ-
racy. Without it, freedom perishes. What Americans fail to
understand is how far these countries are from enjoying an
independent media.



Silence is the ally of the demagogue. Just look at the
former Yugoslavia. A brutal war, fueled by propaganda,
bigotry and scare tactics. Ethnic cleansing. Recently Polish
President Lech Walesa declared, “If Radio Free Europe
had broadcast all these years to Yugoslavia, we would not
have the bloodshed there today.”

President Clinton is right in urging help for Russia's

T e |l e p h o nNn e : 1

beleaguered democrats. Yet penny-wise, pound foolish
bureaucrats would sack a vital tool in the struggle to
secure democracy.

Radio Free Europe/Radio Liberty helped raze the
Berlin Wall. They can help keep tyranny from making a
comeback. Join the impressive company working to
save Radio Free Europe and Radio Liberty.

8 8 8 O
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New York (1)

Arbitron

Stution Format
WRKS-FM Urban
WLTW-FM AC
WCBS-FM Oldies
WBLS-FM Urban
WINS-AM News
WOR-AM Talk
WABC-AM Talk
WHTZ-FM CHR
WXRK-FM Cissc Rck
WCBS-AM News
WPLJ-FM CHR
WQHT-FM  CHR
WNEW-FM  ACR
Los Angeles (2)
KLAX-FM Spanish
KOST-FM AC
KPWR-FM CHR
KFI-AM Talk
KIS-AM/FM CHR
KABC-AM Talk
KROQ-FM New Rck
KLOS-FM AOR
KLSX-FM Clssc Rck
KRTH-FM Oldies
Chicago (3)
WGCI-FM Urban
WGN-AM Full Serv
WUSN-FM Country
WBBM-FM CHR
WLIT-FM AC
WLS-AMFM Talk
WBBM-AM News
WJJD-AM Nostalgia
WNUA-FM Jazz
WWBZ-FM  AOR
San Francisco (4)
KGO-AM News/Talk
KMEL-FM CHR
KCBS-AM News
KNBR-AM Full Serv
KFRC-AM Nostalgia
KBLX-FM NAC
KSOL-FM CHR
KIOI-FM AC
KOIT-FM AC
KSAN-FM Country
Philadelphia (5)
KYW-AM News
WWDB-FM Talk
WIOQ-FM CHR
WYSP-FM Clssc Rek
WYXR-FM AC
WPEN-AM Nostalgia
WOGL-FM Oldies
WEGX-FM CHR
WUSL-FM Urban
WEAZ-FM AC

Winter radio ratings
Markets 1-5

Strategic AccuRatirngs

Fall Winter Station

Share Share
65 58 WRKS-FM
52 53 WQHT-FM
42 48 WINS-AM
4.4 44 WCBS-AM
3.6 40 WBLS-FM
3.3 4.0 WHTZ-FM
42 38 WXRK-FM
36 3.8 WCBS-FM
44 38 WABC-AM
34 3.7 WOR-AM
34 3.7 WLTW-FM
36 37 WPLJ-FM
29 35 WFAN-AM
53 7.2 KLAX-FM
51 55 KPWR-FM
51 5.0 KINS-AM/FM
3.7 43 KFWB-AM
41 43 KOST-FM
35 39 KROQ-FM
3.8 39 KFI-AM
3.2 38 KABC-AM
36 38 KKBT-FM
4.4 3.7 KLSX-FM
76 74 WGCI-FM
85 65 WBBM-FM
57 6.2 WGN-AM
46 50 WBBM-AM
3.7 46 WUSN-FM
35 43 WWBZ-FM
3.9 4.2 WLS-AMFM
3.0 35 WXRT-FM
85 [ A WLIT-FM
34 33 WNUA-FM
96 8.5 KGO-AM
49 53 KCBS-AM
58 4.7 KMEL-FM
36 45 KSOL-FM
39 39 KQED-FM
33 38 KIOI-FM
29 36 KNBR-AM
39 35 KBLX-AM/FM
31 33 KITS-FM
36 3.2 KSAN-FM
7.0 8.1 KYW-AM
43 7.0 WIOQ-FM
6.4 6.8 WYSP-FM
7.7 6.0 WUSL-FM
46 56 WJJZ-FM
48 48 WXTU-FM
4.1 47 WWDB-FM
44 45 WMMR-FM
48 4.4 WPEN-AM
46 43 WIP-AM

RADIO

Formet Recull Winter
Share Share

Urban
CHR
News
News
Urban
CHR
Clssc Rek
Oldies
Talk
Talk
AC
CHR
Sports

Spanish
CHR
CHR
News

AC

New Rck
Talk

Talk
Urban
Clssc Rck

Urban
CHR

Full Serv
News
Country
ACR

Talk

New Rock
AC

Jazz

News/Talk
News
CHR

CHR
Public

AC

Full Serv
AC

AOR
Country

News
CHR
Clssc Rck
Urban
NAC
Country
Talk

AOR
Nostalgia
Sports

7.2
5.4
4.7
43
4.5
4.6
4.1
4.0
3.5
3.6
3.4
34
3.0

KR
6.5
6.8
43
38
4.1
37
4.3
3.9
3.4

8.0
8.6
7.6
5.3
4.6
4.1
3.2
4.1
26
3.3

9.4
6.6
75
35
39
36
34
2.9
36
2.9

9.4
6.2
5.9
7.6
6.8
5.0
4.5
6.1
4.3
3.8

7.8
5.6
5.4
5.0
4.6
4.5
4.2
3.8
39
3.8
3.7
37
33

7.3
7.3
5.3
4.7
4.7

Purtisuns

984,000
706,000
677,000
627,000
576,000
564,000
430,000
498,000
491,000
479,000
471,000
468,000
411,000

637,000
630,000
461,000
407,000
406,000
397,000
386,000
378,000
354,000
327,000

532,000
469,000
457,000
344,000
322,000
268,000
250,000
232,000
197,000
192,000

465,000
338,000
335,000
201,000
191,000
184,000
176,000
173,000
173,000
155,000

439,000
342,000
227,000
210,000
204,000
196,000
195,000
186,000
158,000
158,000

Markets 6-10

Detroit (6)

Station

WJIR-AM
WJILB-FM
WWWW-FM
WWJ-AM
WXYT-AM
WHYT-FM
WLTI-FM
WJOI-FM
WKQI-FM
WMXD-FM

Farmar Full Winter

Share Share
Talk 75 7.4
Urban 64 63
Country 87 63
News 57 59
Talk 55 52
CHR 55 5.1
AC 33 48
AC 40 4.4
AC 4.2 4.0
Urban 34 4.0

Washington (7)

WPGC-FM
WMZQ-FM
WRQX-FM
WMAL-AM
WGAY-FM
WKYS-FM
WJFK-FM
WMMJ-FM
WHUR-FM
WWDC-FM

CHR/Dnce 9.3 86
Country 6.2 6.6
Hot AC 46 53
News/Talk 4.3 5.3
Soft AC 39 43
Urban 52 41
Talk/NAC 4.1 4.0
Urban AC 38 3.5
Urban 3.0 34
AOR 39 34

Dallas-Fort Worth (8)

KSCS-FM
KPLX-FM
KJMZ-FM
KKDA-FM
WBAP-AM
KVIL-FM
KYNG-FM
KRLD-AM
KTXQ-FM
KLUV-FM

Boston (9)

WXKS-FM
WBZ-AM
WMJX-FM
WBCN-FM
WRKO-AM
WODS-FM
WHDH-AM
WZOU-FM
WSSH-FM
WZLX-FM
WBMX-FM

Country 98 88
Country 6.0 54

Urban 50 51
Urban 4.4 48
Full Serv 3.8 48
AC 56 46

Country 41 45
News/Spts 3.3 4.3
AOR 4.5 4.3
Oldies 31 441

CHR/Dnce 70 7.8
News/Talk 7.4 7.3

AC 53 5.1
AOR 53 5.0
News/Talk 5.5 48
QOldies 4.7 4.3
News/Talk 3.8 4.1
CHR 45 40
AC 42 39

Clssc Rck 36 3.8
Hot AC 35 38

Houston-Galveston (10)

KILT-FM
KIKK-FM
KBXX-FM
KLOL-FM
KHMX-FM
KKBQ-FM
KMJQ-FM
KTRH-AM
KRBE-FM
KHYS-FM

Country 88 7.4
Country 64 57
CHR/Dnce 5.2 5.0
AOR 45 5.0
AC 49 49
Country 29 47

Urban 42 46

News/Spts 4.7 4.3
CHR 44 42

Urban AC 27 41

Arbitron: total week, AQH. 12-plus share: Jun. 7-Mar. 31. Strategic AccuRatings: share of partisans: persons 12-plus: survey dates vary by market.
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FM102.5
Arizonas Best Comtry

THERE'S NO SUBSTITUTE.

I Country music is hot. There’s a new crop of  presenting America's Music to the largest sin-  any of them—when you assemble a team to
bright young artists, and they're creating excit-  gle station audience in Arizona for 25 years. help you make a career out of a trend, you
ing, high-quality music we're proud fo deliver. That makes us older than some of the don'’t choose rookies.

We're also proud 1o say we've been artists whose songs we play. That's ok. Ask KNIX-FM. We're here to stay.

Arcong sk County
; £




TV stations rebound in first quarter

Results exceed Wall Street expectations; many stocks remain relatively flat

By Geoffrey Foisie

A n improvement in local adver-
tising and continuing cost con-
trols helped TV station owners'

operating profit in the first quarter.

The results, combined with im-
proved newspaper profits, appear to
have exceeded the expectations of se-
curities analysts. Nonetheless, the ten-
tative nature of the recovery left many
group owner/publishing stocks little
improved during the past few weeks.

In addition to the better operating
results, compared with a modestly im-
proved first quarter of 1992, lower in-
terest rates also helped owners’ bottom
lines, said Barry Kaplan of Goldman
Sachs: “‘Results were better than ex-
pected pretty much across the board—in
some cases significantly better. On the
whole, the advertising market seems to
be picking up; the network scatter mar-
ket was also quite good in the first
quarter. If there is any direction for
eamnings estimates to go it is up, unless
the economy rolls over.””

The recent improved results were
not uniform. Those CBS affiliates
whose revenue and profit picture ben-
efited from that network's carriage last
year of both the winter Olympics and
the Super Bowl found themselves
struggling to stay even. By compari-
son, most other affiliate groups and

independents benefited in the just-
completed quarter, although those
groups with a heavy West Coast con-
centration of revenue made note of
that region’s economic weakness.

The following is a survey of first-
quarter financial results for the broad-
casting segments of most of the group
owners that report publicly:

B The Washington Post Co. said
first-quarter TV station revenue rose
6.5%.

B Viacom reported a 3.4% TV sta-
tion operating cash increase to $6 mil-
lion in the first quarter on a 5.4%
revenue increase to $19.7 million.

B Gannett reported a 5% first-quar-
ter gain in TV revenue.

® Granite Broadcasting’s first-quar-
ter revenue grew 7% to $8.6 million.
The company said local revenue grew
9%, while national *‘non-political’’
advertising, gained 5%, ‘‘...enhanced
by a gain of more than 30% in auto-
motive advertising which was strong
at all Granite stations.’”

First-quarter costs grew 5% **...de-
spite an increase of almost 25% in
programing costs.'” As a result, Gran-
ite said, station operating cash flow
was $3.1 million, up 10.4%.

B Heritage Media said its TV group
cash flow increased 8% to $4.3 mil-
lion on revenue growth of 6% to $8.9
million in the first quarter.

Telco to test video system in Conn.

outhern Mew England Telephone Co. {SNET) will conduct a trial of a

| video-an-demand network in 500 West Hartford, Conn., homes later
this year. Ronald M. Serrano, SNET senior vice president for corporate
development, said the network will offer customers services not currently

. available from cable TV or VCR's. "Because our trial network will be an
I open platiorm for programers of all kinds, & wider vanety of programing
| and informational databazes will be available to customers,” he said. A
proposed monthly access fee of up to 36 will be waived during the trial
period, and programers will determine prices for individual programs.

m Lee reported that ‘‘...retailers
have been reluctant to advertise in this
environment of economic uncertain-
ty."” Like several other group owners,
the company said its broadcast stations
in the West **were most significantly
impacted,”” causing broadcast revenue
to decline $1.1 million, or 5%.

B McGraw-Hill said the California
economy—along with CBS-related
revenue declines—caused its TV sta-
tion group to report a first-quarter rev-
enue decline of 4.7%, contributing to
a profit fall of 24.8%.

B A.H. Belo’s TV group, primarily
dependent on CBS affiliates, showed
only a 1% revenue gain for the quarter
to $44 million. On the cost side, the |
company cited ‘‘normal cost escala-
tions and major news coverage of the
presidential inauguration and the
Branch Davidian story’’ to explain a
6% decline in operating earnings to
$8.3 million.

B Multimedia said revenue for its
broadcasting division, primarily re-
flecting TV results, increased 3.5% in
the quarter to $32.4 million. Cash
flow gained 8.7% to $8.3 million.

® Qutlet said first-quarter operating
income more than doubled to $1.7
million, on an 8% revenue increase to
$10 million.

B At Pulitzer, cash flow for the
broadcasting operations, primarily
television, jumped 18% to $6.2 mil-
lion on a 4% revenue increase to $25.5
million.

® Tribune said that excluding the
addition of wPHL-Tv Philadelphia, TV
station revenue was up 10%.

B Gaylord said its broadcasting di-
vision, primarily TV, reported a 9%
revenue increase to $30.5 million due |
to ‘‘improved local advertising sales.””
Lower programing costs, the company
said, helped produce operating cash
flow of $1.6 million, compared with a
loss of $584,000 in the prior year’s
| quarter. [
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Times Mirror sells stations, part1

T imes Mirror has filed with the FCC the first of its two-part. $335 millicn
sale of its four television stations to Argyle Communications (BROAD-
CASTING & CagLE, March 22). NBC affiliate wyvTm-Tv Birmingharm, Ala., and
ABC affiliale kTviTy) St Louis will be purchased for $45 million and 535
million, respectively. Aobert Marbut, who with Blake Byrne formed Argyle,
said financing for the stations is through a “combination of equity and
sefler debt.” As for the financing of the acquisiion of Times Mirror's
remaining stations, CBS affiiates koPw.Tv Dallas and km8c-mv Austin,

both Texas, expected to close at the end of 1983, Marbut sakd Argyle will
“eonsider all resources available at that fime and use the best combina-

tion."

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

WHDH-TV Boston O Sold by New En-
gland Television Corp. t0 Sunbeam
Television Corp. for $204 million
(*‘Broadcasting & Cable,"" April 26).
Seller is headed by David Wugar and
has no other broadcast interests. Buy-
er is headed by Edmund Ansin and is
also licensee of Fox affiliate WSVN(TV)
Miami. WHDH-TV is CBS affiliate on
ch. 7 with 316 kw visual, 63.2 kw
aural and antenna 1,000 feet above
average terrain.

KKRD(FM) Wichita, Kan. O Sold by
KKRD Inc. to New West Radio Inc.
for $3,798.814, assumption of debt.
Seller is headed by Jay Meyers and
has no other broadcast interests. Buy-
er is headed by Mike Cutchall and is
also licensee of KNSS(AM) Wichita and
KRZZ-FM Derby, both Kansas. Wil-
liam R. Phalen, 50% shareholder of
licensee, is general partner in licensee
of WOKV(AM)-WKQL(FM) Jacksonville,
Fla., and KWFM-AM-FM and KNST(AM)-
KRQQ(FM) Tucson, Ariz. KKRD has
CHR format on 107.3 mhz with 100
kw and antenna 884 feet. Broker: Me-
dia Venture Partners.

WIRX(FM) East Ridge, Tenn. (Chat-
tanooga) O Sold by Sattler Broadcast-
ing Inc. to WDOD of Chattanooga
Inc. for $1.35 million. Seller is head-
ed by Virginia B. Sattler and has no
other broadcast interests. Buyer is
subsidiary of Bahakel Communica-
tions, headed by Cy N. Bahakel, and
recently sold WKIN(AM)-WKOS(FM)
Kingsport, Tenn. 1t is also licensee of
six AM’s, four FM's and 8 TV’s.
WJRX has positive hits format on 107.9

Proposed station trades

By dollar voluma and number of sales

This week:

Abd's 0 §1,436 544007
FM's O 55,296,314 0 5
AM-FI's 0 5110,000 C 1
TV's O $204,000,000 C 1
Total © 210,842,858 O 14
S0 far in 1993:

Al's C S14,871,258 O T3
Fi's 0 5195,804,344 O 106
AM-FM's O 255,653,250 0 74
TW's O $974,519,866 | 24
Total 0 $1,440,458, 718 0 277

Far 1932 1olal see Feb. 1. 1803 BROADCASTRNG.

mhz with 25 kw and antenna 328 feet.
Broker: The Connelly Co.

KSJL(AM) San Antonio O Sold by In-
ner City Broadcasting to Clear Channel
Communications for $800,000. Seller
is headed by Pierre Sutton and is also
licensee of KSIL-FM San Antonio and
four stations in New York and San
Francisco. Buyer is headed by Lowry
Mays and also owns San Antonio sta-
tions WOAIAM)-KAJA(FM) and
KQXT(FM), as well as 12 AM’'s, (3
FM’s and seven TV’s. KSIL has Z-rock
format on 760 khz with 50 kw day and
1 kw night. Broker: Hague & Co.

For other proposed and approved
sales see ''For the Record,”’ page 70.

CLOSED!

WDZD-FM, Shallotte,
North Carolina from
Jennings Communications
Corporation, William W.
Jennings, Jr., President to
Partech Communications
Group, Inc., John E. Rayl,
Chief Executive Officer for
$462,000.

Randall E. Jeffery, Jr.
Broker

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

RANDALL E. JEFFERY
RANDALL E. JEFFERY, JR.
407-295-2572

ELLIOT B. EVERS
415-391-4877

GEORGE I. OTWELL
513-769-4477

BRIAN E. COBB
CHARLES E. GIDDENS
703.827-2727

RADIO and TELEVISION
BROKERAGE ¢ APPRAISALS

N
P

MEDIA VENTURE
PARTNERS
WASHINGTON, DC

ORLANDO ¢ CINCINNATI
SAN FRANCISCO
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BUSINESS —

Burnham proposes reorganization

Group owner built during the 1980’s comes up with 1990’s debt slimming

By Geoffrey Foisie

apping two years of negotia-

tions, Burnham Broadcasting has

apparently reached an agreement
with its creditors. While the solution
would turn the five-station TV group
owner from a partnership into a corpo-
ration, the reorganization would still
leave the company facing an addition-
al debt restructuring or asset sales in
the near future.

By reorganizing as a corporation,
Burnham will have stock to distribute
to those holding $32 million, face val-
ue, of its debentures. In addition, for
exchanging their debt, the debenture
holders would also get up to $8 mil-
lion cash, which would be contributed
by Burnham’s existing limited part-
ners.

After the reorganization, the current
debenture owners will own 45% of the
corporation’s stock; another 51% will
be owned by the limited partners, and
the remainder will be owned by Burn-
ham’s general partner, Peter Desnoes.
However, the limited partners will de-
posit their shares in a trust, over which
Desnoes will have sole voting power,
and thus majority control, for at least
three years. Certain major corporate
decisions, however, will require the
approval of New York-based invest-
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ment banking firm Lehman Brothers,
which currently owns 40% of the de-
bentures.

At the same time Burnham’s $175
million in long-term debt would be
reduced by $32 million, other debt
holders have agreed to an interest rate
reduction, which, pro forma, would
have cut net interest expense from $20
million in 1992 to $14.8 million dur-
ing the same period. The banks and
other debt holders have also agreed to
stretch out the repayment of their prin-
cipal.

Even the reduced payment schedule
will likely force Burnham to make a
major decision in the next two years,
since it will still be required to pay
debts of $20 million next year and $30

million in 1995. Burnham does not
anticipate being able to make those
payments out of operating cash flow,
and would either have to sell stations
and/or refinance the debt again, possi-
bly with the proceeds of a public or
private stock offering.

Desnoes said the company’s man-
agement will have a strong incentive
to improve operating results, since it
can receive additional equity by meet-
ing certain *‘performance standards,”’
or by implementing a sale or other
transaction within the next three years
that implies a value to the equity of
$32 million, $10 million more than the
reorganization would currently tmply.
He said Burnham's first-quarter cash
flow jumped 24%. n

The business world in Disney World

Financial executives to meet on eve of retransmission, music licensing, other decisions

By Geoffrey Foisie

R egistration has jumped 50%
over last year for the annual
convention of the Broadcast Ca-
ble Financial Management Associa-
tion. The May 16-19 meeting at Walt
Disney World in Orlando, Fla., will
feature discussions on a variety of cur-
rent industry issues, including retrans-
mission consent, executive compensa-
tion trends, music licensing and local
cable advertising.

BCFM President Larry Marcus,
chief financial officer of River City
Broadcasting, called the four-day

meeting a ‘‘confluence of the best fi-
nancial people in the business.’’ Mar-
cus also noted that several changes are
going on at the association, some of
them instituted by BCFM’s new exec-
utive director, Bruce (Buz) Buzogany.

The Chicago-based association is
currently ‘“wiring’’ its membership to
an on-line information system. Among
the services expected to be provided
are expanded credit information and
continuously updated rules and regula-
tions affecting the station and cable
businesses. Marcus said that there are
now several ‘‘hardware system’’ pro-
posals before the BCFM board and

that a plan should be in place by the
end of the year.

BCFM'’s vice president and confer-
ence chairman, James Strawn, execu-
tive vice president of Summit Com-
munications, has arranged to have
CNN’s Larry King address the Tues-
day luncheon by satellite. Also among
the activities in Orlando will be a cere-
mony honoring the association’s re-
cently retired executive director of 20
years, Robert McAuliffe.

BCFM's 1,000-plus membership
includes chief financial officers, man-
agement information systems and per-
sonnel executives and others. n
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By Bill Kirtz,
special correspondent

edia leaders know ‘‘the elec-

trons are coming,”’ as they

said so often during the
Newspaper Association of America
convention last week. And several of
them think print’s best response is
joint ventures with cable and tele-
phone companies.

During four days of sessions in Bos-
ton and Cambridge, industry leaders
heard about the challenges and oppor-
tunities in technology-driven changes.

David E. Easterly, president of At-
lanta’s Cox Newspapers, joined many
speakers in pointing out that new ana-
log technology will let consumers and
advertisers bypass any medium that
doesn’t give them what they want.

He predicted cable-telco joint own-
ership will be legal within two years,
triggering ‘‘enormous buying and
merger activity.”’ Publishers should
‘“‘get on the train’” now with joint ven-
tures with phone and cable companies
and national on-line services, he said.

Jay T. Harris, Knight-Ridder's vice
president for operations, sees a new
video-centered standard of consumer
expectation, whether newspapers like
it or not. *‘Somebedy is going to take
classifieds electronic,”” he gave as an
example. “*We should be the ones to
doit.”’

Russell Neuman, of MIT’s Media
Laboratory, said no media entity will
give up its fight for a place in the new
media landscape. Telcos will have fi-
ber broadband into the home, and cel-
lular phones, television and DBS will
all use that bandwidth to broadcast
information digitally into the home, he
said.

President Clinton, asked whether he
wouid support limits on telephone
companies’ entrance into the news in-
formation industry, said, ‘‘I'm not
sure I understand [the issue] well
enough to give you an answer,’”” but
added that his technology study group
is pondering this among other ques-
tions.

Edward J. Markey (D-Mass.) chair-
man of the House Telecommunica-
tions Subcommittee, predicted that a
new FCC and the recommendations he

BUSINESS

is “‘pushing’” will produce broad leg-
islation to insure fair media competi-
tion before Congress adjourns next
year.

Saying, *‘1 want to make sure it’s as
easy to become an information provid-
er as it is to get a business line,”

If you can’t beat 'em, join 'em

Survival of newspapers may depend on joining with cable and telcos, NAA rold

prevent the Bell companies from sub-
sidizing their information service busi-
ness with revenues from their local
phone service areas.

“We need to move forward on an
open platform so a variety of informa-
tion providers can use the telephone as

Markey advocated legal safeguards to | they see fit.”’ L]
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any of these securities.
The otfering is made only by the Prospectus.

New Issue

3,000,000 Shares

PLAYBOY(]

The New York Stock Exchange symbol is P

Alex. Brown & Sons

incorporated
Morgan Stanley & Co.

Incorporated
William Blair & Company
Raymond James & Associates, Inc.
Stephens Inc.
American Securities Corporation
Gabelli & Company, Inc. Gruntal &

Josephthal Lyon & Ross

Incorporated

March 1993

This announcement is neither an offer to sell nor a solicitation of an offer to buy

Playboy Enterprises, Inc.

Class B Common Stock

Price $9.375 Per Share

Copies of the Prospectus may be abtained in any State in which this announcement
is circulated from only such of the Underwriters, including the undersigned,
as may lawiully offer these securities in such State.

Bear, Stearns & Co. Inc.

Kemper Securities, Inc.
Salomon Brothers Inc.

Furman Selz

Baron Capital, Inc.

LA

Daniels & Associates

Lehman Brothers

UBS Securities Inc.

Ladenburg, Thalmann & Co. Inc.

Incorporated

The Robinson-Humphrey Company, Inc.

Wheat First Butcher & Singer
Capital Markets

The Chicago Corporation

Hamilton Investments, Inc.

Co., Incorporated

Rodman & Renshaw, Inc.
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Hill to revisit violence

Hearings planned by three House and Senate committees

By Kim McAvoy

ongress is taking a hard look at

TV violence. Three key House

and Senate committees are likely
to convene hearings on the subject
within the next two months.

The decision by ABC, NBC and
CBS to issue joint standards on TV
violence late last year appears to have
done little to assuage congressional
concerns.

Senator Paul Simon (D-111.), author
of the TV Violence Act that provided
the networks, cable and Hollywood
with an antitrust exemption to estab-
lish guidelines for violent programing,
plans to hold an oversight hearing on

| the act this month. And Senate Com-
| merce Committee Chairman Emest

Hollings (D-S.C.) says he wants to
hold a hearing on TV violence. House
Telecommunications  Subcommittee
Chairman Ed Markey (D-Mass.) is
also expected to convene a hearing on
the matter.

In addition to the hearings, Demo-
cratic Senator Kent Conrad (N.D.) is
considering holding a meeting this
month in Bismarck on the issue of TV
violence. Conrad will invite children’s
advocacy groups and others, said an
aide. The aide said the senator is hear-
ing from his constituents who feel
“‘our society is becoming more vio-
lent, and they see violence on TV as

playing a role in that.”” Because do-
mestic violence has become a serious
problem in North Dakota, Conrad
plans to use the meeting as a forum to
ascertain whether TV violence con-
tributes to an increase in domestic vio-
lence.

Apparently, lawmakers have be-
come increasingly distressed by the
amount of violent programing on tele-
vision. A Times-Mirror survey re-
leased in March found that 80% of
those interviewed believe violent tele-
vision programing is harmful to soci-
ety. The survey is being taken serious-
ly on Capitol Hill.

Moreover, members are said to be
alarmed by reports that network pro-
graming during the May sweeps will
be particularly violent. An article in
the Los Angeles Times by Howard Ro-
senberg highlighting some of the vio-
lence on those programs captured law-
makers’ attention. And one Senate

Leave TV out of hate crime study, Capcities says

apital Cities/ABC last week urged the National

Telecommunications and Information Administra-
tion, in its study of the role of the media in promoting
hate ctimes, to distinguish between perpetrators of
hate crimes who air their views via telephone and
computer bulletin boards, and broadcasters and cable-
casters who may present the views of such perpetra-
tors in news or other programing.

“This distinction is paramount because the broad-
caster or cablecaster is engaging in First Amendment-
protected speech,” Capcities/ABC said. “Whether or
not a broadcaster's editorial decision concerning cov-
erage of hate crimes is right or wrong, in our view it
would raise serious First Amendment concerns for the
government to attempt to influence those decisions."

Congress ordered the study as part of its effort to
crack down on hate crimes—<crimes of violence or
vandalism against minority groups.

The Electronic Frontier Foundation Inc., a Washing-
ton-based group promoting use of computer networks
for all sorts of information, argued against making any
distinctions among media. All media are protected by
the First Amendment, it said.

“New telecommunications technologies offer unpar-
alleled access to all participants for engaging in vigor-
ous debate,” EFF said. “Instead of any government-

initiated scheme to control constitutionally protected,
even if noxious, speech, in this new medium, govern-
ment policy ought to promote broader access to the
medium as the most appropriate response.”

The Society for Electronic Access, New York, anoth-
er proponent of computer information networks, con-
curred. The NTIA study is "largely an inquiry into the
repression of free speech.”

Sharing Capcities/ABC’s concern about regulating
the mass media to curtail hate crimes was the National
Institute Against Prejudice and Violence, a Baltimore,
Md.-based public interest group. “The explicit ‘hate'
programs, which are easiest to define and identify,
may not contribute the most to higher levels of inter-
group conflict and violence,” it said.

“Similarly, such regulations, however carefully
drawn, may operate to silence disproportionately the
expression of minority groups who are the intended
beneficiaries.”

NATPE International suggested the Clinton adminis-
tration encourage programers to promote tolerance.
"By becoming a catalyst for industry groups and others
to do their part in the battle against hate crimes, the
government can effectively advance its goal to reduce
crimes of hate without compromising fundamental First
Amendment values,” it said. —HAJ
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source said members will be watching
closely.

Broadcasters, however, do not want
to be singled out. They are quick to
point out that a Roper Study, which
was commissioned by the National

Association of Broadcasters and the
Network Television Association on
public attitudes toward television,
found that ‘* Americans think cable has
more violence than broadcast televi-
sion.”’ ]

Effros pitches hardball
retransmission tactics

Urges operators to take fight to consumers,
public officials if negotiations get difficult

By Harry A. Jessell
able systems that have trouble
negotiating for rights to carry lo-
cal TV stations should enlist the

public to pressure broadcasters to

grant those rights, Community Anten-
na Television Association President

Steve Effros told a group of cable op-

erators last week.

If retransmission-consent negotia-
tions fail, a system should set aside a
channel for the TV signal and run a
message saying it is *‘willing and anx-
ious to put on that ‘free TV' signal for
their benefit at no charge to the broad-
caster as soon as the broadcaster gives
consent,”’ Effros proposed in a lun-
cheon speech before the Washington
Metropolitan Cable Club and a nation-
al C-SPAN audience.

*1'd probably add the station’s tele-
phone number just so subscribers were
clear as to exactly who was restricting
their ability to see so-called free TV,”’
Effros said.

The 1992 Cable Act empowered TV
stations to either demand payment—or
some other form of compensation—
from local systems for the right to
carry their signals or opt for manda-
tory carriage at no charge. The FCC,
in implementing the law, has given
stations until June 17 to choose be-
tween retransmission consent and
must carry.

As they approach the retransmis-
sion-consent negotiations, cable oper-
ators and broadcasters alike recognize
the importance of winning over the
public. The National Association of
Broadcasters has distributed a 34-page
booklet designed to help its members
in the public relations battle.

‘“*Some cable operators may in-

crease their brinkmanship tactics in an
effort to intimidate broadcasters and
improve their bargaining position,”
the booklet warns. ‘'If you allow cable
to be the sole source of information to
the press, consumers and public offi-
cials, your chances of being boxed in
by the local cable company are much
greater.””

The National Cable Television As-
sociation has been supplying cable op-
erators with tips for mitigating the
“‘inevitable confusion’’ that will arise
from retransmission consent and other
provisions of the Cable Act, according
to NCTA spokeswoman Elise Adde.
The material is not meant to increase
cable’s leverage in retransmission-
consent negotiations, she said.

Effros urged cable operators to stay
close to the public and local govern-
ment officials. ‘‘As the new laws go
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into effect, there are going to be a lot
of dislocations,”” he said. ‘*There are
going to be channel shifts, pricing
shifts, tiering, untiering and the like.”’

Effros argued the Cable Act provi-
sions are detrimental to consumers.
Must carry forces cable systems to
carry all local broadcast signals, even
if such carriage means bumping off
popular cable services to make room
for unpopular broadcast signals.

Retransmission consent means pop-
ular broadcast signals can demand
payment from cable systems, but the
FCC has said retransmission-consent
fees cannot be passed through, Effros
said. **Well, where do you think the
money is going to come from?"" he
asked. ‘'If new expenses are imposed,
they have to be paid for, and the pub-
lic is no longer fooled into thinking the
money does not ultimately come out
of their pockets. That’s going to be the
case here, no matter the bureaucratic
sleight of hand.”’

Effros blasted broadcasters for us-
ing the Cable Act to impede cable’s
growth, a move that he said will di-
minish the quality of TV. “*By cutting
back on diversity through very restric-
tive rate regulation and strengthening
the leverage of the commercial broad-
cast networks through a combination
of the must-carry and retransmission-
consent rules, the broadcasting indus-
try efforts could produce televi-
sion...that is on the cutting edge of 30
years ago,”’ he said. ‘‘lt could, in
other words, be the last-gasp effort of
the broadcasters to re-create the ‘vast
wasteland.” ™’ ]

Hollings pushing beer-wine bill

Joseph Kennedy {D-Mass.).

anale Commerce Committee Chairman Emest Hollings (D-5.C.) in-

tands to move legislation requinng warnings in beer and wine advertis-
ing on radio and tefevision. Hollings stated his plans during an appropria-
tions subcommittee hearing for the Justice Deparmeant,

However, a Hollings aide said the senator did not indicate how fast he
would move on the legislation, and no hearings have been scheduled.
The bill, introduced by Senator Strom Thurmond (R-5.C.), is expected to
generate strong Senate support. The recent death of Thurmond's daugh-
ter in a traffic accident involving a driver said io have been drinking may
have improved the measure's chances for passage.

But one Hill source was uncertain just what impact that incident would
hawve on the legisiation’s fate. “A lot of people are sympathetic,” said the
source, "but it is hard to say what will happen. The bill's been introduced
before [in the last Congress]...members have had time to think about it."
A similar measure has been offerad in the House by Représentative

—KM
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FCC Commissioner Andrew Barrett is sounding more
the champion of minorities these days. He blasted the
rules for AM service in the expanded band (1605-1705 khz)
for failing to give priority to minority broadcasters, and top
aide Robert Branson has made it clear his boss does not
want to reduce fines for EEQ violations.

Branson attributes Barrett's advocacy to the removal of
former FCC Chairman Alfred Sikes and Commissioner
Sherrie Marshall from the FCC mix. Reflecting Bush ad-
ministration color-blind policies, both opposed special
breaks for minorities. Therefore, Branson says, Barrett was
often forced to argue for minorities in terms of *‘small
businesses’’ or ‘‘new en-
trants.”” *‘You had to be
more inclusive than just mi-
norities,”” he says. “‘If we
had said just minorities,
where would we have gotten
those other votes from?"’

Branson concedes the Bush policy also caused

ll‘

= N
Barrett—who like Sikes and Marshall was ap-% Ch
pointed by Bush—to downplay minority issues. i - e
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named suppliers for the major components of the system,
the video switchers and the ‘‘video servers''—computers
that store the video for on-demand retrieval. But he said he
couldn’t say how much the 4,000-home system would cost.
““We haven’t done the arithmetic yet,’" he said.

The services to be offered by the Orlando system and
others will have an impact on established mass media such
as broadcasting and publishing, he said, but not
necessarily a negative one. In any case, they are
not going to ‘‘shrivel and die,”’ he said. ‘‘The

need [for some advertisers] to reach the widest
possible audience will always be an ingredient

T in the media mix.”’
ﬁ

Vice President Gore's
Chief of Staff Roy Neel
says cable should not ex-
pect the administration to
take steps to moderate the FCC’s new
cable rules, despite appeals by cable
executives at a White House meeting
three weeks ago that it do so (BROAD-

Also, he says, as the FCC’s only black member,
Barrett has tried hard not to be pigeonholed as the
“minority commission’’ just as Marshall eschewed the
woman-commissioner mantle.

iIf the FCC mandates rate rollbacks greater than the
10%-15% it voted last month, says Tele-Communica-
tions Inc. CEO John Malone, it would *‘destroy the indus-
try and [ don’t think that’s what the FCC is after.”” Speak-
ing on PBS’s TechnoPolitics, Malone said the FCC rate
regulation scheme is flawed because it’s based on the cost
of cable in communities where two cable systems compete
on the basis of price. ‘‘Anyone knows that you should not
judge the appropriateness of pricing in an industry by two
gas stations sitting on opposite corners trying to steal busi-
ness from each other,’’ he said. ‘“The FCC really needs to
lock at the sustainability of the rate structure."’

Malone also said he would *‘like to accommodate®” Ted
Turner in selling his interest in Turner Broadcasting Sys-
tem, adding he would like a stake in all of TBS’s cable
networks and Time Wamner would make an ‘‘ideal part-
ner.”’ TCI and Time Warner are minority owners in TBS.
Malone aiso explained why a TBS-Capcitiessf ABC merger
never transpired: ‘‘I opposed it.”’

Malone confirmed he has talked with Michael Milken
about his interest in the cable business. Milken was released
from prison last January after serving time for a securities
fraud conviction. *‘I think to a large degree [Milken] got a
bum rap,” he said. “‘I think he did a lot of very good
things. Perhaps he did step over the line inadvertently, but I
think an awful lot of things Mike Milken did were very
good for the country in terms of raising capital for small
entrepreneurial businesses.’’

Time Warner’s chief Washington lobbyist Tim Boggs
conceded his company does not know whether consumers
will pay for the video-on-demand and other interactive
services it plans to offer over the advanced switched video
network it’s building in Orlando, Fla. **We obviously think
the public is ready, but we don’t know that,”’ he said at a
Media Institute luncheon. ‘*Nobody knows that. To a cer-
tain extent, this is a ‘Field of Dreams’ business plan: If you
build it, they will come.”” Boggs said Time Warner has

Edited By Harry A. Jessell

CASTING & CABLE, April 19). Execu-
tives told White House Chief of Staff
Mack McLarty the FCC regulations
were ‘‘going to do them great harm,”’ said Neel, who sat in
on the session. ‘‘We were pleased to hear what they had to
say, but it didn’t start any process to review the rules,”” he
satd. ‘‘The White House wants to see what the commission
does on this. The Vice President will be following it very
closely. But in terms of intervening with the FCC, there are
no plans to do that.”’

The American Journalism Center of Budapest has set
May 14 for the opening of a new library named in honor of
Leonard H. Marks, former director of the United States
Information Agency (1965-69), longtime Washington com-
munications attorney (Cohn & Marks) and current chairman
of the center.

The library’s collection of 2,000 books and journals on
journalism and mass media was compiled by Dr. Ray
Hiebert, professor of journalism at the University of Mary-
land and director of the center, which also encompasses
offices, classrooms and a computer lab. It shares a building
with radio and television studios, print facilities and an
independent media company.

American University President Joseph Duffey is set to
become the 13th director of the United
States Information Agency, the White
House having announced President
Clinton’s intent to nominate. A USIA
spokeswoman said that confirmation
hearings are expected within a couple
of weeks. Duffey has served as AU's
president since July 1991. Previously,
he spent nine years at the University of
Massachusetts, first as chancellor of -
the Amherst campus and later as chancellor and president of
the university. Duffey served as assistant secretary of state
for educational and cultural affairs and as chairman of the
National Endowment for the Humanities under Presidents
Carter and Reagan. He has been a member of the Council
on Foreign Relations since 1979, =
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Advertisers, networks ready for news upfront

Unwired networks focus on providing advertisers with alternatives

By Jim Cooper

weak economic recovery and

more alternatives for buying

news find agencies talking cau-
tiously about the network upfront
news market.

*‘Clients are being careful with their
budgets,”’ said Ginny Shields, senior
vice president/associate media direc-
tor, Ayer Inc.

Shields noted the networks have
been *‘very bullish’” about the upcom-
ing news upfront market because in-
ventory has been tight in the ongoing
scatter market. Shields said, however,
that the networks have not put out
pricing for their news programs and
does not expect the upfront market to
really begin until June.

Larry Hoffner, NBC executive vice
president of sales, said the network
news dayparts are a reflection of de-
mand. ‘*News is doing well, and 1
have no reason to believe that it will
not continue to do well next year,”’ he
said.

Hoffner said NBC has not ad-
dressed prices for next year's day-
parts, but will be flexible to market
demand.

Richard Kostyra, president of Me-
dia First International, a New York-
based buying agency, also predicted a
bullish upfront market, but noted that
agencies are still coming out of the
doldrums of the recession and will be
guarded in their spending. Kostyra
added he does not anticipate future
commitments to upfront to be as heavy
as in years past, pointing to the un-
wired networks as an alternative to
any ‘‘sudden arrogance’’ on the part
of the networks.

*‘The networks are just too expen-
sive,”” said Shields, explaining why
she feels the networks’ bullish stance
is unjustified. Shields also said adver-
tisers see alternative networks as an
option that did not exist four years
ago.

And advertisers’ willingness to con-
sider such options is what Greg Gush,
executive vice president and director
of sales and marketing, Independent
Television Network, believes will
make a healthy upfront for the local
news unwired network.

By adding more local news dayparts
to their product line, which covers
85% of the country, Gush said ITN is
providing national dayparts (including

Mostly more in March, says TVB

ndependent stations saw increases in both local and spot advertising in

March, according to the Television Bureau of Advertising.

In its March monthly report, TVB reported iocal ad sales for indepen-
dent stations rose 2.8%. Spot sates wera also up (by 3.8%) and total
eales for the 68 independents surveyed grew by 3.2% from March 1992,

TWE also reported an increase in total time sales for network affiliates,
but their spot sales decreased. Affiiates saw a 7.7% hike in local ad sales
compared with March 1992, while spot was down 3.9%. Tolal sales for

the 234 affiliates in the survey were up by 2.4% compared with a year

ago.

-ic

early morning, noon, early evening,
prime time, evening and late evening
news) that were not available to adver-
tisers before.

Gush also said the expanded news
programing targets specific demo-
graphic groups that advertisers are
anxious to reach, such as young adults
with higher income and higher educa-
tion—a group more inclined to watch
late news.

Gush said network news program-
ing does not offer as diverse a product
line and is traditionally more expen-
sive for advertisers. ‘‘Advertisers are
looking for more efficient and effec-
tive ways to spend their dollars,”’ said
Gush. ‘‘We're offering a new prod-
uct’’ that advertisers are “*adding into
their mix."’

In response, NBC’s Hoffner said
network news places a premium on the
high quality of the programs that
viewers and buyers of time demand.
“You’re dealing with prestige,”
Hoffner said.

The upfront market for Premiere
Announcement Network, another net-
work selling local news inventory, is
expected to double, said Joel A. Se-
gall, senior vice president for sales
and marketing, since the network has
equaled last year’s total billings in the
past six months.

Segall said Premiere competes in
the upfront market as a network that
offers alternatives to network news
programing and ‘‘over-indexing in the
professionals and managerial 40’s,
50’s and 60’s income levels,

*“We position our product as a sup-
plement to network underdelivery to
affluent A and B counties,” said Se-
gall, adding, ““We offer things they
don’t.” .
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ADVERTISING & MARKETING

Teenagers the target of TNBC

Two-hour Saturday block gets separate identity as part of NBC promotion

By Christopher Stern

BC plans to promote and mar-

ket two hours of its Saturday

morning schedule to consum-
ers, affiliates and advertisers under a
new logo—TNBC. The network’s ac-
tion follows that of ESPN. which re-
cently announced it was revamping its
look to promote brand awareness.

The logo, along with new on-air
graphics, will be launched with the
beginning of the new season on Satur-
day, Sept. 11. The TNBC brand will
cover four live-action programs airing
Saturdays 10 a.m.-noon ET.

TNBC *‘will be a branded block of
television that people can start looking
for,”” said Alan Cohen, NBC senior
vice president for marketing.

The network claims an audience of
1.8 million teenagers during Saturday
mornings and is the only broadcast
network not airing cartoons during
that time.

Currently, NBC says it has a 39%
advantage over ils nearest competitor
during late mornings on Saturdays,
and between 10 and 11:30 a.m. it
claims a 50% ratings advantage with
teens over competitors.

Michael Drexler, president of
BJK&E Media Group, said NBC’s de-
cision to brand a daypart is a move in
the right direction, and it’s also a les-
son the network has learned from its
competition.

**I honestly think it is a concept that
emerged from the cable industy, that
cable networks learned early on—that
they need to clearly define their mar-
ket segments,’’ said Drexler.

Drexler should know: he has just
been hired by ESPN to help the cable
sports channel in its recently an-
nounced campaign to expand its own
brand awareness.

John Lack, ESPN executive vice
president for programing and market-
ing, said ESPN is taking its brand
equity campaign seriously. The net-
work hired the Oregon-based advertis-
ing agency that created the Nike cam-
paign, and Lack said he hopes Wieden
& Kennedy can bring the same emo-
tional reaction it provoked for Nike
shoes to ESPN brand awareness. The

sports network plans on involving
Wieden & Kennedy in everything
from its on-air lpok to its programing.

launch a marketing and licensing cam-
paign for TNBC in hopes of increasing
brand awareness.
fused to comment on exact plans for
merchandising, but items will include
the TNBC logos and promotions based
on the Saturday morning programs.

joint-venture  publishing
with Hachette Magazines to begin
publication of a national teen maga-
zine in the fall.

NBC says it will use the magazine,
with a planned circulation of 500,000,
for cross promotion by advertisers and
its own Monday night shows with
teenage audiences, inciuding Fresh

Like ESPN, NBC also plans to

NBC’s Cohen re- I

series are the highest-rate

The network also has entered a

Another satisfied QVC customer

VC has another happy supplier in Random House. One of its authors,

Barbara Taylor Bradford, appeared on the network to seil her latest
novel, “Angel.” During two separate appearances totaling less than 45
minutes on April 12, the author soid 4,500 autographed copies of the
book.

Bradford was scheduled to appear for an hour in the morning and an
hour in the afternoon. But sales were so brisk in the morning that QVC
took Bradford off the air after iess than half an hour. Her afternoon
appearance lasted less than 15 minutes.

“In the last two months, QVC has, for the right kind of author, become a
coveted place to be,” said Random House Publicity Manager Peter
Vertes.

When “Angel” is officially published on May 9, it will debut at number
nine on the New York Times best-seller list. Vertes cautioned that not
every author will do well on QVC. A successful appearance on the home
shopping channel requires a good writer who is also a good spokesper-
son, said Vertes. —Cs
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Prince of Bel Air and Blossom. Those
shows
among teens, according to Nielsen. B
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| Avon calling, via television

fter five years without a major
‘ television budget, Avon Prod-
ucts Inc. is returning with a $34 mil-
lion national campaign that will in-
clude broadcast, cable and print.
The campaign is being handled
by FCB/Leber Katz Partners. The
| television campaign includes a 60-
second image spot and a 30-sec-
ond ad pitching Avon Color Release
Long-Wearing Lipsticks. The ads
are narrated by Whoopi Goldberg.
Avon says it spent $1 million surveying 3,500 U.S. women before
launching the new campaign. According to the survey, 88% of women
feel “real beauty is who you are on the inside.” But luckily for Avon,
appearance still counts for 96% of women, according to the survey. The
firm had $1.4 billion in U.S. sales last year.
\ The theme of the campaign is women gaining control of their lives. It
will focus on strong relationships between women and is targeting women
25-49.
| TV commercials began airing yesterday (May 2) in the network pre-
miere of “Fried Green Tomatoes” on NBC and will air on programs
including Sisters; Murphy Brown; Murder, She Wrote, and the upcoming
Kathie Lee Gifford special.
On cable, the commercials will air on Lifetime, Comedy Central and the
USA Network. FCB/Leber Katz has also bought time on CNN's Sonya
Live. —-Cs

|

Scanners

|| pick up

growing
attention

By Jim Cooper

M erchandise scanners in super-
markets across the country are
increasingly defining where
and how advertising dollars are spent
by allowing retailers and advertisers to
track consumer patterns more rapidly,
accurately and in greater detail.

“It’s nothing short of a revolu-
tion,”” said Larry Gold, principal of

| the Center for Business Decisions In

Barrington, 1l1., who will be leading a
panel discussion tomorrow on the re-
sults of a recent study on scanner us-
age. The panel is part of a workshop
in New York this week sponsored by
the Advertising Research Council.
About 150 marketing research exec-

Seeing (or hearing) is believing!

The deadly force of a tornado can only be experienced. But through TV and radio, people can get a feeling for

what a tornado is like and an understanding of hrow to survive.

That's why we're offering:

» Two 30-second TV public service announcements depicting life-or-death decisions during a tornado.

s Two 30-second radio spots with a similar survival message.

Also available for TV: a 10-minute program, "Funnel Facts
and Fables,” produced for the National Coordinating
Council on Emergency Management. This light but
meaningful program dispels tornado myths while getting
across a survival message.

State Farm Fire and Casuaity Company, in cooperation
with NCCEM, developed these noncommercial
announcements and offers them free as a public service.
To order, simply write and specify if you want the radio
PSAs, the TV PSAs or both the TV PSAs and the 10-minute
video. (Specify 1/2 inch or 3/4 inch videos.)

= L EﬂgrcelﬂF?ctts Department
@) ic Relations De ald
G- State Farm Insurance
@D
One State Farm Plaza
Bloomington, IL 61710

INSURANCE
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utives are expected to attend the panel
discussion on scanner data and its rap-
idly advancing importance as a mar-
keting tool. The two-day conference
will feature studies and panel discus-
sions on the various uses of scanner
data by advertisers, retailers and re-
searchers.

The conference will also cover the
expansion of scanner data into non-
food outlets, the use of scanner data to
properly allocate advertising versus
promotional dollars and the use of
scanner data by sales forces.

‘‘Scanner data has the ability to
transform data into a management

tool,”’ said Gold. ‘‘It has the ability to
microscopically examine products that
move off the shelf.”

The downside of scanners is orga-
nizing and understanding the large
amount of data they generate. Scan-
ning ‘‘increased data available by
15,000%,"" said Gold. ‘It was,”” he
added, *‘piling up in the corners.”’

The next revolution of scanner data
utilization will be the planning and
forecasting of business systems and
shipment operations, said Gold. ‘‘This
raises the whole level of market re-
search,’”” he said. “‘It just can't be
ignored anymore.”’

O T e e s e L\ DY ERTISING & MARKETING _

The future applications of scanner
data have media departments of agen-
cies scrambling to get a handle on its
importance of selling a specific prod-
uct and any given area.

““The whole report card has
changed because of scanner data,”
said Alice K. Sylvester, vice president
of media research, J. Walter Thomp-
son. Sylvester said an example of the
future use of the data will allow for the
““micro-marketing’’ of goods as op-
posed to the mass marketing of quanti-
ty merchandise.

**We're on the tip of the iceberg,”’
said Sylvester. ]

Cox tests Arbitron’s new cable service

RSVP lets systems customize ratings data; MSO to cover cost of doubling sample sizes

By Christopher Stern
ox Cable Communications has
become the first customer for a
new Arbitron data service target-

ed to local cable advertising sales mar-
kets. RSVP will provide a market’s
viewing database, including geograph-
ic, demographic, time period and oth-
er data available through Arbitron.

Cox has agreed to cover the costs
for doubling the sample size in two of
its markets.

The PC-based RSVP software will
allow Cox systems to avoid the
““clumsy’’ transfer of data between
Arbitron’s mainframe computer and
their own PC’s, according to Arbi-
tron’s Robert Bourquard, national
manager, Cable Systems Services.
The system was introduced at the re-
cent Cabletelevision Advertising Con-
ference after nine months in develop-
ment.

Bourquard said the advantage of
RSVP is that it will allow systems to
customize market information, which
can be looked at from the zip code
level up to the largest market geo-
graphic areas, for their own use. Qual-
itative data will be added to the data-
base by the end of the year, Bourquard
said.

Data provided by RSVP come from
Arbitron’s existing research, including
diaries, household meters and people-
meters. Patrick Esser, vice president
of advertising sales for Cox, said
RSVP will give his sales staff direct
access to any age group, daypart or

demographic area in an entire market.
Cox will receive the database on flop-
py disks, which can be used on desk-
top computers, Esser said.

Esser acknowledged weaknesses in
current research, which is widely be-
lieved to underreport cable viewers,
but he said that the two companies
plan to work together on possible im-
provements in cable data. ‘‘First you
have to become a customer before you
can tell someone how to run their busi-
ness,”’” Esser said.

Operators get
boxing option
from Showtime

howtime Metworks i giving

cable operators a choice of
two promotions to win subscrib-
ers who sign up for its May 8
pay-per-view boxing event.

Cable operators can offer sub-
scribers aither one free month of
Showlime's regular service or six
months of Showtime at half the
regular price. The promotion will
be offered to subscrnibers who
sign up for the Star-Spangled
Glory bout, which will feature
three championship fights.

The cable systems that enroll
in the promotion will get a 60-
sacond commercial for use on
their local avall or barker chan-
nels, -5

As part of the three-year contract,
Cox has agreed to spend $550,000 to
increase the sample size in two local
markets, Esser said. It is the first time
an MSO has agreed to cover Arbi-
tron’s cost of increasing a sample size,
according to Bourquard.

Cox and Arbitron have not decided
which two markets will see the in-
creased size, but the new samples will
be in place by November. ‘‘They have
as much to gain as we do,” said
Esser.

Bourquard said that doubling sam-
ple sizes should increase reliability by
50%.

Nielsen currently has no similar
agreement with an MSO to increase
sample size in a particular market, ac-
cording to Nielsen spokesman Jack
Loftus. The company does offer a sep-
arate book for cable ratings in San
Antonio—the only one of its kind in
the nation. Cox’s Esser said the MSO
is talking with Nielsen about purchas-
ing meter data in San Diego and Hart-
ford.

Nielsen also announced earlier this
month that it had acquired a software
package, called Savie, geared toward
the local cable market. However, the
system is aimed at local spot availabil-
ity and media planning rather than rat-
ings.

Cox plans to put RSVP in place in
14 markets in time for May data, and
in two additional markets by the end
of the year. Cox has ad sales opera-
tions in 18 of the 24 markets where it
owns cable systems. u
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Preparing to convert the converter

Gl joins with Microsoft, Intel to develop ‘smart’ box that will open door to interactivity

By Sean Scully

he simple little cable converter
box on top of the television set
may be about to change forever.
General Instrument last week un-
veiled an agreement with computer
software giant Microsoft and computer
hardware manufacturer Intel to create
a “‘smart’ cable converter that will
allow a TV viewer to access a nearly
unlimited array of channels and inter-
active services on a cable system.
GI's Vice President for Technology
Matt Miller said this is the first step in
opening a whole new phase of the
cable and computer industries. Right
now, he said. interactive TV is a
**zero-billion-dollar-a-year industry,™
yet it has the potential to be worth tens
of billions of dollars. All it needs is a
launching point.
“*We're trying to put a platform out
there that will enable all sorts of ser-

HDTYV testing rescheduled

i ha FCC's HDTV advisory committee has pushed back testing on the
four proposed systems to May 24,
Tha testz had been scheduled to begin the first week in May. In mid-

vices.... We think it’s important to
create an environment where people
feel comfortable creating applica-
tions,”” Miller explained.

Interactive TV has the potential to
tap into the $15 billion-per-year video
rental market, the $10 billion-per-year
arcade game market and the home re-
tail market, which may be worth hun-
dreds of billions of dollars every year.

Unlike catalogues, interactive mar-
keting has the potential for instant
communication about the product and
instant purchase. Someone viewing a
music video, for example, might in-
stantly obtain information about the
album from which the song was taken
and then—just as guickly—purchase
a copy of that album, Miller said.

The first, and most obvious, appli-
cation of the new technology is to
provide an interactive program guide,
Miller said. This will allow the viewer
to navigate through the vast amount of

"information and the large number of

April, however, the committee learned that test materials wera not ready
for the two systems that use a method called “progressive scan” to
create a picture on the scraan. A progressive scan system was scheduled
o be tested first, :

The committee trhed to stay on schedule, using a machine to guickly
convert festing materials to the prograssive scan format. Advisory Com-
mittee Chairman Richard Wiley sakd the ransconverter did not work, so
testing had to be pushed back three weeks.

The firs! system tested will be General Instrument's CCDC, a progres-
sive scan system. Next will be two traditional interlaced scan systems: the
Advanced Television Research Consortium’s AD-HDTV and another
General Instrument system, called DigiCipher. Finally, the committee will
test Zenith's progressive scan DSC-HOTWY.

After testing is completed, the commiltee will study the results and
issue a report to the FCC early next year, recommending a system to be
named national HOTY broadcast standard. —55

channels available on cable, particu-
larly once some systems begin offer-
ing as many as 500 channels. The
guide will allow a viewer to sort and
select programs in almost any way—
including subject, category and time.

The proposed converter will incor-
porate a 32-bit Intel microprocessor
and some type of Windows-based Mi-
crosoft software. In practice, the
viewer would use the box in much the
same way as Microsoft’s Windows,
said Hal Krisbergh, president of Jer-
rold, GI's converter box division. A
series of icons, or symbols, on the
screen represent the various functions
available to the viewer. Using a sim-
ple remote control, the viewer points
to the icons and accesses those op-
tions.

“It’s easy to see—you just select
what you want to do and the computer
takes care of the rest, getting you into
those applications,** Krisbergh said.

For example, a user watching a
baseball game could point to an icon at
the top of the screen instructing the
computer to pull up a box including
statistics on a player. He could point
to another icon to select a ticket ser-
vice and instantly purchase seats for
the team’s next home game. He could
point to a third icon to call up a score-
board for other games around the
league or for league standings.

The trick to a system like this,
Miller said, is to make sure the pack-
age is easy to use and pleasing in
appearance. Intel and Microsoft know
how to create user-friendly computer
systems, and GI has some experience
with high-quality on-screen graphics,
since it was the microchip supplier for
Atari video games in the early 1980's.

Krisbergh said the actual converter,
when it appears in production early
next year, will be similar in appear-
ance to existing converters. Unlike
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current models, however, it will have
jacks for televisions, stereos and even
home computers. While there are no
applications for the home computer
jack right now, Gl is committed to
making the new converters as flexible
as possible. There may come a day, he
said, when there will be a need to
connect these units to more powerful
computers.

There are “‘a million people with
ideas about what the applications
could be,”” he explained. ‘‘The last
thing we want to do is build a box that
is application-specific.”’

Miller agreed, saying GI and the
other companies envision this convert-
er as part of a family of such products.
Eventually, this kind of converter
could be the nerve center of a home

network, linking TV sets, computers,
stereos and communications gear into
one integrated network. The first units
on the market will be the test cases for
a whole family of products with a
range of capabilities.

“We will learn in the field what
will work and what doesn’t work,
what is valued and what is not val-
ued,’” he said.

Based on the first generation of
computer-driven converters, General
Instrument and the other companies
will be able to create an optimized
product to tap into the interactive tele-
vision market.

Miller emphasized that the proposed
computerized converter box will not
be just some sort of hybrid made from
off-the-shelf parts crammed into a sin-

L e EERINOI Rt R L S

gle box. The three companies will
work together to create something
new, designed specifically to suit the
needs of viewers and the capabilities
of TV sets. As receivers, viewers and
applications evolve, the boxes will
evolve as well.

Krisbergh said the first converter
will probably come in both digital and
analog configurations. The digital unit
would serve large cable systems using
digital compression to provide great
numbers of channels. The analog unit
would provide service for smaller or
more traditional cable systems. While
the price has not yet been set, he said,
the analog version will probably cost
around $200 and the digital about
$300. Current cable boxes cost a bit
more than $100 each. ]

HDTV advisory committee
to consider job creation

Will send questionnaire to system developers

By Sean Scully

T he FCC’s HDTV advisory com-

mittee has agreed to look at job
creation when picking an HDTV
broadcast standard.

Advisory Committee  Chairman
Richard Wiley said at the NAB con-
vention in Las Vegas last week that he
will distribute a detailed questionnaire
to all three HDTV developers to assess
how many American jobs each would
create if its system were selected.

Wiley said the questionnaire will be
distributed when testing of the various
systems begins on May 24. The ques-
tionnaire will deal with the whole
manufacturing process, from where
components are manufactured to
where the sets will be assembled. He
said he has not decided whether to
include subcontractors.

Some people have questioned
whether the FCC even has the legal
authority to consider jobs when select-
ing the standard. Wiley said the com-
mittee’s charter includes economic is-
sues but doesn’t specifically address
jobs. ‘“That’s not for me to question,”’
Wiley said. *“The FCC told me to look
into it, so I'll look into it.”’

When the advisory committee puts
out its HDTV standard report early

next year, Wiley said, he will pass on
all the economic information and let
the FCC decide what to do with it.
The jobs issue came up in February
when Labor Secretary Robert Reich
wrote to FCC Chairman Jim Quello
urging him to consider which system
would keep the most jobs in the Unit-
ed States. Several weeks later, Penn-
sylvania Governor Robert Casey wrote
to Quello and President Bill Clinton
endorsing the Advanced Television
Research Consortium’s HDTV sys-
tem. Members of the ATRC have

manufacturing plants in Pennsylvania.

In early April, Congressman Ed
Markey (D-Mass.), without endorsing
a specific system, also urged Quello to
consider American jobs in selecting a
standard.

Of course, Wiley said, the econom-
ic impact of a standard will be less
important if the three HDTV propo-
nents can come to a voluntary agree-
ment to create a unified system. The
three proponents—Zenith, General In-
strument and the ATRC—have been
meeting to hash out a joint agreement
since the end of last year. Wiley has
set a deadline of the start of testing to
come to an agreement.

The prospects of an agreement re-
main mixed. The three groups contin-
ue to meet, Wiley said, but it’s hard to
assess whether they can come to an
agreement. n
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Telco’s N.J. video system will be fiber optic

Bell’s rewiring will open way for cable, other companies to provide interactive services

By Sean Scully

ell Atlantic says it is taking a

major step toward creating the

nation’s first true information
superhighway.

The Arlington, Va.-based telephone
company and BroadBand Technol-
ogies of North Carolina have agreed to
bring fiber optic lines directly to the
curb at 50,000 homes in New Jersey,
meaning that the entire telephone sys-
tem, except for the last few yards of
copper wire from the curb to the
home, will be fiber optic. The devel-
opment opens the way for cable and
other companies to provide a full
range of interactive video services.

Bell Atlantic Media Relations Man-
ager Jim Carrigan said he doesn't
know exactly how much the network
will cost, but it is part of subsidiary
New Jersey Bell's annual $600 million
construction budget. In addition, New
Jersey Bell has agreed to spend $1.2
billion over the next 10 years as part
of the state’s “*‘Opportunity New lJer-
sey'" infrastructure development plan.

Although the network will link a
relatively small number of homes, it is
part of a plan to link all of New Jersey
and eventually all of Bell Atlantic's
service area. The state has a high con-
centration of businesses that require
high-speed data transmissions.

**if we don't do it, our competitors
will,"* Carrigan said.

As with traditional voice-only tele-
phone service, the company is merely
providing a platform: the video and
interactive capabilities of the new fi-
ber lines are open to any company
interested in using them, he said.

The first users of the New lersey
network will be Sammons Communi-
cations, which provides cable service
in Morris County, and FutureVision of
America, which hopes to compete
against Adelphia Cable in Dover
Township.

**We’'ve offered our network to ev-
ery cable company in the state.... It’s
really up to the cable companies’
whether they use the new fiber lines,
Carrigan said. *‘That’s what we're
building the network for.””

The network will be in place in
Morris County and Dover Township

by this summer. Bell Atlantic is awail-
ing FCC approval to open the lines to
interactive services.

Carrigan said customers will be pro-
vided with a converter box of some
sort, since the system is digital and all
existing televisions are analog. The
introduction of digital sets will make
converter boxes unnecessary.

Among the uses Bell Atlantic antic-
ipates for the network is at-home
shopping for real estate or cars. For
instance, a consumer could ask for
information on certain types of vehi-

K éeping tabs o_n_ RF

cles or property, scroll through spe-
cialized information and request pho-
tos or videos of individual items.

Newspapers, which could provide
detailed text and video news or offer
interactive classified advertising, are
also interested in using the fiber net-
work, Carrigan said.

Since telephone companies are cur-
rently prohibited from providing cab-
lelike services in their own service ar-
eas, New Jersey Bell will not provide
any programing or services of its own
beyond standard telephone signals. ®

New FCC rules boost business in radiation monitors

By Sean Scully

ith the FCC poised to impose

stricter rules on RF radiation

exposure, stations find them-
selves in need of new radiation moni-
tors.

Loral Microwave-Narda of Haup-
pauge, N.Y., might have the answer.
The company offers a wide range of
RF radiation monitors, including a
new personal monitor that is not much
bigger than a cigarette pack.

Loral showed the new personal
monitor, the 8842C, at this year’s
NAB convention in Las Vegas. Re-
sponse to the unit has been so good,
said Regional Sales Manager Robert
Thorton, that the NAB has begun of-
fering the unit for sale through its ser-
vices division.

The 8842C, the latest addition to
the Nardalert line of personal moni-
tors, is a yellow box about three inch-
es square and weighing about six
ounces, with a red light at the top and
an audible alarm inside. The light
blinks and the alarm chirps in response
to RF radiation. The repetition rate
Increases as exposure increases.

Thorton said originally the monitor
was not designed to handle the range
of RF radiation put out by broadcast-
ing sites. However, when the FCC
recently proposed the new rules, the
company’s engineers began reworking
the unit. Now it handles radiation lev-

els of between 50 and 1,000 mhz.

Loral Microwave also offers the
8850, an induced-current monitor. In-
duced currents are also covered by the
new FCC regulations.

The 8850 is an odd-looking device.
It is a metal plate with a monitor at-
tached—similar, in fact, to a steel
bathroom scale. You place the plate
on the ground, stand on it, and turn on
the monitor between your feet. The
monitor shows the induced current in
your body.

Of course, Thorton said, if you're
uncomfortable about standing that
close to an RF radiation source, you
could use an accessory that stands on
the plate and simulates the induced
current in a human body. He said Lor-
al’s engineers are working to develop
the accessory, which will look some-
what like a large, free-standing dipole
antenna.

Loral also offers the 8870, which
monitors charges stored in metal ob-
jects. Like the 8850, the 8870 is based
on a metal plate that you place on the
ground. Attached to it with a network
of coiled wires is what looks like a
drill or staple gun. You place the mon-
itor near metal that might be carrying
an electric charge, such as a broadcast
tower, and touch the gun to the object.
The monitor will tell you whether the
item is charged and how dangerous the
charge might be. o
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Virtual Vision eyes broadcast market

Last-minute NAB exhibitor sees professional applications for goggles with built-in TV

By Sean Scully

your head. Imagine being able to

see the world as it appears from
three feet above your head. Imagine
being able to see to the right or the left
without turning your head. Imagine
looking down at your feet and seeing
what’s going on in front of you.

At this year's National Association
of Broadcasters convention, Virtual
Vision of Redmond, Wash., displayed
a pair of goggles that will allow you to
do exactly those things. The company
showed the Virtual Vision Sport, a
five-ounce visor that includes a tiny
color TV. The picture is projected
onto the visor by a small mirror. The
net effect is that the wearer sees a
large TV screen projected in the air
about 10 feet to his right or left, de-
pending on which eye is dominant.
Otherwise, the visor is clear, allowing
the wearer to see what's going on in
front of him. The visor even fits over
glasses, although glasses-wearers
might experience poorer resolution of
the TV image.

Although it was designed to receive
and project broadcast television, the
unit can be hooked up to any video
camera, allowing the wearer to watch
the viewfinder without having to put
his eyes up to the camera. By equip-
ping a camera operator with the gog-
gles, a station could get better spot-
news coverage in tricky situations. A
camera operator could hold the camera
high over his head to get shots above a
crowd or remain crouched behind cov-
er while getting pictures of a danger-
ous situation.

Moreover, more than one visor can
be connected to the same camera, al-
lowing several people to see the view-
finder. In the studio, therefore, the
director, producer and camera opera-
tor could all see exactly what was go-
ing on in front of the camera.

The item proved to be one of the
most popular attractions on the NAB
exhibit floor.

“*We’ve had people lined up to try
them out for the whole show,” said
Virtual Vision Vice President for
Sales Rusty Bennett.

Virtual Vision was a last-minute en-

I magine having eyes in the back of

With Virtual Vision Sport, a camera opera-
tor can see the viewfinder, even if the
camera is heid up to shoot over a crowd.

Imagine being able to
see right or left without
turning your head.

try at the NAB and wasn’t even listed
in the official program. Crowds gath-
ered strictly on the strength of some
ads in the NAB Daily convention
newspaper and lots of word-of-mouth.

Vice President for Marketing Brian
Durwood said the company discovered
the broadcast applications by accident.
The goggles were designed strictly as
a consumer product, intended as a new
way for viewers to see television. A
user could, for example, safely walk
down the street while seeing the TV
screen. A sports fan could watch a
game live at a stadium while simulta-
neously watching the TV coverage.
The goggles have tiny earphones that
provide stereo sound.

At a recent consumer electronics
show, a professional cameraman saw
the unit and asked to borrow it, Dur-
wood said. The cameraman was so
impressed that the company began to
get big ideas. On the spur of the mo-
ment, Virtual Vision decided to come
to NAB and get feedback from other
professionals.

If the professional world shows
enough interest, Durwood said, the

company will market a more rugged
outfit by late summer. Based just on
the reaction at the Las Vegas show, he
said, there seems to be enough interest
to justify a professional version.

Durwood said the professional op-
tics will be slightly more cumbersome
than the consumer version, but the
quality of the picture will be much
higher, The professional version will
probably do away with some or all of
the audio equipment, in the interest of
keeping weight to a minimum.

Because it is so small and light, the
unit looks somewhat flimsy. Durwood
said the components, such as the ear-
pieces and nosepiece on the glasses,
are rugged enough to withstand pro-
fessional use. Moreover, every part of
the unit is detachable, which means
broken parts can be replaced in the
field in seconds.

The cost for the consumer version,
which will be in stores by early May,
is about $900. The professional unit,
with improved optics, will cost about
$1,000.

There are some applications even
beyond the professional camera opera-
tor, Durwood said. Since the unit will
project any NTSC signal, the glasses
could be used to project video games
or even converted computer-monitor
displays. Security guards could use
the visors to monitor security cameras
while still patrolling a beat. The com-
pany said it may also manufacture a
medical version, which would allow
surgeons to operate on a patient while
being able to see¢ a virtual representa-
tion of various monitors and readouts.

Eventually, according to a company
release, the visor could be connected
to a voice recognition system to create
instant, real-life closed captioning for
the hearing impaired or translations
for travelers abroad. a

frrata

An April 19 story on NAB'’s Multi-
Media World stated that Videotek
showed the Video Toaster several
years ago. Video Toaster is manufac-
tured by NewTek and is a plug-in card
for the Commodore Amiga line of
personal computers.

62

May 3 1993 Broadcasting & Cable




RADIO
HELP WANTED MANAGEMENT

You could end up owner and operalor of an es-
lablished Southwest AM/FM combo billing half a
million annually. You must be honest and aggres-
sive with an impeccable track record. This might
be your chance of a lifetime. Contact owner 505-
863-4444. EQE.

General manager, Northeast powerhouse. We
are iooking for Ihe brightest of the bright. In return
we are offering a fabulous facility with fabulous
ratings and a great stalf. The market offers a high
quality of life and the right candidate should view
this as a long term career move. Proper candidate
should be a slrong leader, molivator, goal setier
and achiever. He/she should be organized. disci-
plined and driven to the highest standards of ex-
cellence. It you are chosen you will have an excel-
lent income, stability, and communily respect in
this market of several hundred thousand. Stations
are group owned. Your response is guaranteed
confidenlial and even if your current siluation has
presented you with a level of conteniment we urge
you lo reply, Resume to: Box L-46. EQE.

Sales manager: KFAM is a 50kw AM radio station
in the Salt Lake City market. We are looking for the
fighl person to manage our sales depl. Please
send application to PO Box 700. Bountiful. UT
84010. ECE.

General manager for Missouri AM/FM. On hands
professiona! to lead sales team in growing opportu-
nity. Personal commitment to sales success will be
your #1 priority. Qualified sales persons/sales
managers may apply. All replies confidential. Re-
sume & letter to Box C-1. E.

GM immediate opening: Salary. commission on
gross, buy-in option. 2-slation, small market group.
Rush resume. WSJR-AM/WLVC-AM. 6 Tenth Ave..
Madawaska, ME 04756. Great first management/
ownership opportunity. EOE.

General manager for southeast lowa market
AM/FM combo. Atlention lo bottom line, sales pro-
motional experience and involvement in the com-
munity a must. Salary with excellent benefit pack-
age. Fax resume to Rick Lambert 314-651-4100, or
malil to: PO Box 558, Cape Girardeau, MO 63701,
All resumes kept confidential. EOE.

Statlon manager for New England small market
AM/FM. Attractive area. Strong sales management
background needed. Salary and incentives. Send
resume and references o Box C-2. EOE.

Want to run the show and eventually cwn?
WMCL, McLeansboro. IL. was profitable regional
stations for years. Due lo compelition we need a
new direction. We need a high-energy, sales on-
ented person 1o lead WMCL back to success. You
will work wilth a greal staff. Earn equity in WMCL,
own il eventually. Resume 10: Jim Glassman., PO
Box 3335, Peoria, IL 61612 or fax 309-694-2233.
EOE F/M.

Liggett Broadcast Group flagship WFMK is still
seeking a top notch GSM. Send resume to: VP/GM,
WFMK, PO Box 991, East Lansing. M1 48826. EOE.

Sales manager with aggressive lllincis AOR
group. Send resume and sales philosophy 6 Mark
Rollings, WZNF, 400 Broadway, Urbana, IL 61801.
EOE.

B-105 North Myrtle Beach accepling applications
lor local sales manager. We're building staff lor
future upgrade as well as immediale developmenl.
Adult Conlemporary slalion with 21 year history
and greal facilities. We need good people 1o help
us grow. Earnings 30.000+ . If money is your only
goal. no need 1o apply. Write me a lelter describing
yourself, your family, your hobbies. your goals,
your needs. your ideals. We are an equal opportu-
nily employer with a strong affirmalive action plan.
Applicants from Southeasl region Strongly encour-
aged. Send material immediately to Mati Sedota,
WNMB, 429 Pine Avenue, North Myrtle Beach. SC
29582.

NELP WANTED SALES

Sales position: Immediale opening. broadcast-
ing's oldest media/merchandising-sales/promotion
firm {40 years). Radio sales management experi-
ence required— full-time travel (Monday/Friday).
Draw against genercus commission. Six figure po-
tential. Resume and recent picture 1o: John Gitmore,
President. CCA, PO Box 151, Westport. CT 06881.
ECE.

Southeast. Sales manager for AMFM. Must be
goal oriented, experienced. Altraclive single sta-
tion market in desirable area. Send resume to Box
L-45. EOE.

General sales manager for successful slate radio
news. agri-news, and sports networks. Three-five
years successful track record as manager neces-
sary lo apply. Send letter and resume 1o Vice Presi-
dent/General Manager. PO Box 36391. Baton
Rouge, LA 70821. EOE.

GSM: Hudson Valley NY Z Rock affiliale needs
aggressive sales manager 10 1ake this very suc-
cessful formal to its next level of success. No care-
takers, long hours. lough street fight wilh heritage
AOR. Packaging and creative conceptualizing a
must! Send resume and cover letter explaining
your sales concepl 1o: GSM Opportunity, WBWZ,
PO Box 984, New Paltz, NY 12561. EOE M/F. No
calls.

Dynamic sales manager for a 100,000 watl aduit
rock and roll station with @ minimum of 4 10 5 years
in radio sales. Must hae a proven track record in
both sales and supervision. Compensation is base
plus an exciling incentive bonus. We are an equal
opportunity employer. Reply 1o Box C-3.

KSET Country 94.7 FM El Paso: Seeking experi-
enced and aggressive sales prolessional. Radio
sales experience required. Strong emphasis on
new business. Send resume and salary history 10:
KSET Country, 4105 Rio Bravo, Suite 150. El Paso.
TX 79902. Atltn: H. Bryson. EQE.

HELP WANTED ANNOUNCERS

Hot Country deejay: Park Broadcasting FM, Syra-
cuse, recenlly changed to fast paced. contempo-
rary, new hot Country 108. Similar sound 1o Park’s
KJJO, Minneapolis. If you have a good voice, per-
sonable and bright delivery and enjoy a, "most
music”, energetic country format, send tape, re-
sume and salary history right away. Dick Carr, GM,
WHEN/New Hot Country 108. PO Box 6975, Syra-
cuse, NY 13217. EOE.

Radio talk host 9-noon: Tape and resume (0
WINK-AM, PO Box 331, Fort Myers, FL 33902. No
calls. EOE.

See last page of Classified Section for rate information and other details.

HELP WANTED TECHNICAL

Radio chief engineer: Major market AM/FM com-
bo seeks highly skilled broadcasl chief engineer
wilh top notch organizational, technical and com-
municalion skills Individual must possess qualifi-
calions and abilities in all aspects of broadcast
engineering including design. installation. mafnte-
nance and repair of studios for AM direclional and
FM transmission facilities. Minimum of Associales
in Engineering. FCC General Telephone license,
SBE certification and/or IEEE membership a plus.
computer skills needed. Send letter and resume o
Box L-3. ECE.

Chief operator wanted for opportunily in the Mid-
west, If you're a highly skilled chief operator with
top notch organizational. technical and communi-
cation skills. this could be your engineering oppor-
tunity. Send resume and salary requirements lo:
Operations Manager, KGLO. PO Box 1300. Mason
City, 1A 50401. EOE.

NELP WANTED NEWS

Sports director: KDLR/KDVL. Devils Lake. North
Dakota has an outslanding opportunity for a self
motivated sporis/news person. Requires play by
play experience in football, basketball, hockey. Re-
sume and tape lo: General Manager. PO Box 190,
Devils Lake, ND 5830t. EOE.

Financial reporter: America's second largest
stock market is seeking an experienced radio jour-
nalist to deliver live and recorded reports on trad-
ing, and to transmit lrading dala lo the media.
Salary: Mid 20's. Send casselte tape and resume
to John Buergenthal, The Nasdaq Stock Market,
1735 K St. NW, Washington, DC 20006. EOE.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

KNAC looking for an experienced AOR program
director. We need a proven feader with a thorough
knowledge of KNAC's hard rock music and format.
Resumes to: Gary Price. KNAC, 100 Oceangate.
Suite P-280, Long Beach, CA 90802. No calls.
EOQE.

SITUATIONS WANTED MANAGEMENT

Group owners: Profit oriented GM and/or COO.
Currently employed; 20+ years major market man-
agemenlt, sales, programing, LMA, ownership ex-
penence. If you need tc add leadership. stability
and superior people skills 1o your group. let’s talk.
Equity participation considered. Call 1-800-723-
4666.

Music licensing problems? Fees too high? Too
much redtape? Calt me for help. Former BMI VP I'll
save you money. time and aggravation. Bob
Warner 609-395-7110.

Between GM's? LMA? Selling? You can effec-
tively get through with a seasoned. results-orient-
ed, temporary manager who's been there. Call
Michael. 919-632-0050.

SITUATIONS WANTED SALES

FM owners: Tired of diminishing returns? Super
pro with long list of #1's will jump slart your station
for equily and perhaps invesl. Bill 303-476-8289.

Broadcasting & Cable May 3 1993

63



SITYATIONS WANTED ANNOUNCERS

Licensed college graduate with sirong work ethic,
seeks an enlry level employment opportunity as a
disc jockey. Looking for employment opportunity in
Southem California market. I'm available for imme-
diate employment and relocation. | will be in South-
ern California area for the month of May and will be
available for interviewing. Timothy C. King 215-
758-4446, 672 Lorraine Dr., Nazareth, PA 18604.

Exciting sportscaster, talk host, 12 years experi-
ence in H.S./college football, basketball, and base-
ball. I'm versatile and skilled in all air work, produc-
tion, news, and ready to move. All opportunities
considered. Jay 304-779-9339.

SITUATIONS WANTED NEWS

Sportscaster: Like Willie, Mickey and The Duke, |
can do it all. Experienced with jouralism degree.
Will relocate for right opportunity. Bill, 201-909-
0684.

Experienced sportscaster is anxiously waiting for
your call. Call Mike 618-654-5064.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Award winning copywriter and producer looking
for position. Have production director experience.
Prefer Midwest, will consider all. Send siation and
salary info to Box C-4.

MISCELLANEOUS

Radiation hazard meters: General Microwave.
model 3. RF range 300 MHz to 18 GHz. $1,195.
702-386-2844.

TELEVISION
BELP WANTED MANAGEMENT

News director: KETV, the Pulilzer Broadcasting
Co. ABC affiliate in Omaha is seeking an aggres-
sive news director. Successfiul candidate must
have the ability to lead and manage a staff of 39
protessionals while working with a strong manage-
ment team. Must have 10 years ol full-time news
experience and live years in news management.
Knowledge of personnel adminisiration, budget-
ing, research interpretation and newsroom com-
puter systems is preferred. No phone calls. Please
send resume to GM, KETV, 2665 Douglas St..

Omaha, NE 68131-2699. EOE.

Traffic manager: Relocate 1o the great Northwest.
We are looking for an experienced traffic manager.
Columbine system experience a plus. Send re-
sumes 1o: John R. Rowland, GSM, KAYU, PO Box
30028. Spokane. WA 99223, ECE.

NELP WANTED SALES

Account executive: Minimum three years experi-
ence. Motivated individual with proven track re-
cord. Willing to develop new business in a stable
Northeast market. A Viacom owned and operated
station. Qualified applicants should send their re-
sume to Box C-5. EOE.

NELP WANTED TECRNICAL

Assistant chiel engineer needed for Midwest
29th market UHF station. Must be highly motivated
indwvidual. Candidate should have at least five
years experience with at least two years in a super-
visory role. Must have experience with Grass
swilchers, computer editors, and Betacam SP.
UHF transmitter experience a plus. Send resume to
Chiet Engineer, KSMO TV, 10 E. Cambridge Circle,
Ste. 300. Kansas City, KS 66103. EOE.

Chief engineer: Southeastern, medium market,
VHF affiliate, leading news, stable ownership. Send
letter with resume to Bone & Associates, Inc., 6
Blackstone Valley Place. Suite 109, Lincoln, RI
02865. EQOE.

Electronic technician: Experienced in repair of TV
broadcasting equipment, including VTR, cameras,
swilchers. microwave. Must be digitally literate and
able to troubleshoot to componert level. Large.
growing national company offers excellent salary,
benefits, opportunity. Thriving economy, great
quality of life, no stale income tax. Resume to:
Director of Engineering, KXAN-TV, PO Box 490,
Austin, TX 78767. Closes April 23. EOE.

Wanted: Freelance editor for on-line Beta suite
equipped with Pinnacle 2100; Dubner 10K; Grass
Valley 141 controller & 100 switcher. Candidates
must be experienced on each piece of equipment.
Fax resume 10: 212-698-2368. ECE.

Hands-on chief engineer needed for network-affil-
iated, group-owned station in the blggest little city
in the world. Must have 5 years experience with 2
years in supervisory role. Experience with GVG,
BTS and Sony tape machines a must. Transmitter
microwave experience a plus. Send resume/salary
requirements to Personnel Director, Sunbelt Broad-
casting Company, 1500 Foremaster Lane, Las Ve-
gas. NV 89101. No tetephone calls. EOE.

If you're a creative, sell directed individual and
have worked in a state-ol-the-art D2 digital environ-
ment, this could be the job tor you! This unique
position requires expertise on SONY DVS-8000,
DVE, digital audio, and Chyron Infinit. Experience
on BVE 9100 a must. Candidate must have strong
editing skills and produce quality work under tight
deadlines. 3-5 years on line editing experience
required. Send resume and salary requiremenis 1o:
WPIX, 220 East 42nd Street, New York, NY 10017.
Employment B. A Tribune Breadcasting station. We
are an equal opportunity employer.

Chief engineer needed for upstate New York, VHF
affiliate. Strong personnel, administrative and
hands-on technical skills required. Send letter and
resume 10 Bone & Associates, Inc., 6 Blackstone
Valley Place, Suite 109, Lincoln, Rl 02865. ECE.

NELP WANTED NEWS

Top 50 affiliate seeks anchor/reporter: We're
looking for a strong on-air performer as well as a
solid reporter with at least 3 years experience in
news. No beginners please. An excellent opportu-
nity for a motivated, creative professional ready to
work with the best team in town. Reply to Box L-26.
EOE.

Morning anchor needed: ! you have the winning
combination of an energetic personality and expe-
rienced reporting skills, you could be our moming
anchor. You'll also report and fill in anchor other
newscasts. We are an affiliate, dedicated, profes-
sional news organization on the East Coast offering
an eégillenl working environment. Reply 1o Box L-
27. .

News producer: #1 slation in markel needs a -

take-Charge news prolessional to produce fast-
paced, well-written newscast. BA/BS and two
years experience needed. Send non-returnable
tape and resume to Desiree Newhar-Hill, E.P.,
KWTV, PO Box 14159, Oklahoma City, OK 73113;
405-841-9968. EOE M/F.

Main anchor needed for top 20 affiliate in highly
desirable city. Looking for personality. experience,
and ability to work with a team. Resumes and
photos to Box L-41. ECE.

#1 weathercaster wanted lor major market affiii-
ate. This could be your job of a lifetime! Send
resume and short description of your presentation
philosophy to Box L-42. EOE.

Wanted: Freelance editorial newswriters satellite
coordinators and mastercontrol operators with edit-
ing experience 1o work in a New York newsroom.
Please fax resumes lo 212-698-2368. EQE.

N T Sl e Y | S e v CLASSIFIEDS msa—esr s e sy

Live television: If you are good at it, this is your
job. Anchorireporter needed for daily, on location
half hour newscast in the 36th market. Must be
able to think on your feel. write 1o video and interest
the audience in a wide range of subjects. Send
tapes and resumes to Rick Gevers, WOOD-TV, 120
College Avenue SE. Grand Rapids, MI 49503. No
phone calls. EOE.

Anchor/reporter: Wanted for Monday thru Friday 6
& 11pm newscast. Looking for a jeader with strong
reporting and writing skills. Send non-returnable
tapes and relerences to: WSAV-TV, Atin: David
\gi)ngtrorn, PO Box 2429, Savannah, GA 31404.

Weekend co-anchor weather plus fill-in and re-
porting. At least two years experience, including
weather and reporting. Degree in meteorology and
AMS Seal preferred. Send your resume/lape be-
fore May 14. 1993 to Judy Baker, Administrative
Assistant, WCYB-TVS, 101 Lee Street, Bristol, VA
24201. EOE/MFHN.

WFSB TV, a Post Newsweek station, is looking
for an experienced and creative producer. The
producer must have strong news judgment and be
able 1o dig out stories from a variety of sources and
then be able to create dynamic, informative and
interesting broadcasts. The assignment calls for a
producer who will work with anchors, reporters,
assignment desk editors, graphic artists and direc-
tors to produce newscasls that combine a commit-
ment to journalism with a flair for production. Sup-
erior writing skills a must. Resume and tape lo
Debarah Johnson, Asst. News Director, WFSB TV 3
Constitution Plaza Hartford, CT 06103. EOE.

Top 100 Midwest network affiliate looking for a
main anchor for its 6 and 10 PM newscasts. Must
have at least two years main anchor or weekend
anchor experience. Looking for someone who is a
leader in the newsroom, is a powerful writer, abte to
do good live shots, has a commanding presence
on the air, and can think on his/her feet. Reply to
Box C-6. EOE.

Reporter: Someone who can huslle. Some experi-
ence would be nice. And, il you could handle the
moming cut-ins, that would be a bonus. Send tape,
resume and letter to; Gene Carlson, News Director,
KTTC-TV, 601 1st Avenue SW, Rochester, MN
55902. Absoiutely no phone calls. EOE.

KWTV is seeking a news photojournalist. Two years
experience shooting and editing TV news. Send non-
relumable tape and resume {o Dave Tamez, KWTV.
PO Box 14159, Oklahoma City, OK 73113, 405-841-
9961. EOEM-F.

News directors: WTXL ABC in Tallahassee, Fiori-
da is seeking a news director. Must have manage-
ment experience and solid background in all facets
of news. Send resume attention Lynn Fairbanks,

- General Manager, 8927 Thomasville Rd., Tallahas- .

see, FL 32312. ECE.

Photojournalist: Minimum one year experience in
an affiliale newsroom. Familiarity with high-eight
and “live” helptul. Fourteen-five plus overtime. 3/4
tape and references to: News Director, 202 Down-
town Plaza, Salisbury, MD 21801. M/F EQE.

Weekend news producer: #1 slation wants ag-
gressive producer who thinks "outside the box”
and takes control of the newscast. No stackers.
Minimum 3-years experience. Send resume and
references to Matt Silverman, WKRC-TV, Cingin-
nati, OH 45219. EOE. No tapes.

Entry level reporter: Send non-relurnable tape to:
WOWL TV, 840 Cypress Mill Road, Florence, AL
35630. No phone calls. EOE.

WPSD news seeks applicants for two positions:
Weekend weathercaster/iweekday reporter. Need
weathercaster for four weekend shows plus week-
day fill-in. Reporting experience a plus. Reporter:
Weekday general assignment reporting. strong
writing a must. For both, degree and experience
preferred. Send tape and resume to: Terry Reeves.
WPSD, 100 Television Lane. Paducah, KY 42003-
5098. M/F/EQE/ADA.
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News director; KNXV, Fox 15 is looking for a
creative. highly motivated individual 1o build and
lead a news depariment. This individual should
have 3-5 years experience as a news director or
producer. This position requires experience in
budgelin%:s well as ability to lead all kinds of
people. llege degree preferred. If qualified,
please send resume, news philosophy and recent
non-retumable tape to Raymond Hunt, General
Manager. KNXV-TV, 4625 S. 33rd Place, Phoenix,
AZ B85040. No phone calls accepted. EOE.

News producer we want it all. We're looking for a
producer who is a newsroom leader, puls on a
newscas! that delivers both information and wat-
chable television and brings fresh ideas to the
table everyday. If that's you send a non-returnable
tape to: WSYX-TV. PO Box 718, Columbus. OH
43216, Attn: News producer. No phone calls
please. WSYX is an equal opportunity employer
and does not discriminate on the basis of race.
color, religion, national origin, disability, sex, age,
or other factors prohibited by law. Company is
especially interested in seeking qualified minority
and women applicants.

WITI-TV, the CBS affiliate serving Milwaukee
seeks innovative creative services producer with a
minimum of 3 years experience in news and pro-
graming promotion. Strong writing and crealive
skills required. College degree in advertising/com-
munication a must. If you're at the top of your game
and looking to work with the best in the business,
rush resume and tape to: Scott Steffey. WITI-TV6,
9001 N. Green Bay Road. PO Box 17600, Milwau-
kee, Wl 53217. Please, no phone calls! EOE.

Creative services director—KPLC-TV- an ABC
affiliate in Lake Charles, LA is searching for a nee-
dle in a haystack. Qualified candidate should have
a thorough working knowledge of videography.
editing. and post production. Creativity, enthusi-
asm. and ability 10 lead a staff of producers are
requirements. Position requires extensive client
conlact and excellent organizational skills. Will
work closely with sales management in developing
and implementing strategies to maximize produc-
tion revenue. Send letter. resume and salary re-
quirements to Veronica Bilbo, EEO Coordinator,
KPLC-TV, PO Box 1488, Lake Charles, LA 70602.
EQE.

NELP WANTED PROGRAMING
PRODUCTION & OTNERS

WUHF-TV, Fox 31 in Rochester is seeking a high-
ly creative promotion producer/director with a mini-
mum of two years experience, including ediling.
Send reel, resume and writing samples to Barbara
Browning, WUHF-TV, 360 East Avenue, Rochester,
NY 14604. Phone 716-232-3700. EOE.

Coordinating producer: C-SPAN, cable television
network, is seeking a coordinating producer to
plan and implement on-air program schedule from
the daily events covered. Will direct work flow of
producers. masler control operators. production
assistants, editors, and Chyron operators. Mini-
mum 5 years relevant work experience and 1 year
management experience required. Strong know-
ledge of public policy issues and experience with
editorial decision-making. Send resume and salary
requirements to C-SPAN, Human Resources/BC,
400 N. Capitol St.. NW Suite 650, Washington, DC
20001. EOE.

Executive producer: Supervise work of news de-
pariment staff, including reporters and anchors.
Coordinate news coverage and special projects
with assignment editors and producers. Supervise
the production aspects of the newscast. Work with
the newscast producers to maintain a consistent
on-air look, including formats. graphics, writing,
elc. Assisl in formulating policy, evaluating person-
nel. Must have "people skills™ 1o work with people
and lead by example. Must be willing to perform
reasonable additional duties as assigned by the
news director. College degree prelerred in journal-
ism or communications. Minimum three years ex-
perience at a commercial television station as pro-
ducer. Please apply to WVEC-TV. 613 Weodis
Avenue, Norfolk, VA 23510 or at our Hampton Bu-
reau, WVEC-TV, 774 Setllers Landing Road.
Hampton. VA 23669. EOE.

Creative director: KERA/KDTN, public TV and ra-
dio, seeks a highly creative individual to manage
award-winning design depariment. Sense of style
and design savvy, plus exceptional leadership and
management abilities essential for this fast paced
environment. 5+ years experience with balanced
background of video, print, and writing. including a
working knowledge of Macintosh and familiarity
with video equipment and editing. Ability 1o work
with small budgels and tight deadlines. Minority
candidates encouraged to apply. Send resume,
salary history. non-returnable samples and reel to:
Hoyt Neal, KERA, 3000 Harry Hines Blvd.. Dallas
TX 75201. EOE.

Paintbox artist: WLS-TV in Chicago is seeking a
part-time graphic artist with experience on Quantel
Paintbox. Send resume and demo reel ASAP 1o:
Fran Preston, Director of Creative Services, WLS-
TV. 190 N. State Street. Chicago. IL 60601, 312-
750-7303. EOE.

SITUATIONS WANTED MANAGEMENT

Consulting, trouble shooting, training, etc. For-
mer tratfic manager with eight years experience, all
aspects Columbine traflic system. Reasonable
rates. Also available for temporary work. Call Flo.
Compu-Con Plus. 508-673-7483.

SITUATIONS WANTED NEWS

Unigue interviewer Mike Wallace said it would be
"utterly fascinating™ to see Jan interview the politi-
cal leaders of our nation. Send for a tape of Senator
Biden. Congressman Hyde. Mike Wallace or others
to see for yourself. Call Jan Helfeld 809-791-5664.

Broadcaster looking for an opporiunily in news
and/or sports anchoring/reporting. Prefer medium
to large sized markets. Very dependable. single
wilh great voice and appearance. Over nine years

.of prolessional selling experience. Can do play-by-

play. Will make your station look good. Interested in
any and all opportunities. Willing to relocate. Reply
to Box C-7.

SITUATIONS WANTED PROGRAMING
PRODICTION & OVNERS

Director, 5 years experience directing prime time
news in top 20 market. Also, talk. variety. and
remotes. Smaller markets considered. Call 209-
244-7220.

MISCELLANEOWS

Public domain package: VHS 225 titles include
movies, carloons. documentaries & serials.
$1,000.00. PO Box 20596, Sarasota. FL. 813-371-
0024.

Jobs nationwide! Television. radio. coOrporate
communications. All fields. From major market 1o
entry-level. Broadcasling’s most comprehensive
employment-listings service! Now in our 9th year.
Media Marketing/THE HOT SHEET. PO Box 1476—
PD. Palm Harbor, FL 34682-1476. 813-786-3603.
Fastfax: 813-787-5808.

SATELLITE
MISCELLANEO®S

Wanted fo lease: Satellite SAV/audio subcarrier(s)
on full time Ku transponder. Contact Bill B. at 916-
348-9510, or fax 916-348-9589.
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ALLIED FIELDS
NELP WANTED ADMINISTRATION

Florida State University: Director of university
communications. Florida State University seeks
nominations and applications for the position of
director of university communications. The chief
communications officer of the university. this indi-
vidual provides leadership for all major communi-
cations functions, interacts closely with senior ad-
ministration 10 coordinate major public events on
and off campus. and has administralive responsi-
bility for the publications, media relations. radio
and TV broadcast operations of the university. Re-
porting direclly to the president, the director of
universily communications works with various con-
stituencies within the university (schools and col-
leges. office of admissions, direct supporl organi-
zations, etc.) to provide strategic communications
planning. foster strong coordination of communica-
tions. and assist in making the university’s re-
search. teaching and service activilies visible and
compeliing 1o its various publics. Although a doc-
toral degree is desirable. the minimum qualifica-
tions include a master's degree and three years of
directly related professional work experience of a
bachelor's degree and five years of experience.
The successful candidate will exhibit strong lead-
ership, superior wriling and oral communication
skilis. a thorough understanding of design and edi-

-torial concepls as they relate to larger communica-

tions strategies. and knowledge of new and emerg-
ing communications technologies. Experience in a
higher education setting is preferred. Florida State
University is a comprehensive graduate research

_institution of sixteen colleges and schools with

same 1,500 faculty and more than 28,000 students.
A member of the State University System of Florida,
FSU is located in Tallahassee. Florida's beautiful
capital city with an area population of 225,000.
Salary range: $41.810 to $75.300. Applicants
should submit, by May 20, 1993, a letter of applica-
tion, two resumes and three letters of reference to:
Dean Elisabeth Muhlenield, Chair, Search Commit-
tee for the Director of University Communications,
212 Westcott R-35, Florida State University. Talla-
hassee. FL 32306-1045, Florida State University is
an equal opportunity/affirmative action employer.
Women and minorities are encouraged o apply.
The "Government in the Sunshine” laws of the state
of Florida require that all documents related 1o the
search process, including letters of nominations
and application, be available for public inspection.

FIRANCIAL SERVICES

Immediate financing on all broadcasting equip-
ment. If you need $2,000-$500,000. Easy to qualify,
fixed-rate. long term leases. Any new or used
equipment & computers, 100% financing, no down
paymenl, No financials required under $50.000.
refinancing existing equipment. Call Mark Wilson at
Exchange National Funding. 800-275-0185.

Lease purchase option. Refinance existing equip-
ment. Lease purchase new equipment, no down
payment. No financials up lo $70.000.00. Carpen-

‘ter & Associates, Inc. Voice 501-868-5023, Fax

501-868-5401.

EDUCATIONAL SERVICES

"On-camera coaching: Sharpen TV reporting and

anchoring/teleprompler skills. Produce quality demo
tapes. Critiquing. Private lessons with former ABC
News correspondent, 914-937-1719. Julie Eckhert.
Eckhert Special Productions.

WANTED TO BUY EQUIPRENT

Used videotape: Cash for 3/4” SP, M2-90's, Beta-
cam SP's. Call Carpel Video 301-694-3500.
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FOR SALE EFQUIPMENY
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PROGRAMING SERVICES

AM and FM transmitters, used, excellent condi-
tion, tuned and tesled your frequency. Guaran-
leed Financing available. Transcom. 800-441-
8454, 215-884-0888. Fax 215-884-0738.

Harris MW50B, excellent condition, luned and
tested. lots of spares. Transcom. 800-441-8454.
215-884-0888. Fax 215-884-0738.

Broadcast equipment (used): AM/FM transmit-
lers, RPU's, STL's, antennas, consoles, process-
ing, turntables, automation, tape equipment, moni-
tors, etc. Continental Communications, 3227
Magnolia, St. Louis, MO 63118, 314-664-4497. FAX
314-664-9427.

Video switches: 3M model 101 vertical switches.

Tenin, one oul. Audio follow video. $185. 702-386-
2844.

TV transmitter: G0KW, channel 19, RCATTU-60C,
pulsar, exira exciler. Megastar 702-386-2844.

Videotape: Lowesl prices, absolutely highest qual-
ity of evaluated videotape. 1, 3/4*, M2, D2, Beta-
cam, 5P, elc. We will beal any price. Cal! for quote
or catalog. Carpel Video 800-238-4.

For sale: 500 foot utility tower, 11 years old, in
South Texas, call Chris 210-689-3333.

RADIO
PROGRAMING SERVICES

Lum and Abner

Are Back
. .piting up profits
for sponsors and stations.
15-minute programs from
1 the golden age of radic.
PROGRAM DISTRIBUTORS = PO Drawer 1737
Jonesboro, Arkansas 72403 m 501/972-5884

PUBLIC NOTICE

PUBLIC NOTICE

The Board of Directors of National Public
Radio will meet in open session Sunday,
May 9, 1993, beginning at 9:30 a.m. at
the Washington Hilton & Towers Hotel,
1919 Connecticut Ave., N.W., Washing-
ton, D.C. 20009. Subject to amendment,
the agenda includes: Chair's Report,
President’s Report, Committee Reports.
The Board Committees will meet in the
same location on Saturday, May 8.

TELEVISION
HELP WANTED SALES

LEARN TO SELL
TV TIME
Call for FREE Info Packet

ANTONELLI MEDIA
TRAINING CENTER
(212) 206-8063

We’re Buying
Program Blocks
For CASH!

ValueVision, America’s
FRIENDLIEST cable and
broadcast television home
shopping network is seeking
expansion of its broadcast
time-buying program. We
pay UP FRONT for iong-
term schedules of morning
and/or afternoon and/or
weekend blocks (2-5 hours
daily). Payments are
modest per-hour, but add up
to SUBSTANTIAL, in-
advance cash annually.
Overnights O K. if some
daytime hours included.
Viewers will call to say
“Thanks!” Great for Indies
toughing it out in rugged
markets. Equity investments
considered.

Fax or call:

Steve Cunningham, V.P.
ValueVision International, Inc.
DENVER OFFICE

(303) 860-1899

(303) 860-1599 FAX

Minneapolis Office
(612) 831-1407
(612) 831-4870 FAX

EMPLOYMENT SERVICES CONTINUED

Anchors © Reporters » Producers
Videographers e Editors e Pursonalities
DIRECT VIA SATELLITE

Your Tape Uplinked Naticerside to
News Directors © Agents
Head Hunters ¢ Programimsn:
ENTRY LEVEL TO MAJOR MARMNET
High Impact * High Visibility
Low Cost » Tremendous Value

TALENT/LINK

Call Toll Free 1-800-765-3331
Your Link To A Carver

HELP WANTED MANAGEMENT

ALLIED FIELDS
EMPLOYMENT SERVICES

Get an edge!
Offering performance

coaching and demo tape
production for news and
sports anchors/reporters.
Phone: 408-446-3323

UNUSUAL OPPORTUNITY
FOR
RADIO OR TV MANAGER

Nationwide Communications Inc. is seeking
a bright and creative general manager for its
private cable system in Houston, Texas. We
are looking for an individuai with leadership,
business and marketing skills to manage the
growth of one of the iargest apartment com-
plex cable operations in the United States
and are seeking radio or television manage-
ment. Call Willard Hoyt 614-249-7672 or
write to Nationwide Communications Inc.,
One Nationwide Plaza, Columbus, Ohio
43221. Nationwide Communications Inc. is
an equal opportunity employer.

FOR SALE EQUIPMENT
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Presstl] Radio jobs. updated daily

Television jobs, updated daily

Hear “Talking Resumeés™

To record “Talking Resumés” and

employers (o record job bpenings
[ Entry level positions

1:800-726-J0BS

SAVE MONEY
AND MEET THE JULY 1 STL DEAD-
LINE WITH MARTI FCC APPROVED
TRANSMITTERS. COMPOSITE STL-15C
$3500.00 MONO STL-10 $1645.00.
Guaranteed 10 work with your current
system. Call Dan at (817) 645-9163.

WANTED TO BUY STATIONS

New radio group seeks c/f
positive situations. Must
be easily accessible in
continental U.S.

Reply to Box L-44.
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FOR SALE STATIONS

MDS STATION FOR SALE

Fully Operational 20 Watt MDS Station in
La Habra, CA (Channel H-2 — 2665 Mhz).
Available for an immediate Purchase or a
Lease with an Option to Purchase.
— Principals Only —
Contact: American Communication
Services ( 312/472-4779.

EARLY DEADLINE NOTICE

Due to the observation of Memorial Day, the

deadline for the May 31, 1993 issue is Friday,
May 21, 1993 at Noon.

FOR SALE

50KW AM AND CLASS C FM, IN
SOUTHWESTERN TOP 50 MAR-
KET. SERIOUS BUYERS ONLY
PLEASE. P.O. BOX 25670, HO-
NOLULU, HAWAII 96825.

FOR SALE

Fuli-day, individual seminar for radic investors, given
privately to you. Group ownerfoperalor with 22 years
experience and ex-NAB General Counsel explain
station search, negolialion, financing FCC rules,
takeover, and many other topics you choose. Learn
how 10 buy in today's environment. Call Robin Martin
or Erwin Krasnow today for details and a brochure.
The Deer River Grou
Washington, D.C.—(202) 659-3331

CENTRAL MISSISSIPPI 20KW FM
Small town with new industry — No com-
petition in local market — Studio, real
estate, tower & building at one location —
new transmitter — absentee owner.

601-352-6673

OPERATING L.P.T.V.

Rochester, N.Y. with or without Pro-
duction Equipment/Studio (real es-
tate). Some owner financing. Have
C.P.'s for Rochester, Buffalo, Tampa
to co-develop with your marketing
plans — Call (716) 544-3820.

LPTV FOR LEASE ON
WORLD TRADE CTR.
FAX TO 516-627-4469

T LR R
~ FOR LEASE
HIGHER-POWERED

NEW ENGLAND AM

Prosparous Morket of 300,000. Licensed to city, not suburb

AT
Sy
00T
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617-449-5618

BROADCASTING & CABLE’S CLASSIFIED RATES

Al orders to place classified ads & all correspondence pertaining o this section
should be sent to: BROADCASTING & CABLE, Classified Department, 1705 De-
Sales St., N.W., Washington, DC 20036. For information call (202) 659-2340 and ask
for Mitzi Miller.

Payable in advance. Check, money order or credit card (Visa, Maslercard or
American Express). Full and correct payment must accompany all orders. All
orders must be in writing by either ietter or Fax 202-293-3278. If payment is made
by credit card, indicate card number, expiration date and daylime phone number.

Deadline is Monday at noon Eastern Time for the following Monday's issue. Earlier
deadlines apply for issues published during a week containing a legal holiday. A
special notice announcing the earlier deadline will be published. Orders, changes,
and/or cancellations must be submitted in writing. NO TELEPHONE ORDERS,
CHANGES, AND/OR CANCELLATIONS WILL BE ACCEPTED.

When placing an ad, indicate the EXACT category desired: Television, Radio,
Cable or Allied Fields; Help Wanted or Silualions Wanted; Management, Sales,
News, etc. If this information is omitted, we will determine the appropriate category
according to the copy. NO make goods will be run if all information is not included.
No personal ads.

The publisher is not responsible for errors in printing due to illegible copy—all copy
must be clearly typed or printed. Any and all errors must be reported to the
Classified Advertising Department within 7 days of publication date. No credits or
make goods will be made on errors which do not materially affect the advertise-
ment.

Publisher reserves the right 1o alter classified copy to conform with the provisions of
Title Vi of the Civil Rights Act of 1964, as amended. Publisher reserves the right to
abbreviate, alter, or reject any copy.

Rates: Classified listings (non-display). Per issue: Help Wanted: $1.60 per word,
$32 weekly minimum. Situations Wanted: 80¢ per word, $16 weekly minimum. All
other classifications: $1.60 per word, $32 weekly minimum.

Word count: Count each abbreviation, initial, single figure or group of figures or
letters as one word each. Symbols such as 35mm, COD, PD, elc., count as one
word each. A phone number with area code and the zip ¢ode count as one word
each.

Rates: Classified display (minimum 1 inch, upward in half inch increments). Per
issue: Help Wanted: $138 per inch. Situations Wanted: $69 per inch. All other
classifications: $138 per inch. For Sale Stations, Wanted To Buy Stations, Public
Notice & Business Opportunities advertising require display space. Agency com-

~ migsion onty on display space. Frequency rates available.

Blind Box Service: (In addition to basic advertising costs) Situations wanted: No
charge. All other classifications: $15 per ad per issue. The charge for the blind box
service applies to advertisers running listings and display ads. Each advertisement
must have a separate box number. BROADCASTING & CABLE will not forward
tapes, transcripts, porticlios, writing samples, or other oversized materials; such
materials are relurned to sender. Do not use folders, binders or the like. Replies to
ads with Blind Box numbers should be addressed to: Box (letter & number), c/o
BROADCASTING & CABLE, 1705 DeSales St., NW, Washington, DC 20036.
Confidential Service. To protect your identity, seal your reply in an envelope
addressed 1o the box number. In a separate note list the companies and subsidiar-
ies you do not want your reply to reach. Then, enclose bolh in a second envelope
addressed to CONFIDENTIAL SERVICE, Broadcasting & Cable Magazine, al the
address above.

For subscription information
call 1-800-554-5729.

e e ———— ey CLASSIFIEDS i
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Now-June 13-—-The Museum of Television
and Radio screens seven onginal Honeymooners
sketches not seen publicly since first broadcast in
1951 and 1852. Museum, New York. Diane Lewis,
(212) 621-6685 or Dana Rogers, (212) 621-6705.

May 2-5—Women In Cable 12th nalional man-
agement conference. Palmer House Hilton, Chica-
go. Information: Renee Kaiser, (312) 661-1700.

May 4—"Triple Demo Power,” local ad sales
seminar sponsored by Arts and Entertainment,
Lifetime Television and ESPN. Omni Nether-
lands, Cincinnati. Information: Ann Marie Lachina,
(718) 482-4264.

May 6—"Triple Demo Power,” local ad sales
seminar sponsored by Arts and Entertainment,
Lifetime Television and ESPN. Ritz Carlion,
Houston. Information: Kristen Slosek, (310) 286-
3000.

May 6—Federal Communication Bar Associa-
tion, New York chapter, luncheon. Speaker: FCC
Commissioner Andrew Barrett. CBS, New York.
Information: Andrew Siegel, (212) 975-7419.

May 7-8—Crange County Sports Careers Summit
sponsored by Sports Careers AHtendees include
ESPN, USA Today and CBS Sports. Hyatt Re-
gency, Irvine, Calif. Information: 1-{800)-776-7877.

May 9-12—Canadian Cable Television Asso-

_“

ciation 36th annual convention and cablexpo.
Metro Toronto Convention Center, Torento. Infor-
mation: Sylvie Powell, (613) 232-2631.

May 10-12-—Cabie Television Administration
and Marketing Society pay-per-view conference.
Hyatt Regency, New Orleans. Information: (703)
545-4200.

May 10-12—"Leaming Sclutions,” interactive ex-
hibition of advanced satellita and interactive tech-
nologies sponsored by PBS. Raybum House Of-
fice Building, Washington. Information: Eric
Thomas, (202} 822-9491 or Robb Deigh, (703)
739-5392,

May 11—"Triple Demo Power,” local ad sales semi-
nar sponsored by Arts and Enterfainment, Lifetime
Television and ESPN. Hyatt Regency, Irvine, Calif.
Information: Terry Wojahn, (212) 205-8900.

May 12—international Radlo and Television
Society Annual Meeting Luncheon honoring CBS
News correspondent and 60 Minutes co-editor,
Mike Wallace with the Broadcaster of the Year
Award. Waldorf-Astoria, New York. Information:
Marilyn Ellis, (212) 867-6650.

May 13— The first william S. Paley lecture
sponsored by The Museum of Television and
Radio. Speaker. Don Hewitt, executive producer,
CBS News's 60 Minutes. Museum, New York. In-
formation: Diane Lewis, (212) 621-6685 or Dana
Rogers, (212) 621-6705.

May 13—"Triple Demo Power,” local ad sales
seminar sponsored by Arts and Entertainment,

MAJOR MEETINGS

Lifetime Television and ESPN. San Francsiso
Airport Marrioft, San Francisco. Information: Ron
Davis, (310} 556-7500.

May 17-18-—National Infomercial Marketing
Assoclation second annual mid-year meeting,
Plaza Hotel, New York. Information: David Sav-
age, (202) 962-8342.

May 18— "Triple Demo Power,” local ad sales
seminar sponsored by Arts and Entertainment,
Lifetime Television and ESPN. Silver Spring
Holiday Inn, Silver Spring, Md. Information: Janis
Rusek, {203) 585-2251.

May 18-20—Association of National Advertis-
ers magazine, newspaper and radio advertising
forum. Plaza Hotel, New York. Information: Renee
Paley or Roseward Sky, (212) 697-5350.

May 20— "Triple Demo Power,” local ad sales
seminar sponsored by Arts and Entertainment,
Litetime Television and ESPN. Holiday Inn
Crown Plaza, Seattle. Information: Kristen Slosek,
{310) 286-3000.

May 25—"Triple Demo Power,” local ad sales
seminar sponsored by Arts and Entertalnment,
Litetime Television and ESPN. Sheraton Need-
ham, Boston. Information: Shelly Hunter, (203)
585-2480.

May 26—National Association of Minorities in
Cable, Washington, D.C. chapter, annual
awards dinner honoring Gayle Greer, group VP,
Time Wamer Cable. Hyatt Regency, Crystal City,
Va. Information: Tracey Johnson, (703) 875-0430.

May 5-9—Public Radio annual conference.
Washington. Information: (202) 822-2000.

May 5-9—National Association of Black
Owned Broadcasters spring management
conference. Hilton Head, 8.C. Information:
(202) 463-8970.

May 15-19—Radio Advertising Bureau
spring board meeting. Detroit. Information:
(212) 387-2100.

May 16-19—NBC affiliates meeting. Walt
Disney World, Orlando, Fla. Information: (212)
664-2928.

May 16-19—Broadcast Cable Financial
Management Association 33rd annual con-
vention. Buena Vista Palace, Lake Buena
Visla, Fla. Information: {708) 296-0200.

May 19-23—American Women in Radio
and Television annual convention. Qrlando,
Fla. Information: (202) 429-5102.

May 25-27—CBS aftitiates meeting. Waldorf
Astoria Hotel, New York. Information: (212)
975-4321.

June 3-4—Fox affiliales meeting. Beverly
Hilton Hotel, Beverly Hills, Calif. Information:
(310) 203-3066.

June 6-9— National Cable Television As-
sociation annual convention. San Francisco.
Information: {202) 775-3669.

June 9-10-—ABC affiliates meeting. Century

Plaza Hotel, Los Angeles. Information: {212)
456-7777.

June 10-15—18th Montreux International
Television Symposium and Technical Exhi-
bition. Montreux Palace, Montreux, Switzer-
land.

June 13-16—Broadcast Promotion and
Marketing Executives & Broadcast Design-
ers Association annual conference and expo.
Walt Disney World Dolphin and Swan Hotels,
Crlando, Fla. Information: (213) 465-3777.

June 22.25—National Association of
Broadcasters board of directors meeting.
Washington.

July 15-17— Sateilite Broadcasting and
Communications Association summer trade
show. Opryland Holel, Nashville. Information:
(703) 549-6990..

July 18-21—Cable Television Administra-
tion and Marketing Society annual conven-
tion. Atlanta. Information: (703} 549-4200.

July 31-Aug. 3—Wireless Cable Associa-
tion International annual exposition and con-
vention. Marrictt Orlando World, Orlando, Fla.
Information: (319) 752-8336.

Aug. 25-27—Eastern Cable Show sponsored
by Southern Cabie Television Association.
Atlanta. Information: (404) 255-1608.

Sept. 8-11—Radic '93 convention sponsored
by Nationai Association of Broadcasters.

Dalias. Information: {202) 429-5300.

Sept. 16-20—International Broadcasting
Convention. Amsterdam. Information: 44 71
240 3839

Sept. 29-0Oct. 2—Society of Broadcast En-
gineers national convention. Miami Beach. In-
formation: (317) 253-1640.

Sept. 29-Oct.2—Radio-Television News
Directors Association conference and exhibi-
tion. Miami. Information: (202) 659-6510.

Oct. 5-7—Atlantic Cable Show. Allantic City
Convention Center, Atlantic City, N.J. Informa-
tion: (609) 848-1000.

Oct. 12-17—National Biack Media Coali-
tion national conference. Radisson Plaza Hotel
at Mark Center, Alexandria, Va. Information:
(202) 387-8155.

Qct. 17-19—Associaton of National Adver-
tisers B4th annual meeting and business con-
ference. Naples, Fla. Information: (212) 697-
5950.

Oct. 29-Nov. 2—Society of Motion Picture
and Television Engineers 135th technical
conference and equipment exhibition. Los An-
geles Convention Center, Los Angeles. Infor-
mation: (914) 761-1100.

Dec. 1-3—Western Cable Show sponsored
by California Cable Television Association.
Anaheim Convention Center, Anaheim, Calif.
Infermation: (510) 428-2225.
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Watching weather
warnings

EDITOR: Dr. Neil Frank of KHOU-

Tv Houston sounds a warning on
warnings in his Feb. 22 **‘Monday
Memo.”’ It would seem that no one in
the meteorological or broadcast
communities has the legal responsibil-
ity nor the means to warn the public
of traumatic weather events but the
National Weather Service (NWS).

The three groups Dr. Frank iden-
tifies are not part of a linear action
group, meaning that the second has
to wait for the first to act and the third
has to wait for the first and second
to act before they respond. Yet the
scenario for wamnings by NWS, lo-
cal government and finally the media
is what he sees as the system. That
type of system is doomed to failure for
exactly the reasons he states.

In many locales where profes-
sional broadcast meteorologists are
employed, innovative quick re-
sponse approaches have been designed
and are successfully accomplished.
The utilization of information from
volunteer Ham Radio Operators on
*SKYWARN"" Networks, weather-
spotter networks and good common
meteorological sense has reduced
this time from occurrence to **air-
ing’’ to much less than Dr. Frank indi-
cates as the norm.

In regions where a strong rela-
tionship between the NWS and profes-
sional meteorological media outlets
exists, the public enjoys the fastest,
most comprehensive and, most im-
portant, consistent warning services.

Convoluted, confusing and some
downright silly regulatory aspects of
the EBS system in the airing of
those warnings also muddy the issue.
Example: A station airing a warn-
ing in a rapid time could find itself in
censure for not having a visual or
text redundancy to a live talent on-
screen, while a neighboring station
that opted not to warn at all would be
held blameless. That, however, is a
subject for another time.

Commercially available systems
for automatically airing EBS messages
sound fine on the surface and do, in
fact, have their place—particularly at
stations that do not have a profes-
sional meteorological presence for the
entire broadcast day. The likeli-
hood of those systems being used in an
automatic interruption of broadcast
mode I suspect will be very few. Ei-
ther master control or the news
manager on duty would be an opera-
tional interface here.

A National Weather Service un-
dergoing massive restructuring and re-
organization will rely even more on
the commercial media for the dissemi-
nation of their products, and a cli-
mate of cooperation and commitment
serves best those we all should be
most concerned with, the public.—
Rav Boylan, director of weather
services, WSOC-Tv, Charlotte, N.C.,
and chairman, board of broadcast
meteorology, American Meteorologi-
cal Society.

EDITOR: I was quite pleased to see
the Feb. 22 **Monday Memo"’ com-
ments of KHOU's Neil Frank con-
cerning severe weather warning proce-
dures. However, I do wish to take
exception to several points.

First, I would dispute that a visu-
al crawl is the most effective way of
giving the message to the viewer. If
someone is looking away from the
screen, the message is missed and
the **warning is not a warning.”” An
aural warning is much less likely to
be missed.

I also disagree that investing in
new technology is essential. Every
station in the country is (or should
be) equipped with the necessary de-
vices to receive and retransmit
Emergency Broadcasting System acti-
vations. Here in the Bay Area,
weather warnings prompt an activation
of the local-level EBS, allowing
immediate aural warnings to be broad-
cast, regardless of whether or not
news personnel are available. Com-
puter-generated crawls would,

however, provide a useful means of
repeating the information, after the
initial alert, in a less disruptive man-
ner. EBS is not perfect (and the in-
dustry is working on that) but, if exe-
cuted properly, can be quite
effective.

Most disturbing to me was the
remark that a computer-generated
crawl could be sent directly to air,

**if you are willing to risk crawling
over a commercial...”” There

should be no question in anyone’s
mind that a tornado or severe thun-
derstorm warning should take absolute
priority over any commercial, pro-
gram, or other material. To delay a
weather warning until after a com-
mercial break, to even consider such a
policy, is to needlessly endanger

the public. That’s why the good Lord
invented the make-good.

Finally. a warning is not a warn-
ing if the viewer is watching any cable
channel other than a local broad-
caster (or a local cable-news channel,
in the few areas thus served). The
cable industry is constantly crying
about the horrible cost of installing
equipment to give them EBS capabili-
ty, and it is obvious that the indus-
try will not do so unless forced by
Congress or the FCC. The time has
long since passed for such action.—
Alan Kline, Pacifica, Calif.

Kudos

EDITOR: Congratulations to the ar-
chitects of the magazine’s new look.
The redesigned cover incorporat-
ing cable, the inside layout, use of col-
or, the Fast Track department,
make a most readable and inviting
package.
You have entered the 21st centu-
ry early and with flying colors! The re-
sult of the effort is impressive. It all
seems so fresh and new—indeed the
magazine is the Newsweekly of
Television and Radio.—Robert F.
Blake, director, media relations,
The National Academy of Television
Arts and Sciences, New York.
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Compiled by BROADCASTING & CABLE
for the period of April 19-April 23 and
based on filings, authorizations and oth-
er FCC actions.

T e
OWNERSHIP CHANGES

Applications

B KSSN(FM) Little Rock, AR (BALH930405GG:
95.7 mhz; 92 kw; ant. 1,663 ft.)—Seeks assignment
of license from Southern Skies Corp. to H & D
Entertainment Inc. Assignment represents merger
between companies to form new company Ameri-
can Skies; no cash will be exchanged. Assignor is
headed by Jerome Atchley, who will own 40% of
American Skies. Southern Skies is also licensee of
KZSN-AM-FM Wichita, KS (see below). Assignee is
headed by Joel M. Hartstone and Barry J. Dick-
stein. Hartstone, Dickstein and their families will
each own 12.5% of American Skies. Hartstone and
Dickstein also have interests in iicensees of WFPG-
AM-FM Atlantic City, NJ; WKOE(FM) Ocean City,
NJ;  WKRS(AM)-WXLC(FM)  Waukegan, IL;
WBSM(AM)-WFHN(FM) New Bediord, MA;
WTLB(AM)-WRCK(FM) Utica-Rome, NY; WSUB-
(AM)-WQGN(FM) New London, CT. Filed April 5.

u KZSN-AM-FM Wichita, KS (AM: BAL930405GH,;
1480 khz; 5 kw-D, 1 kw-N; FM: BALH930405G);
102.1 mhz; 100 kw; ant. 1,032 fi.; see KSSN(FM)
Little Rock. AR, above).

BWFTY(TV) Washington and WHLL(TV)
Worcester, MA (WFTY: BTCCT930412KH; ch. 50;
2,450 kw-V; 1,860 kw-A; ant. 570 f.; WHLL
BTCCT930412KF; ch. 27; 1,195 kw-V; 245 kw-A;
ant. 1,531 #.}—Seeks transfer of control of Andrew
Hill Trust No. 2 for no cash consideration; Peter
Cantrell, trustee for licensee, is assigning station to
Nolanda Hill as new trustee. Filed April 12.

® WETG(TV) Erie, PA (BTCCT930409KF; ch. 66;
35.5 kw-V; 3.6 kw-A; ant. 886 ft.)—Seeks transfer
of control of Gannon University Broadcasting Inc.
University President M. Daniel Henry resigned; vot-
ing control of licensee will transfer to new president
David A. Rubino. Licensee also owns WERG({FM)

= _
Abbrcviations: AFC—Antenna For Communications:
ALJ—Administrative  Luw  Judpe:  alt.—alicmale:
unn.—unnuuncl:d: ant.—antenna: avr.—avral: aux.

auxiliary: ch.—channel: CH—ritival hours.: chg.

change: CP—cunstruction permit: D—day: DA—di-
rectional antenna: Doc.—Docket: ERP—eflective ra-
diated power: Freq—frequency: H& V—horizontal and
vertical: khe—Kilohertz: kw—Kilowatts: lic.—livense;
m—nwters. mhz—megahenz, mi.—miles: mod.

maodification; MP—madilication permit: ML—maodifi-
cation livense: N—night: pel. lor recon.—petition Tor
reconsideration: PSA—presunnse service authority:
pwr.—power: RC—remote control: S-A-—Scientific-
Atlanta: SH—specified hours: SL—studiv location:
TL—transmitter location: trans —transmitier: TPO—
transmittcr power vutput: U or ual.—unlinited hours:
vis.—visval:  w—wane:  *—noncommercial.  Six
groups of numbers at end of facilities changes items
refer to map coordinaies. One mcter equals 3.28 lect.

Erie, PA. Filed April 9.

8 *KRKD(FM) Dunsmuir, CA (BAPED930401GF;
100.1 mhz; 3 kw; ant. 157 fi.)—Seeks assignment
of CP from St. Michaels Catholic Radio 1o Strategic
Products Corp. for $30.000. Seller is headed by
Kimberly M. Thompson and has no other broadcast
interests. Buyer is headed by Keith Bussman and
John K. LaRue and owns 60% of voting stock of
licensee of KUKI-AM-FM Ukiah, CA. LaRue is also
permittee of KSPY(FM) Quincy, CA. Filed April 1.

= WKMI(AM)}-WKFR-FM Kalamazoo-Battle
Creek, Mi (AM: BTC930315Gl); 1360 khz; 5 kw-D, 1
kw-N; FM: BTCH330315GJ; 103.3 mhz; 50 kw; ant.
500 ft.}—Seeks transfer of control of Hicks Broad-
casting Corp. for no cash consideration. Transfer
represents merger of Hicks Broadcasting into Air-
Borne Group Ltd.; earlier application to merge Air-
Borne into Hicks Broadcasling was dismissed (see
“For the Record,” April 5). Licensee is headed by
David Hicks and has no other broadcast interests.
Air-Borne is headed by Edward J. Sackley lIl; merg-
er will include Sackiey'’s WRKR(FM) Portage, MI.
Filed March 15.

B KSJL(AM) San Antonio, TX (BAL930409EC;
760 khz; 50 kw-D, 1 kw-N}—Seeks assignment of
license from Inner City Broadcasting Corp. of San
Antonio to Clear Channel Radio Licenses Inc. for
$800,000 (see “Changing Hands,” p. 49). Filed
April 9.

® WAMJ(AM) South Bend, IN (BAL930408EA;

1580 khz; 1 kw-D, 500 w-N)}—Seeks assignment of
license from Barrister Investment Co. to Times
Communications Inc. for $27,000. Seller is headed
by Richard and Debra Van Mele, husband and wife,
and has no other broadcast interests. Buyer is
headed by William R. Dobslaw and has no other
broadcast interests. Filed April 8.

8 KLXR(AM) Redding, CA (BAL930409EB; 1230
khz; 1 kw-U}—Seeks assignment of license from
Eugene L. Hill and Joy D. Hill to Redding Radio
Corp. for $94,900. Sellers have no other broadcast
interests. Buyer is headed by Ann E. Ridyard and
has no other broadcast interests. Filed April 9.

= KNJM(FM) Lincoln City, OR (BAPH930406GE;
95.1 mhz; 24.5 kw; ant. 709 fi.)—Seeks assignment
of CP from Lincoln City Broadcasting Corp. to Elite
Broadcasting Inc. for $17.500. Seller is headed by
Nathaniel Montague. who also has interests in per-
mittee of KWQH(FM) San Luis Obispo, CA. Buyer
is headed by Jack Schult and has no other broad-
cast interests. Filed April 6.

1 KWAI(AM) Honolulu (BTC930412EE; 1080 khz;
5 kw-U}—Seeks transfer of control of Radio Hawaii
Inc. to Wagenvoord Advertising Group Inc. Carolyn
Wagenvoord is transferring her 50% interest in |i-
censee o David Wagenvoord as part of result of
divorce settiement. Wagenvoord is also licensee of
KLAV(AM) Las Vegas. Wagenvoord and Lola Wa-
genvoord each also owns 37.5% of stock of licens-
ee of KNRY{AM) Monterey, CA. Filed April 12.

= WTYN(AM) Tryon, NC (BAL930412ED; 1160
khz; 10 kw-D, 500 w-N)—Seeks assignment of li-
cense from Radio Hendersonville Inc. to Anchor
Baptist Broadcasting Assn. for $153,644. Seller is
headed by Arthur V. Cooley and is also licensee of
WHKP(AM) Hendersonville and WPNF(AM) Bre-
vard, both North Carclina. Buyer is headed by Ran-
dy C. Barion and is licensee of WGCR(AM) Pisgah
Forest and WKJV(AM) Asheville, both North Caroli-
na. Filed April 12.

& KVMX(FM) Eastland, TX (BALH930407GF; 96.7
mhz; 2.85 kw, ant. 306 ft.)—Seeks assignment of
license from Eastland Broadcasting Inc. to Luck
Broadcasling Co. for $100,000. Seller is headed by
John E. Conner and has no other broadcast inter-
ests. Buyer is headed by Elmer Atticus Luck and
has no other broadcast interests. Filed April 7.

8 WXYB(AM) Indian Rocks Beach, FL (BA-
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L930409EA; 1520 khz}—Seeks assignment of li-
cense from Moody Bible Institute of Chicago to ASA
Broadcasting Inc. for $31,000. Seller is headed by
Joseph M. Stowell and William F. Mitchell Sr., and
is licensee of 5 AM's and 11 FM's. Buyer is headed
by Sofirios Agelatos and has no other broadcast
interests. Filed April 9.

8 KTVI(TV) Si. Louis and WVTM-TV Birming-
ham, AL (KTVI: BALCT930409KG; ch. 2; 100 kw-
V: 20 kw-A; ant. 1,085 ft.; WVTM: BALCT930409KI;
ch. 13: 316 kw-V; 47.4 kw-A; ant. 1,340 ft. }—Seeks
assignment of license from KTVI-TV Inc. to KTVI
Argyle Inc. for $80 million. Purchase price includes
$35 million for KTVI and $45 million for WVTM.
Sale is first of two-part transaction for four Times
Mirror television stations for $335 million (“Chang-
ing Hands,"” April 5). Filed April 9.

® WCGR(AM)}-WLKA(FM) Canandaigua, NY (AM:
BAPLY30301GF;, 1550 khz; 250 w-D; FM:
BALH930301GG: 102.3 mhz; 3.4 kw; ant. 282 ft.}—
Seeks assignment of CP from Dell Broadcasting
Inc. to Canandaigua Broadcasting Inc. for assump-
tion of debt; assignor is in default of payments.
Buyer is headed by George W. Kimble and has
interests in licensees of permittees of WILF-TV Wil-
liamsport, WOLF-TV Scranton and WWLF-TV Ha-
zleton, all Pennsylvania; WYLF(AM) Penn Yan,
WNYR{AM) Syracuse, WNYS(AM} Canton,
WTJA(TV) Jamestown and WNYR(FM) Walerioo,
all New York, and WNHA(AM) Concord, NH. He
also has interests in two new FM's. Filed March 1.

» WMLJ(FM) Summersville, wv {BA-
PED930315GK; 90.5 mhz; ch. 11 kw; anl. 289
m.}—Seeks assignment of CP from Mountain State
Christian Academy to Grace Missionary Baptist
Church for no cash consideration; assignment is
donation. Seller is headed by William Liston and
has no other broadcast interests. Buyer is headed
by Clyde |. Eborn and has no other broadcast inter-
ests. Filed March 15.

® WERQ-AM-FM Baltimore, MD (AM:
BAL930401GG; 1010 khz; 1 kw-D, 27 w-N; FM:
BALH930401GH; 92.3 mhz; 37 kw; ant. 571 ft)—
Seeks assignment of license from United Broad-
casting Co. to Radio One Of Maryland Inc. for $9
million {“Changing Hands,” April 5). Filed April 1.

8 KJAZ(FM) Alameda, CA (BTCH930408GE; 92.7
mhz; 1.8 kw, ant. 370 ft.)—Seeks transfer of control
from KJAZ Inc. to Sunrise Bank of California. Seller
is headed by Ronald H. Cowan, who, with KJAZ
Inc., is indebted to Sunrise Bank in form of promis-
sory note of $2.4 million. In consideration of loan
from Sunrise Bank, Cowan plans to convert station
o operation in which signal is distributed through
one or more stations and via satellite. Cowan has
no other broadcast interests. Buyer is headed by
James R. Daley and has no other broadcast inter-
ests. Filed April 8.

® KKROD(FM) Wichita, KS (BALH930407GE; 107.3
mhz; 100 kw; ant. 884 ft.)—Seeks assignment of
license from KKRD Inc. to New West Radio Inc. for
$3.798.814, assumption of debt (see “Changing
Hands,” p. 49). Seller is headed by Jay Meyers and
has no other broadcast interests. Buyer is headed
by Mike Cutchall and is also licensee of KNSS(AM)
Wichita and KRZZ-FM Derby, both Kansas. William
R. Phalen, 50% shareholder of licensee, is general
partner in licensee of WOKV(AM)-WKQL(FM) Jack-
sonville, FL, and KWFM-AM-FM and KNST(AM)-
KRQQ(FM) Tucson, AZ. Filed April 7.

® WAVH(FM) Mobile, AL (BALH930401GE; 96.1
mhz; 100 kw; ant. 1,342 ft.}—Seeks assignment of
license from WAVH-FM Inc. to Frankiin Communi-
cations Partners Lid. for $2 million (*Changing
Hands,” March 15). Filed April 1.

= KQLZ(FM) Los Angeles (BALH930405GE;
100.3 mhz; 5.3 kw; ant. 3,005 ft.)—Seeks assign-
ment of license from Westwood One Stations - LA
Inc. to Viacom International Inc. for $40 million
(“Changing Hands.” April 5). Filed April 5.

= WYUT-AM-FM Herkimer, NY (AM:
BAL9304C7GH; 1420 khz, 1 kw-D; FM:
BALH930407Gl: 92.7 mhz; 3 kw; ant. 299 ft.}—
Seeks assignment of license from Marc S. Ehrlich,

trustee, to Arhuna Broadcasting Corp. for
$118,000. Buyer is headed by Walter J. Davenport
and has no other broadcast interests. Filed April 7.

= WEKY{AM) Richmond, KY (BAL930414EB;
1340 khz; 1 kw-U}—Seeks assignment of license
from WEKY Inc. to Berea Broadcasting Co. Inc. for
$130,000. Seller is headed by Bob Spradlin, receiv-
er for Ronald Boyd, who has no other broadcast
interests. Spradlin heads Berea Broadcasting, as-
signee of station. Berea is also licensee of WKXO-
AM-FM Berea, KY. Filed April 14.

® KFMQ{AM) Lincoln, NE (BALS30415EA; 1480
khz; 5 kw-D, 1 kw-N)—Seeks assignment of license
from KLMS-KFMQ Inc. to Radio One Nebraska Inc.
for $200,000. Seller is headed by Duey E. Wright
and is subsidiary of Midwest Communications,
which recently purchased WHET(FM) Sturgeon
Bay and WOZZ(FM) New London, both Wisconsin
("Changing Hands,” March 1). Wright also has in-
terests in three AM's and three FM's. Buyer is
headed by H. Roger Dodson and Raymond A.
Lamb. Lamb is also 100% shareholder of licensees
of KLDZ(FM) Lincoln and KTTT(AM)-KWMG(FM)
Columbus, both Nebraska; KQAD(AM)-KLQL(FM)
Luverne, MN, and KBRK-AM-FM Brookings and
KIJV(AM)-KTGR({FM) Huron, both South Dakota.
Filed April 15.

Acti

8 KZMK(FM) Sierra Vista, AZ (BALH930225GJ;
92.1 mhz; 50 w; ant. 2,220 ft.)—Granted assign-
ment of license from Estate of Bankruptcy of Sierra
Pacific Broadcasting Litd. to G.C.S. Broadcasling

Co. Inc. for $350,000 ("Changing Hands,” March
29). Action April 14.

8 KRWA-FM Waldron,

AR (BTCHS21215HP;

103.1 mhz; 3 kw; ant. 298 ft. )—Granted transfer of
control from Cole Thomas Broadcasting Corp. to
Marty Starkey for $25,000 ("For the Record,” Jan.
11). Action April 9.

® WDCF(AM) Dade City, FL (BAL930301EA; 1350
khz; 1 kw-D, 500 w-N)}—Granted assignment of
license from Fletcher Broadcasting Inc. to Collins
Communications Group Inc. for $85,000 (“For the
Record,” March 22). Action March 14.

8 WFXL(TV) Albany, GA (BALCT900305LD; ch.
31: 1580 kw-V; 150 kw-A; ani. 990 ft.)—Granted
assignment of license from Timothy S. Brumlik to
Manuel Cantu for no cash consideration; applica-
tion was filed as part of bankruptcy proceeding (see
WFXL[TV] below). Action April 13.

B WFXL(TV) Albany, GA (BALCT920116KG; ch.
31; 1580 kw-V; 150 kw-A; ant. 990 ft.)—Dismissed
app. of assignment of license from NewSouth
Broadcasting Inc. to TV 57 Live Oak - Gainesville
Inc. for $1.4 million. James C. Orr will become
trustee for licensee. ("For the Record,” Feb. 10,
1992). Action April 13.

® WAIK(AM)}-WGBQ(FM) Galesburg, L (AM:
BAL930210HO; 1590 khz; 5 kw-D, 50 w-N; FM:
BALH930210HP; 92.7 mhz; 3 kw; ant. 355 ft.}—
Granted assignment of license from Radio Commu-
nications Group Ltd. to Northern Broadcast Group
Inc. tor $600,000 (“Changing Hands,” March 15).
Action April 9.

8 WYDS(FM) Decatur, IL (BAPH330204GR; 93.1
mhz)—Granted assignment of CP from WYDS Inc.
to WEJT Inc. for $750,000 ("Changing Hands,”
Feb. 22). Action April 9.

P KIOA-AM-FM Des Molnes, |A (AM: BA-
L930209EB; 940 khz; 10 kw-D, 5 kw-N; FM: BAL-

SUMMARY OF
BROADCASTING & CABLE

BROADCASTING
Serviceek _ONAR cPs  TOTAL* |
Commercial AM 4,956 181 5137
Commercial FM 4,836 910 5,746
Educational FM 1,605 309 1,914
TotalRadio 11,397 1,400 12,797
Commercial VHF TV 558 12 570
Commercial UHF TV 592 142 734
Educational VHF TV 124 4 128
Educational UHF TV 240 9 249
TotatTV. 1541 167 1,708
VHF LPTV 471 137 608
UHF LPTV 871 988 1,859
 Total LPTV 1,342 1,125 2,467
| FM translators 1,967 413 2,380 |
VHF translators 2,472 84 2,556
UHF transtators 2,439 388 2,827
CABLE
Total subscribers 55,786,390
Homes passed 89,400,000
Total systems 11,254
Househotd penetrationt 60.6%
Pay cable penetration/basic 79%

* Includes off-air licenses.
' Construction permit.

1 Penetration percentages are of TV household universe of 92.1 million.
Source: Nielsen, NCTA and Broadeasting&Cable's own research.
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H830209EC; 93.3 mhz; 100 kw; ant. 1,063 ft.}—
Granted assignment of license from Midwest Com-
munications of lowa Inc. to Saga Communications
of lowa Inc. for $2.7 million ("Changing Hands,"
Feb. 15). Action April 19.

B KJTH(FM) Hiawatha, KS (BALEDS10110HI;
91.1 mhz; 398 w; ant. 134 ft }—Dismissed app. of
assignment of license from Hiawatha Educational
Broadcasting Foundation to Joy Public Broadcast-
ing Corp. for $5,000 ("For the Record,” Feb. 4,
1991). Action April 6,

B WMMQ(FM) Charlotte, Ml (BALH921211GE;
92.7 mhz; 1.5 kw; ant. 466 ft.)—Granted assign-
ment of license from Ottaway Communications Inc.
to Goodrich Broadcasting Inc. for $900,000
("Changing Hands,” Jan. 11). Action April 8.

® WCX(AM) Fenton, MI (BAL930202EK: 1160
khz; 1 kw-U}—Granted assignment of license from
Deano Day Enterprises, Ltd. to GWC Inc. for
$220,000 (“For the Record,” March 22). Action
April 20.

® KLRB{FM) Aurora, NE (BTCH320402HN; 97.3
mhz; 50 kw; ant 354 ft.)—Granted transfer of con-
trol of licensee Wright Way Broadcasting Corp. for
assumption of debt, including assumption of seller's
obligation on note in principal amount of $50,995
(“For the Record,” May 4, 1992). Action April 12.

B KNEV(FM) Reno (BALH921231HE; 95.5 mhz; 60
kw; ant. 2,270 ft.)—Granted assignment of license
from KNEV Broadcasting Co. Inc. 1o Citadel Com-
munications Corp. for $500,000 ("Changing
Hands,” Feb. 1). Action April 13.

® WLKC(FM) Henderson, NY (BTCHS21021HE;
100.7 mhz; 108 w)—Granted transfer of control of
Jefferson Broadcasting Inc. Terry Owen is transfer-
ring 49% of his common voting stock to licensee
and will retain 5% ("For the Record," Nov. 16,
1992). Action April 16.

= KAYKFM) Muskogee, OK (BALH930202GM;
106.9 mhz; 100 kw; ant. 1,005 ft.)—Granted assign-
ment of license from Narragansett Radio Ltd. to
Renda Broadcasting Corp. for approximately $1.6
million (“Changing Hands,” March 1). Action April
15,

@ ‘KCIA(FM) Medford, OR (BAPED921120HF;
91.7 mhz; 1.25 kw; ant. -508 ft.}—Granted assign-

ment of CP from Grace Christian School 1o Dove
Bible Institute for no cash consideration, assignor is
surrendering station voluntarily for financial reasons
(“For the Record,” Dec. 21, 1992). Action April 13,

B WSHG(FM) Ridgeiand, SC (BAPLH930223GE;
104.9 mhz; 3 kw; ant. 300 ft.}—Granted assignment
of CP from Mattox-Guest of South Carolina Inc. to
Shag Broadcasting Inc. for $375,000 (“"Changing
Hands,” March 15). Action April 15.

BWYAK-AM-FM Surfside Beach, SC (Myrtie
Beach) (AM: BAL921221HV; 1270 khz: 5 kw-D,
500 w-N; FM: BALH921221HW; 103.1 mhz; 6 kw;
ant. 325 ft.)—Granted assignment of license from
Jones-Eastern of the Grand Strand Inc. to Muli-
Market Radio of Myrtle Beach Inc. for 3 miiion;
station is part of acquisition which includes
WPKX(FM) Enfield, CT ("Changing Hands," Dec.
21, 1992). Action April 16.

® WQZZ(AM) Lawrenceburg, TN (BAL930225EB:
910 khz; 500 w-D, 88 w-N)—Granted assignment of
license from C.W. Rawdon to B & B Broadcasting
for $50,000 (“For the Record,” March 15). Action
April 15.

B WZRS(AM) Smyrna, TN (BAL920727EA; 710
khz; 250 w-D}—Granted assignment of license
from B & E Broadcasting of Rutherford County Inc.
to Salvation Broadcasting Inc. for $50,000 (“For the
Record,” Aug. 17, 1992). Action April 16.

BKJTX(FM) Jefferson, TX (BALH921203EA;
104.5 mhz; 3 kw; ant. 450 ft.}—Granted assignment
of license from DLB Broadcasting Partnership to
Wisdom Ministries Inc. for $140,000 (“For the Re-
cord,” Jan. 11). Action April 16.

8 KTKX(FM) New Boston, TX (BALH930301GH;
103.5 mhz; 3 kw; ant. 328 ft }—Granted assignment
of license from Radio New Boston Inc, to B & H
Broadcasting System Inc. for $90,000 (‘For the
Record,” March 22). Action Aprit 16.

B WPLC(FM) Spotsyivania, VA (BALH930216HV:
99.3 mhz; 3 kw; ant. 291 ft.}—Granted assignment
of license from Paco-Jon Broadcasting Corp. to The
Free Lance-Star Publishing Co. of Fredericksburg,
VA, for $200,000 (“For the Record,” March 22).
Action April 19,

B WLOG(AM) Logan, WV (BAL930308EA; 1230

khz; 1 kw-Uy—Granted assignment of license from

Southem Waest Virginia Community College Foun-
dation to CD Entertainment Incorporated for
$40,000 (“For the Record,” March 29). Action April
16,

B WWRS(TV) Mayville, Wi (BAPCT930219KT; ch.
52; 2,510 kw-V; 251 kw-A; ant. 820 ft.)—Granted
assignment of CP from Estate of Wayne R, Stenz,
deceased, to TV-52 Inc. for $850. Assignor is head-
ed by Jean L. Danor, executor. Buyer is headed by
Lyle R. Evans, who is sole proprietor of permittee of
WEZR(FM} Brillion, Wi, Action April 15,

NEW STATIONS

Actions

® Panama City, FL (BPEDS900112ME)}—Granted
app. of The Board of Regents of State of Florida for
89.1 mhz; 100 kw; ant. 123 m, Address: 2561 Potts-
damer St., Tallahassee, FL 32310. Applicant is
headed by Madison Hodges. et al., and is licensee
of three noncommercial FM's and five noncommer-
cial TV's. Action Aprit 7.

®'lron Mountain, Ml (BPED930113MA)}—Re-
turned app. of Family Educational Broadcasting
Corp. of Door County Wisconsin for 91.3 mhz; 10
kw; ant. 177 m. Address: 1715 Michigan Street,
Sturgeon Bay, WI 54235, Applicant is headed by
Mark R. Schwarzbauer and is licensee of educa-
tional WPFF(FM) Sturgeon Bay, Wi. Action April 8.

= Eagle Point, OR (BPED930205MB)—Returned
app. of Fatima Response Inc. for 106.3 mhz; 3.3
kw; ant. 260 m. Address: 2044 Beverty Plaza, Suite
281, Long Beach, CA 90815. Applicant is headed
by Kimberly M. Thompson, who has interests in
KRKD(FM) Dunsmuir, CA (see “"Ownership Appli-
cations,” above). Action April 12.

B Byrdstown, TN (BPH921008MC)—Dismissed
app. of Regional Broadcasting Co. for 96.7 mhz;
2.16 kw; ant, 168 m. Address: P.0Q. Box 427, 150
Worsham Lane, Monticello, KY 42633. Applicant is
headed by Stephen W. Staples Sr. and is also
licensee of WFLW({AM)-WKYM(FM) Monticello, KY.
Staples is also permittee of WVFB(FM) Celina, TN.
Action April 12.
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PROFESSIONAL CARDS

#

du Treil, Lundin & Rackey, Inc. ==CARLT. JONES= LOHNES AND CULVER COHEN, DIPPELL AND
——————— ASubridany o AD. Ring. P.C. CORPORATION CONSULTING RADIO ENGINEERS EVERIST, P.C.
240 North Washinglon Blvd. CONSULTING ENGINEERS 8309 Cherry Lane CONSULTING ENGINEERS
E Laurel, MD 20707-4830
Saasots. Florida 423 SPRINGHELD, VIRGINIA 22153 o1) 7764188 B i e
(813) 366-2611 (703 ) 569-7704 P . 1202) 898-0111
—— MEMBER AFCCE sus— MEMRER AGCES e ' Membsr AFCCE
SILLIMAN AND SILLIMAN MLJ HAMMETT & EDISON, INC. Jules Cohen & Associates, PC.

8601 Georgia Ave. #910
Silver Spring, MD 20910
ROBERT M. SILLIMAN. P.E.
(301) 589.8288
THOMAS B, SILLIMAN. P.E.
{B12) 853-9754

Member AFCCE

Moffet, Larson & Johnson, Inc.
Cun\uhmg Telec ations

Two Skyline Place, Suite 800
5203 Leesburg Pike
Falls Church, VA 22041
703-824-5660
FAX: 703-824-5672

iMEMBER AFCCE

CONSULTING ENGINEERS
Box 280068
San Francisco, California 94128
(415) 342-5200

HE (202) 396-5200

Member AFCCE

Consulting Electronics Engineers
Suite 600
11725 DeSales, N.W.
Washington, D.C. 20036
Telephone: (202) 659-3707
Telecopy: (202) 659-0360

Member AFCCE

CARL E. SMITH
CONSULTING ENGINEERS

AM-FM.TV Engineering Consullants
Complete Tower and Rigging Services
"Serving the Broadeast lnduxiry:
Jor vver 50 Years”

Box 807 Bath, Ohio 44210
(216) 659-4440

E. Harold Munn, Jr.,
& Associates, Inc.

Broadcast Engineering Consultants
Box 220
Cotdwater, Michigan 49036
Phone: 517—278-7339

Mullaney Engineering, Inc.
Consulting Telecommunications Englneers

9049 Shady Grove Court
Gaithersburg, MD 20877
301-921-0115

Member AFCCE

HATFIELD & DAWSON

CONSULTING ENGINEERS
4226 SIXTH AVE. NW.
SEATTLE. WASHINGTON 98107
(206) 783-9151: Facsimile: (206) 789-9834
MEMBER AFCCE

F.W. HANNEL & ASSOCIATES
Registered Professional Engineers
911 Edward Street
Henry, Hlinois 61537

(309) 364-3903
Fax (309) 364-3775

STRUCTURAL SYSTEMS
TECHNOLOGY, INC
J. Cabot Goudy. PE.
PRESIDENT
TOWERS. ANTENNAS. STRUCTURES
New Tall Towen. Enssting Towers
Studics. Analysis. Design-Modificanons.
Inspections. Erecuon. EX¢

6867 Eim St . McLean. YA 22101 f7tu) 456.9765

C.P. CROSSNO & ASSOCIATES
CONSULTING ENGINEERS

P.G. BOX 180312
DALLAS, TEXAS 75218
TELECOMMUNICATIONS (FCC, FAA)
CHARLES PAUL CROSSNO. P.E.
(214) 321-9140 MEMBER AFCCE

JOHN F.X. BROWNE
& ASSOCIATES, PC.
525 Woodward Ave.
Bloomtield Hills, MI 48013
(313) 642-6226
Wwashington Office
(202) 293-2020
Member AFCCE

D.C. WILLIAMS, P.E.
Consulting Radio Engineer
Member AFCCE
Post Office Box 1888
Carson City, Nevada 89702

(702) 885-2400

P
s
{ @ oMMUNICATIONS TECHNOLOGIES INC.
\ BROADCAST ENGINEERING CONSULTAHTS
= Cilarence M. Beverage
Laura M. Mizrahi
P.O.Box 1130 Marlton. NJ 08053

(609) 9850077 = FAX: (609) 9858124

LAWRENCE L. MORTON
ASSOCIATES

1231 MESA DAKS LANE
MESA OAKS CALISORNIA 93434

T ECOMRRCATIONS | NGRS

LAWRENCE L MOHTON P.E.

APPLICATlONs FIELD ENGINEERING
MEMBER AFCCE

(805) 733-4275 / FAX (805) 733-4793

[
m Radio/Tv Engineering
Company

L m "Servlng Brondcastars over 35 vears”

uu}/.s'(,(‘/fa?})f,: \lor\-mod J Pmlrrsnn.Pns.
1416 Wolhisrer Lana LOs O ,C8.934
Ph. {80S) 528-1996 & Fax: (80‘*] 528- |982

George Jacobs
& Associates, Inc.
Consulting .Broadcast Engmeers
Domestic & International
AFCCE

8701 Georr?la Ave.

Suite 410 Silver Spring, MD
10

(301) 587-8800

F o = e R

STEVEN ). CROWLEY, P.E.
Consulting Engineer

1133 15th 5t., N.W., Suite 1200
Washington D.C. 20005
Telephone (202) 223-1101

Fax (202) 383-2906

Member AFCCE

DON'T BE A STRANGER

To Broadcasting & Cable’s 117.323 Readers
Display your Prolessional or Service Cara here
It will be seen by slation and cable TV system
owners and decision makers

1989 Readership Survey shawing 3.7 readers
per copy

AFCCE
Association of
Federal Communications
Consulting Enginecers
P.O. Box 19333
20th Street Station
Washington. DC 20036-0333
(301)776-3488%

PROFESSIONAL/SERVICE DIRECTORY RATES

52 weeks - $45 per insertion

26 weeks - $60 per insertion

13 weeks -

$75 per insertion

There is a one time typesetting charge of $20. Call (202) 659-2340




ecause they keep growing, reve-

nues from cable ad sales are in-

creasingly important to local ca-
ble operators and large MSO’s.
Therefore, MSQ’s and cable networks
have poured significant resources over
the past few years into expanding and
upgrading ad sales operations.

But perceptionof this change hasn’t
quite caught up with reality. In some
media sales circles, especially locally,
cable advertising is sometimes por-
trayed as a medium that doesn’t quite
have its act together. That may be
reinforced by past history
and by the competition,
which likes to tell clients
they'll find cable people
unsophisticated and the
medium *‘hard to buy.”’

Cable operators are
working hard to erase that
misperception. They
know, in an era of plateau-
ing cable subscription
rates, that pay per view

best opportunities for ex-
panding revenues. Here's a short
course in what operators and networks
have done to beef up ad sales:

B More experienced executives. As
the industry approaches its 12th year,
the vast majority of cable ad sales
operations are run by sales veterans. A
good share of them came from senior
jobs at other media, but many came of
age professionally in cable ad sales.
They know the business thoroughly
and are able to help each other grow
and avoid reinventing the wheel in
each market. Best of all, they under-
stand how to sell against—or in com-
bination with—all types of media.

& Savvier salespeople. As cable ad-
vertising continues to rise in stature,
its reputation as a “*hot’’ place to be
grows as well. Cable now attracts the
highest level of both junior and senior
media talent: aggressive, dedicated
sales professionals who want to be
part of an expanding industry. Those
people are generating personal income

“Cable ad sales is long past puberty
and roaring toward adulthood.”

and ad sales represent their By Penny Taylor, Northwest her have added the capa-
Cable Advertising, Seattle

[ tors better represent their product. In

comparable to their broadcast counter-
parts, plus getting excellent internal
training and performance incentives.
& Solid back-shop operations. Ad-
mittedly, some cable ad sales groups
had difficulty in their early years de-
veloping smooth running insertion,
traffic and billing systems. While ca-
ble operators knew how to run a one-
time-sale business like cable subscrip-
tions, they were lost when it came to
the repeat-sale approach required in
media sales. Couple that with the fact
that, unlike broadcast affiliates or in-
dies that had only one
product to sell, cable ad
sales functions often in-
serted commercials on up
to 20 different networks.
But today, the industry
is making great progress in
an all-out effort to be more
client-driven. Ad sales op-
erations have radically
streamlined paperwork and
tape handling. And a num-

bility to deliver commer-
cials by satellite, vastly improving the
process. To compete effectively, cable
people know they have to mirror the
efficiency of broadcasters who’ve had
nearly 50 years to refine their systems.

& Ever-improving product. The suc-
cess of cable ad sales is driven in large
measure by the integrity of its product.
Everyone knows about the explosive
growth of cable programing options,
but there’s another major change un-
derway at the networks. In the late
'80s cable networks developed sophis-
ticated local sales staff to help opera-

the near term, look for more ad-sup-
ported cable networks and greater
tune-in promotion.

To use an overworked metaphor,
cable ad sales is long past puberty and
roaring toward adulthood. Sure, there
are still a few adolescent blemishes to
clear up. But, given how far the medi-
um has come in such a short time, the
long-term outlook is very favorable. ®
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Jeffrey Adam Zucker

pened by the younger producer’s

office and, when queried about a
particular piece for an upcoming edi-
tion of Today, responded that the in-
terview subject was difficult. *‘She
had me so confused 1 didn't know
what she was talking about,’’ the older
producer complained. ‘‘Is this maybe
because you're an insensitive gee-
zer?'” asked the younger producer.

In this case, the younger produc-
er—much younger—was the boss: 28
year-old Today executive producer,
Jeffrey Zucker. And his question was
asked with the wink of an eye. The
older producer muttered something,
probably about kids and respect, and
wandered off.

While it is more often the boss who
is labeled ‘‘insensitive geezer,’” the
description hardly fits Zucker. He's
too young, of course. And he’s far too
sensitive. He cried when he failed to
get into Harvard Law School. He ad-
mits to being *‘crushed,’’ but in hind-
sight, says it’s probably the best thing
that ever happened to him.

After all, there aren’t many 26-
year-old executive producers of net-
work news shows, which is how old
Zucker was when he was named to
head up Today in January of 1992. A
little less than a year later, Zucker was
named executive producer of NBC
Nightly News. That doesn’t happen to
many twentysomething-types either,
especially if they're already managing
a two-hour daily morning news show.

*‘I’ve been very lucky,”” Zucker ad-
mits. But he’s also a very hard worker
who sleeps about five hours a night
and typically puts in a 13-hour work
day. The basic routine: Up at 4:30
a.m., to work by 5:30 and out after the
first Nightly News feed at 6:30 p.m.
“I’ve worked hard, and I don’t deny
I’m ambitious and driven, but I don’t
think those are bad things. 1 don't
have a road map or a game plan and |
never thought about what 1 was going
to do next or where [ would be when |
was 28.""

T he senior segment producer hap-

According to Zucker’s mom, her
son didn’t exactly show signs of being
a child prodigy. ‘‘He never spoke be-
fore the age of three. I was a nervous
wreck, wondering what was wrong
with this kid,”’ By the time he reached
junior high, Zucker was showing signs
of having ink for blood. He was editor
of both his junior high and senior high
school papers. By the time he was 16
he was writing feature stories for the
Miami Herald. At Harvard, he was
elected president of the Harvard
Crimson, the school’s paper.

One of Zucker’s heroes is another
Crimson alum: jour-
nalist and author Da- |

vid Halberstam. Hew York, B, Aprl 9, 1965, Miami; News’ Wonder Boy,
Zucker’s favorite BA, History, Harvard, 1986; writ- or ‘‘Doogie,”” as
book is The Best and Wr H“Tmtljg Tom Brokaw is fond
the Br(ghtesl, Hai- producer .IMn;m of calling him. Un-
berstam’s take on the produce fortunately, execu-
e it tive producer, NEC Nows, .
fabled Camelot mm 1983 wmi_ tives at NBC News
administration  of | fonsinee January Iﬂlﬂ. came to think he had
President Kennedy. superhuman  pow-

Several months ago, when Halberstam
was a guest on Today, Zucker did
something he rarely does—invited the
guest backstage so he could meet him.

Zucker has spent his entire career—
all seven years of it—at NBC. He
started as an Olympic researcher for
the 1988 Summer Olympic games in
Seoul, South Korea. In the two years
leading up to the games, he spent
much of his time criss-crossing the

- smart,”’

Executive producer, Today , NBC, He

country in search of stories and com-
piling background information. He
won an Emmy for his work.

He also won the respect and friend-
ship of many of the Seoul games on-
air talents, most important perhaps,
then Today anchor and moming an-
chor at the games, Jane Pauley.

After the Olympics, Zucker had no
job. He thought about going to law
school once again. But then Pauley
called. She arranged for him to meet
Marty Ryan, then executive producer
of Today. *‘It wasn’t just that he was
said Pauley. ‘‘He had a natu-
ral gift for making TV.”” Zucker was
hired as a field producer. In 1990 he
became supervising producer and in
January 1992 executive producer.

At the time, the program was fight-
ing an uphill struggle against Good
Morning America, and was still trying
to readust after all the earlier turmoil
with the now infamous Gumbel
memo, the departure of Pauley, rise
and fall of Deborah Norville and as-
cent of Katie Couric. ‘*A lot of peopie
told him not to take it,”’ said a Zucker
confidant. **They said management
just wanted him to go down with it.”’

In fact, just the opposite happened.
The show’s ratings and fortune’s rose

and so did Zucker’s.
became NBC

ers—late last year, they told him to
produce both Today and Nighily

News. It was an opportunity he
couldn’t refuse.
It didn’t work. There weren’t

enough hours in the day to do both
jobs. Choosing between the shows
was the ‘‘toughest decision of my
life.”” He hopes to return to Nighily
some day. *‘l hope it’s sooner rather
than later.”” ]
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TELEVISION

Frank Bennack, president/CEO,
Hearst Corp., New York, selected to
receive Trustees’ Award from the
National Academy of Television Arts
and Sciences.

Michael Birnbaum, VP, corporate
development, Spelling Entertainment,

" Frank Bennack
Hearst Corp. .. --.._.._

TG

Los Angeles, joins ITC Entertain-
ment Group, Studio City, Calif., as
senior VP.

Vaughn Clarke, assistant treasur-
er, Viacom International, New York,
named VP/treasurer.

Peggy Koenig, president, Koenig
Management Group Inc., New York,
joins ABRY Communications,
Boston, as CFO.

Larry Forsdick, partner, Go-For
Productions, Hollywood, joins Para-
mount Domestic Television there as
VP, programing.

Appointments at WXYZ-TV Detroit:
Grace Gilchrist, assistant GM/GSM,
named station manager; Bob Sliva,
national sales manager, named GSM,
Tom Polk, manager, creative ser-
vices, named director.

Terry Bynum, director, research,
WOIL-TV Ames, lowa, joins KDLH-TV
Duluth, Minn., as news director.

Susan Mahmalji, coordinator,
syndication marketing, Columbia Pic-
tures Television Distribution, Los
Angeles, named manager.

Michael Birnbaum

Janet Zappala, general assignment
reporter, KCAL-TV Los Angeles, joins
WCAU-TV Philadelphia as weekend
anchor/general assignment reporter.

Peter Schruth, director, sales,
WLVI-TV Boston, joins WCBS-TV New
York in same capacity.

Appointments at KRON-TV San
Francisco: Joe Fragola, producer,

Peggy Koenig
ABRY Communications

NewsCenter 4 Saturday Morning

and NewsCenter 4 Sunday Morning,
named managing producer, news,
KRON Video Enterprises; Stacy
Owen, producer, California This
Week, named producer, NewsCenter 4
Saturday Morning and NewsCenter

4 Sunday Morning.

Jim Wagner, director, advertising,
promotion, ABC’s Good Morning
America, New York, named VP.

Appointments at ABC News, New
York: Rick Mandler, general attor-
ney, named director, business af-
fairs; Liz Heiden, associate, Cravath,
Swaine & Moore, New York, joins
as director, news practices.

Appointments at Fox Broadcasting,
Beverly Hills, Calif.: Charles Kenne-
dy, manager, program research,
named VP; Missy Birns Halperin,
publicity coordinator, named direc-
tor, talent relations, special projects.

Tony Harris, weekend co-anchor/
general assignment reporter, WKYC-TV
Cleveland, joins Fox News, Los
Angeles, as correspondent for new
magazine series.

Vaughn Clarke
Viacom int'l

Steve Weiser, director, midwest-
ern sales, Hearst Entertainment Distri-
bution, New York, named VP.

Catherine Pompino, producer,

Los Angeles, joins Tribune Entertain-
ment’s The Joan Rivers Show, New
York, as supervising producer.

Appointments at MTM Entertain-
ment, Studio City, Calif.: Brian

rry Forsdick
Paramount Domestic TV

Uyeda, contract administrator, and
Rebecca Helm, research assistant,
named research analysts.

Appointments at WNET-TV New
York: Paula Arnold Kerger, direc-
tor, development, named VP; Judy
Bonfil, media planner, Griffin Bacal,
New York, joins as account direc-
tor, national marketing.

Michele Liebowitz, former nation-
al sales manager, WNYW-TV New
York, joins WPIX-TV there as local
sales manager.

Hector Beltrian, senior VP, Ven-
evision International, Miami, joins
Univision, there, as senior VP/dir-
ector, creative services.

Appointments at Cosmos Broad-
casting, Greenville, S.C.: S. Wheeler
Rudd, VP/GM, wTOL-TV Toledo,
Ohio, relocates to WAVE-TV Louis-
ville, Ky., as VP, cable relations

and special projects; Melbourne Steb-
bins, VP/GM, wsFa-Tv Montgom-
ery, Ala,, relocates to WTOL-TV Tole-
do, Ohio, in same capacity;

J. Harold Culver, VP/GM, KAIT-

TV Jonesboro, Ark., joins WSFA-TV
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Montgomery, Ala., in same capaci-
ty.

Glen Hagen, former southeast di-
vision manager, Viacom, New York,
joins MGM Domestic Television
Distribution, New York, as VP, east-
ern division.

Jeff Wachtel, senior VP, drama,
Columbia Pictures Television, Los
Angeles, named executive VP, cre-
ative affairs.

Appointments at ABC Public Rela-
tions, Los Angeles: Sherrie Berger,
director, publicity, advertising pho-
tography, West Coast, named VP/dir-
ector, program publicity, photogra-
phy; Craig Martinetli, manager,

KMIR-TV Palm Springs, Calif., as
weathercaster/general assignment re-
porter.

Hat Capron, GSM, KOKI-TV Tul-
sa, Okla., named VP/GM.

Kim Ruane, director, human re-
sources, Metro Mobile CTS, New
York, joins Katz Corp. there as
VP/director, human resources.

Appointments at Conus, Minneapo-
lis/St. Paul: Charlotte DeJean, pro-
ducer, All News Channel, named
managing editor, regional coopera-
tives; Chris Cowman, producer,
named senior producer; Matthew
Ispan, associate producer, sports
service, named producer.

3 I|'
" Jeff Wachtel
CPT

Glen Hagen
MGM Domestic TV Dist.

special projects, named director,
broadcast publicity, special projects;
Murray De Atley, manager, pho-
tography, named associate director,
photography; Suzanne Gordon,
manager, program publicity, ABC
Public Relations, named associate
director, program publicity; Eileen
Kurtz, national print media con-
tact, newspapers, wires, syndicates,
named manager, program publici-
ty, West Coast.

Joanne Held, VP, sales, Pacific
Arts Video, Los Angeles, joins Na-
tional Geographic Home Video
there as retail sales manager.

Brian Fleming, former account ex-
ecutive, Petry Television, Chicago,
joins Group W Productions there as
midwest division manager.

Tom Best, VP/GM, WKBT-TV La
Crosse, Wis., named regional VP,
wTVO-TV Rockford, Ill., and
WKBT-TV. Bruce Pfeiffer, GSM,
WKBT-TV, named GM.

Ronnie Loaiza, host, Actor's
Showcase. KCEO(AM) San Diego, joins

A

Sherrie Berge
ABC

RADIO

Atan Fuller, western regional
sales/marketing manager, CBS Radio
Networks, Los Angeles, joins Un-
istar Radio Networks there as VP,
western sales.

Lynn O’Connell, GSM,
WSSH(AM)-FM Boston, joins
WRKO(AM)-WHDH-FM Manchester,
Mass., in same capacity.

Mark O’Brien, internal broadcast
specialist, PNC Bank, Cincinnati,
joins BiA Consulting, Washington,
as manager, publications division.

Jim Wiggins, regional sales man-
ager, WIQI(AM)-FM Virginia Beach,
Va., named national/local sales
manager.

Bilt Shannon, assistant program
director, KIOA(AM)-FM Des Moines,
lowa, named program director.

Nancy Meyer, senior account ex-
ecutive, Banner Radio, San Francisco,
named sales manager.

Dr. Bruce Hensel, assistant clini-

" Eric Frankel
Warner Bros.

cal professor, medicine, UCLA, Berk-
ley, Calif., and medical editor,
KNBC-TV Burbank, Calif., joins
KFWB(AM) Los Angeles, as medical
reporter.

Paula Hunchar, campaign VP,
United Way, New York, joins WGBO-
FM New York as development di-
rector.

Lestye Amber, marketing director,
Northgate Mall, Dayton, Ohio, joins
WHIO(AM)-WHKO-FM Dayton as di-
rector, special projects.

Lisa Sirotka, account executive,
Group W Radio Sales, Philadelphia,
assumes similar responsibilities for
Group W Radio Sales, New York.

David Zucker
ESPN

Jenny McCann, GM, WSSH-FM
Boston, joins WBMX-FM Boston as
VP/GM.

Jon Allen, program director/opera-
tions manager, WMKS Macon Ga.,
joins WGNA-FM Albany, N.Y ., as
program director.

Paul Nelson, news, community af-
fairs director, KKNw Seattle, joins
KMTT-FM there as public affairs co-
ordinator and host, The Mountain
Magazine.

Gail Ruwe, account executive,
WDEA(AM)-WMJ-FM Ellsworth, Me.,
named sales manager.

CABLE

Eric Frankel, VP, marketing,
Warner Bros. pay-TV, cable, network
features, New York, named senior
VP.

Appointments at ESPN, Bristol,
Conn.: David Zucker, head of pro-
grams, Eurosport, London, joins as
VP, programing; Karl Ravech, week-
end sports anchor/reporter, WHTM-
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Tv Harrisburg, Pa., joins as anchor/re-
porter, SportsCenter.

Jim Smith, acccount executive,

Arts & Entertainment Network, Chi-
cago, joins Prevue Networks Inc.,
Tulsa, Okla., as VP, national advertis-
ing sales.

Mary Prodger, VP, programing,
national advertising sales, Prevue Net-
works Inc., Tulsa, Okla., named

VP, programing, production.

Nancy Anderson, VP, pay per
view, Jones Intercable, Denver, joins
Reiss Media Entertainmant Corp.
there as VP.

Appointments at Black Entertain-
ment Television, Washington: Maur-
ita Coley, partner, Cole, Raywid &
Braverman, there, joins as VP, legal
affairs; Marc Edwards, national
accounts director, affiliate marketing,
named VP, affiliate sales, marketing.

Appointments at Arts & Entertain-
ment Networks, New York: Charles
Maday, director, documentary pro-
graming, named VP, historical pro-
graming; Michael Katz, director,
daytime, comedy programing, named
VP; Artie Scheff, director, creative
services, WTVT-TV Tampa, Fla., joins
as director, on-air promotions;

Steve Goore, account executive,
named account manager, affiliate
sales, western region; Randi Crovets,
executive secretary, business devel-
opment, named coordinator, new busi-
ness development.

Appointments at Tele-Communica-
tions,Inc., Englewod, Colo.: Dr. Sa-
die Decker, executive, small staff
member, Martin Marietta Astronautics
Group, Denver, joins as VP, ad-
vanced computing systems, TCI Tech-
nology, Inc.; Garrett Mullins,
managing director, sales, customer
service, Purolator Courier Ltd.,
Canada, joins as corporate director,
customer services.

Appointments at Crown Media

Inc., Dallas: Stephen Rabbitt, fund
VP, Jones Intercable, Denver, joins
as senior VP, operations; Pamela
Sankey, VP, corporate communi-
cations, Cencom Cable Associates
Inc., St. Louis, named VP, corpo-
rate communications, investor rela-
tions; Jerry Roth, VP, human re-
sources, risk management, Cencom
Cable Associates, St. Louis, named
senior VP, human resources/risk man-
agement.

ADVERTISING

Appointments at Backer Spielvogel
Bates Worldwide, New York: Mi-
chael Bungey, president/COO,

BSB Worldwide, London, assumes
additional responsibilities as chair-
man/CEO, BSB Americas region, and
chairman/CEO, BSB, New York;
Kenneth Rogers, chairman/CEO,
BSB, and chairman/CEO, BSB
Americas region, named vice chair-
man, BSB Worldwide; Frank As-
summa, executive VP/managing dir-
ector/group executive, BSB, named
president, BSB, New York office;
Timothy Corrigan, former execu-
tive VP, BSB Europe, named execu-
tive VP, Worldwide client services.
Ned Clausen, senior VP/group di-
rector, Griffin Bacal Inc., New York,
elected president, Business/Profes-
sional Advertising Association, there.

Kelly McClure Karr, senior art
director, Bigelow & Eigel Inc., Atlan-
ta, named associate creative director.

Kiki Kendrick senior art director,
Chiat Day, London, joins Kirshen-
baum & Bond, New York, as asso-
ciate creative director.

Jeffrey Voice, executive producer/
assistant director, Phil Shulman Stu-
dios, Rosemont, Pa., joins Letven/
Diccicco Inc., Horsham, Pa., as agen-
cy producer/assistant account exec-
utive.

TECHNOLOGY

Michael Feinner, senior VP, affili-
ate sales, Avalon Communications,
Action Pay-Per-View Service, San-
ta Monica, Calif., joins Trakker Inter-
active Services, Tulsa, Okla., as

VP, sales.

Ken Ontko, director, systems
planning, United Video Satellite
Group, Tulsa, Okla., named direc-
tor, information technology services.

INTERNATIONAL

Appointments at Twentieth Century
Fox International Television, Beverly
Hills: Michael Pausic, director,
business development, Twentieth
Television, named VP, market de-
velopment, strategic planning, inter-
national television; Suzanne Kra-
Jjewski, manager, advertising,
promotion, domestic television,

VTS SRS T, s T animer sy FATES & FORTUNES A eSS ur e ey oy Wi [ oy ol T ey ) 5 Sy

named director, publicity, promotion,
marketing, international television;
Peter Levinson, manager, worldwide
pay television, named director, in-
ternational pay television.

Appointments at Star TV, Hong
Kong: Ross Plapp, director, program-
ing, named executive VP, pro-

grams, program provision division;
George Chan, director, sales, mar-
keting, named executive VP, Chinese
affairs.

DEATHS

Julian Sinclair Smith, 72, pioneer
of UHF television and founder of Sin-
clair Broadcast Group, Baltimore,
died April 19 of Parkinson’s disease at
his home in Roland Park, Md. Fol-
lowing World War 11, Smith studied
electrical engineering at Johns Hop-
kins University. After graduating in
1952, he bought an electronic trade
school that remained in operation until
1979, and began a series of aero-
space engineering jobs with the Hop-
kins Applied Physics Laboratory,
Martin Marietta and Fairchild-Hiller.
Smith entered broadcasting in 1958
when he applied for an FM license,
and two years later WFMM-FM Balti-
more went on the air as a classical sta-
tion. A year after the FCC’s 1964
requirement that all new TV sets be
able to receive UHF signals, Smith
and several engineer friends applied
for a UHF license. WBBF-TV Balti-
more went on the air in April 1971, In
1974 Smith sold WFMM-FM to Na-
tionwide Communications, which
changed the call letters to wpOC

and its format to country. Money from
the sale of WBBF-FM was used to
launch WPGH-TV Pittsburgh, leading
the way for expansion of the fam-
ily’s holdings, which include WTTE-TV
Columbus, Ohio, wiiB-TV Bloo-
mington and WTTA-TV Tampa-St. Pe-
tersburg, Fla. Survivors include his
wife, Carolyn, and four sons.

Jim Valvano, 47 former basketball
coach at North Carolina State Univer-
sity, who had a successful career as
a sports commentator for ABC and
ESPN, died April 28 of cancer at

the Duke Univerity Medical Center,
Durham, N.C. Valvano lead the
N.C. State Wolfpack to the National
Collegiate Athletic Association
championship in 1983. Survivors in-
clude his wife, Pam, and three
daughters.
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LONDON

BET in Britain

Black Entertainment Television is
said to be planning to back a cable-
only service in the UK—the Identi-

ty Channe!. One possible partner for
the eight-hour daily service is Lon-
don-based Star Teievision, a division
of publisher Voice Communica-

tions Group, one of the UK’s leading
black publishing companies.

Formed 18 months ago with the inten-
tion of launching a cable satellite
channel serving Britain’s Afro-Carib-
bean market, Star says it would be
interested in doing a joint venture with
BET. **There’s enormous scope for
black entertainment in this country,
but no one party can do it properly

on their own,’’ says Viv Broughton,
Voice Communications’ marketing
director. Such an undertaking for a na-
tional channel on satellite—likely
Astra {C—would require

not less than £10 million ($15.7
million), says Broughton.

NEW YORK

No sharing

CBS/Broadcast Group President
Howard Stringer does not expect that
revenue sharing would be part of a
new baseball TV contract if CBS were
to retain it. He characterized the ar-
rangement, in which MLB would be
able to participate in any advertis-
ing upside in return for accepting a
lower guaranteed rights fee. as ex-
tremely ‘‘complicated....In the short
time we have left, I can’t imagine
we would do something like that.”
Stringer’s remark came one day be-
fore NBC announced a new revenue-
sharing contract with the National
Basketball Association.

Cable dealmaking

Lifetime is talking with Warner

Bros. Domestic Television Distribu-
tion about an off-network deal that
could bring Lorimar’s NBC series Sis-

ters to the female-skewing cable
channel. In other cable network deal-
making, USA Network is apparent-

ly eyeing an off-network deal with Co-
lumbia Pictures Television
Distribution to bring Facts of Life and
Silver Spoons to the channel.

WASHINGTON

Word of advice

FCC Acting Chairman James

Quello should probably think twice
before he initiates a review of the
FCC’s TV ownership rules. That was
the message from a key Senate

staffer, who said the FCC had better
*‘proceed cautiously.”” (During the
NAB convention two weeks ago,
Quello aide Brian Fontes indicated

the chairman was interested in looking
at the rules.) The Hill took a dim

view of the commission decision to re-
vise its multiple radio ownership
rules.

Incompatibility

At its annual convention in June,

the National Cable Television Associ-
ation will host a debate on the acri-
monious compatibility issue currently
dividing cable systems and con-
sumer electronics companies, accord-

Consortium eyes series buy

I n a first, the program-buying consortium of the Tribune and Gaylord
station groups and superstation WTBS(Tv) Atlanta is contemplating a bid
on two of the most anticipated off-net series—Buena Vista Television’s
Home Improvement and Columbia Pictures Television’s Seinfeld. The
consortium was formed several years ago to acquire A-title movie pack-
ages, which were increasingly going to cable. If the troika makes a
successful bid on either show, it would be the first series buy. Word
comes at a time when BVT says it has strong interest from affiliates in
picking up improvement for access, assuming a revision in PTAR. BVT
President Bob Jacguemin said several marketing plans are being floated,
including pitches to affiliates. “We find both sitcoms very attractive,” said
Bob Levi, executive VP, Turner Entertainment Networks. Levi said wTBsS
would be interested in picking up Improvement starting in year four of a
standard six-year syndication agreement, similar to the deal it struck
independently for Empty Nest last year. No launch date has been set for
the shows, but both are expected to be available in 1995.

~SM,MF

ing to NCTA vice president of sci-
ence and technology, Wendell Bailey.
The electronics industry will be
represented by Gary Shapiro of the
Electronic Industries Association

and Joe Donahue of Thomson. The ca-
ble industry will be represented by
Time Warner Cable’s vice president of
science and technology, Walt Cic-
cora, and New York cable operator
Bill Bresnan. The debate will be
moderated by Bailey.

HOLLYWOOD

FYI

Kathy Montgomery, co-director of
the Center for Media Education—
which released the study that chas-
tised broadcasters for not serving the
programing needs of children—was

in Hollywood last week on a fact-find-
ing trip. Besides meeting with pub-

lic interest and advocacy groups,
Montgomery met with Mark Wax-
man, executive producer of Colum-
bia’s Beakman's World, to discuss
children’s programing. **We need to
be in touch with the industry,”” said
Jeff Chester, another Center co-direc-
tor. The visit was well timed, con-
sidering that comments on the kids TV
! rules are due this Friday at the FCC.
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R. Perry Kidder has been named
VP-GM of CBS-owned WFRV.TV
Green Bay, Wis., replacing Bob
Farrow, who is putting together a
group of investors to buy wHP-Tv
Harrisburg, Pa. Kidder has been the
station’s sales director. The net-
work’s television station group also
said it appointed Jay Newman to
the new post of VP, operations and
station services. Newman, formerly
VP/station manager at the group’s
wcaU-Tv Philadelphia, will be re-
sponsible for technical operations, en-
gineering, industrial relations and
policy implementation for the seven
CBS stations.

Paramount Domestic Television
has renewed Star Trek: Deep
Space Nine and Star Trek: The
Next Generation for the 1993-94
season. It also renewed The Un-

Brie

NSS POCKETPIECE

{Nielsen's top ranked syndicated shows for
the week ending April 18. Numbers represent
aggregate raltng avmgﬁstnhonsf% coverage)
1. Wheel Of Fonunh-... l' -13.5/222/98
2. Star Trek.................. '12.2/243!99
3. Jeopardyl ...... L
4. Oprah Winﬁ_re §

7. Married...with

8. Inside Edition...... _,.:.7.2/1 70/93
9. Wheel Of Fortune-wknd 6.9/182/82
10.R MG oo cpetnenarmenn.. 6. T1138/87
11. Current AHAIF....ceovo............6.6/180/95
11 Kung FU e ae o ...-..5.6/164/92
13. Designing Women.. +ene.6.0/207/98
13. Time TraX ...cccoeeeee wes..8.0/166/93
15, DONANUL ..ovvcomeceererc s renen . 5.5/211/9T

touchables. TNG and DSN finished
the most recent February Nielsen
Cassandra sweeps as the top-ranked
action-adventure dramas with

13.3/14 share and 11.7/12 household
averages, respectively. The Un-
touchables finished third among syn-
dicated first-run hours with a 5.8/6
average.

Infinity Broadcasting last week
reported record net revenues, cash
flow and operating income for the
quarter ending March 31. Revenues
were $35.2 million, up from $23.4
million in 1992; cash flow was $12.4
million, up from $7.7 million, and
operating income was $3.0 million, up
from $1.7 million. Because of $9.5
million in interest expenses, the com-
pany reported a net loss of $6.4
million (44¢ per share), down from a
loss of $22.8 miillion ($1.67 per

share) in 1992.

Southern New England Bell will
conduct a video-on-demand trial lat-
er this year in 500 homes in West

International Wire

In a busy month for UK cable investment and franchise
consoclidation, NYNEX CableComms (a subsidiary of
NYNEX Corp.) has acquired three additional cable
franchises in Northwest England previously held by
Maclean Hunter Cablevision. The three broadband
franchises add nearly 500,000 homes to NYNEX's
holdings and bring its total to 17 franchises, making it
the UK's ilargest cable company with 2.57 million
homes and businesses. The move is part of a wave of
consolidation in the emergent UK cable industry,
which is currently 90% controlled by North American
cable and telecommunications companies.

UK pay service BSkyB scored another programing
coup, acquiring Paradise Beach from New World En-
tertainment. Continuing its pursuit of glossy program-
ing for its general entertainment channel Sky One, the
pay-TV service also secured exclusive UK broadcast
rights for pending miniseries Scarleft, Alex Haley's
Queen and Stalin.

E! Entertainment Television finished its second pil-
grimage to MIP-TV in Cannes with a major deal with
Pan-Asian satellite service Star TV. Starting in July, E!
will provide a minimum of two hours of weekly pro-
graming for the Star TV service, including international
programs such as Behind the Scenes, Extremely

Close-Up and E! Week in Review. The Hong Kong-
based five-channel free service currently reaches
roughly 50 million pecple in 38 countries. Star plans to
launch up to six encrypted pay channels later this year,
with several possible U.S. partners.

CNN International has pushed its coverage further
around the world, concluding new distribution agree-
ments with broadcasters in Nigeria, Ghana, Kenya and
Uganda, bringing its total reach in sub-Saharan Africa
o more than 2.5 million homes.

Spain’'s two leading program ratings services, Ecotel
and Media Control, have merged to form Sofres Au-
diencia de Medios.

UK publisher Pearson completed its deal to acquire
Thorn EMI's 58.8% share in Thames Television, the
country’s leading independent producer and former
ITV broadcaster. Pearson paid £99 million ($156 mil-
lion) for its majority stake and has ambitions to acquire
the remaining shares. Thames, with its shareholdings
in satellite channel UK Gold and a 9.7% of Astra
satellite operator SES, would form the backbone of
Pearson’s expanded television division. Pearson al-
ready holds a 17% stake in BSkyB as weli as 14% of
ITV broadcaster Yorkshire-Tyne Tees. —MA
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Hartford, Conn. Viewers will use a
hand-held remote control to select
films and other video programing from
an on-screen menu. A set-top de-
coder will send the order to a video
server, which will call up the digital-
ly-stored selection and send it to a lo-
cal office for distribution. If the test

is sucessful and the company
launches regular video-on-demand
service, it will charge users a base fee
of up to $6 per month, plus the cost

of individual programs and services.

In an unusual shared licensing ar-
rangement, KICU-TV San Jose, Calif.,
has reached an agreement with
KTVU(TV) San Francisco and the San
Francisco Giants to televise 15
games this season, effective May 14.
No confirmation was available on
how much KICU-Tv paid KTvu, which
will' air 50 Giants games this season.

“Inside Jeopardy! What Really
Goes On at TV's Top Quiz Show,"”
an upcoming book by Harry Eisen-
berg, a former writer and editorial as--
sociate producer on the top-rated
syndicated game show, alleges the
show's executive producer,

George Vosburgh, ordered question
categories changed during tapings
to assist female contestants. North-
west Publications of Salt Lake City
says it has agreed to publish the
book, despite reportedly being
threatened with legal action by Sony
Pictures Entertainment and its pro-
duction subsidiary Merv Griffin Enter-
prises. Northwest says the author
has affidavits from a dozen former
Jeopardy! production staffers and
other documentation to support his
claims. Sony Pictures Entertain-
ment would not comment on the alle-
gations.

Representative Barney Frank (D-
Mass.) introduced legislation last
week that would require film dis-
tributors and TV networks to include
a disclaimer indicating a movie

has been materially altered.

MTM Television Distribution has
given its new fall 1993 children's TV
strip, Xuxa, a firm production
commitment with sales of the half-
hour completed in more than 100
markets representing 80% of the U.S.
The anticipated five-week shooting
schedule begins July 5. MTM also has
named two executive producers:
Tom Lynch, who produced The Dis-
ney Channel's Kids Inc. and Riders

in the Sky, and Marlene Mattos, who
produced the original version of

Xuxa for Brazil's Globo TV.

President Clinton last week
nominated Anne Bingaman to head
the Justice Department’s anti-
trust division as assistant attorney
general. Upon Senate confirma-
tion, Bingaman will join Justice from
the Washington law firm of Powell,
Goldstein, Frazer & Murphy. She is
married to Democratic Senator Jeff
Bingaman of New Mexico.

An animated series based on the
Marvel Comic Spiderman will debut
on the Fox Children’s Network's
1994-.95 schedule. Fox has ordered
65 episodes and will begin airing
episodes on Saturday before the
show debuts in its weekday sched-
ule.

The NCTA board is scheduled to
meet in Washington this Wednesday
to discuss the FCC's new cable
regulations, particularly the rate regu-
lations due out today (May 3).

ABC News's PrimeTime Live

aired a piece last week on members
of Congress attending a Florida
meeting of the Electronic Indus-
tries Association. “All expenses

for four days and three nights—plane
fare, rooms, food, even greens
fees—were picked up by lobbyists for
the electronics industry who, at the
same time, were seeking tax breaks
and other legislation for some of
America's biggest companies,” re-

po