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RETRANS DEAL RILES INDUSTRY

In the first retransmigsion-consent deal involving a big-three network,
Continental will get fee-free carriage of ABC-owned stations in exchange
for a nationwide rollout of ESPNR2. The deal includes stations owned by
Hearst Corp., which co-owns the sports cable network with Capceities/ABC.
Other broadcasters decried the deal as “self-serving.” / 6

ESPN, MLB PLAY BALL

ESPN appears likely to renew its baseball contract with MLB through
1999 for $42 million-$50 million a year, considerably less than the
$100 million a year it paid last time. / 6

DiLLER OF A DEAL: QVC has proposed a $1.3 billlon stock swap for the Home  Fifth network in Diller's
Shopping Network, sparking rumors of ulterior motives by Barry Diller to acquire Plans?/ 10
HSN’'s 12 Silver King statlons and launch a fifth entertainment network. / 10

RED TAPE: The FCC conceded last week that its proposed cost-of-service formula wiil likely resuit in long
and costly proceedings for cable operators who want to justify higher rates. / 12

TV STUDIO CONSOLIDATION

Warner Bros. is combining its two TV production divisions—Warner Bros. Television and
Lorimar—into Warner Bros. Television Production. Lorimar Pregident Leslie Moonves will
head the mergsed operation. /13

DEALER DOUBTS: Hughes's DirecTv offered C-band dish dealers attending
the SBCA convention a role in marketing its equipment and programing.
One thousand dealers responded, despite skepticism on the floor. / 13

BID FOR NBC: Biil Cosby and Robert Wussler have retained several Wali
Street firms to put together a formal acquisition proposal for NBC, a
source on the Cosby-Wussler team confirmed last week. Analysts say GE
would be obligated to consider any “serious offer.” / 14

SALHANY SIGNS ON TO ANTI-VIOLENCE CRUSADE
Fox Broadcasting Chairman Lucie Salhany supports labeling of
programs with viclent content, but says that Fox is in an “envi-
able pogition” because rnost of its shows are
“virtually viclence free.” She calls the use

1 of so-called V-chips to block out violent Cover story
shows an abrogation of parental responsibil- Ad agencies forecast
ity “to talk about things like violence more misses than

o on television.” /24 hits—in fact, many

’ more—in the net-
NEW IN TOON TOWN: USA Network will enter works’ new fall sched-
the prime time animation arena with ules. Our prognostica-
“Duckman,"” slated for early '94. / 26 tors see CBS on top

once again, but the

| FLIPPER REDUX: Samuel Goldwyn Television is | Ureenetwork share
dropping to 58%. /18

Photo: Stephen Brown

‘Flipper’ swims again in  hoping to resuscitate the '60s hit “Flipper” for
first-run syndication. / 27 first-run syndication in 1994-95. / 27

“I'm telling you this is going to be a problem, and no one is talking
about it.”—Foote, Cone & Belding’'s Howard Nass on retransmission-
consent negotiations / 42
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USA WINS 2ND QUARTER PRIME TIME
USA, helped along by the enduring strength of the L
off-network “Murder, She Wrote,” holds the top spot [
in Nielsen’s prime time cable rankings. WT'BS won
again for full-day. / 28

LESS MUSIC, MORE TALK: VH-1 will beef up its long-
form programing with specially commissioned films from
Francis Ford Coppola and a weekly series. / 29

HEAT ON INFRASTRUCTURE BILL

The cable industry and telcos attacked a proposed
Senate bill on the development of an advanced Senate hearing. / 31

telecommunications infrastructure, each arguing

that the legislation would give unfair advantage to the other. Responded one exaspsrated sen-
ator: “We’re never going to figure this out. Perhaps it’s time to let everybody compete.” / 31

PUBLIC TV PRIORITIES: A task force on public TV recommends diverting half of public stations’ fund-
ing to national programing, and using revenue from spectrum auctions, user fees and station sale
surcharges to fund operations. / 32

‘AGGRESSIVE’ IMAGE CAMPAIGN FOR CABLE

For its next round of image advertising, to¢ which it will devote $5
million, the NCTA will eschew the cable-as-nice-people approach,
developed by Bozell, in favor of a “more aggressive” emphasis on
value. Its new agency is Deutsch/Dworin. / 34

HOW TO BOOST PAY
: ] : With cost-cutting help from Showtime, cable opérators are boost-
On everyone's lips as CTAM ing pay revenue by slashing prices on premium services. HBO
gathers in Atlanta: retrans. / 34 prefers the “value” approach, which means holding the line on
prices but offering multiplexed channels free of charge. / 38

FASTER BUYS: Breaking new ground among major ad agencies, McCann-
Erickson will sign on to the AdValue Network, a system linking agencies, rep
flrms and broadcasters. / 40

HAPPY RETURNS: Targeting non-cable households that matched the network’s
demos, A&E garnered a 3% response to its “Access"” direct-mail campaign,
which offered a 30-day money-back guarantee. / 41

IMPROVED VITAL SIGNS FOR WESTWOOD

Westwood One posted a net loss of $730,000 for the second quarter, a
stellar performance next to its $4.74 million loss for the same quarter
last year. Selling off troublesome stations and aggressively cutting costs
helped. / 43

Pattiz ‘can't cut fast
enougly’ to pare
Westwood’s losses. / 43
DOUBLE OCCUPANCY: The NAB and RTNDA are close to a deal under which the

NAB Radio convention will share exhibit space with the RTNDA'’s fall conference. / 44

SCI'S NEW HORIZONS: TV group owner SCI-TV, under new majority owner Ronald Pereiman, Is con-
sidering expanding its reach into first-run programing and ad repping. / 46

ANOTHER iPO: Broadcasting Partners is expected to parlay its success in turning around WYNY(FM)
into added appeal for an initial public offering. / 48
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Capcities, Hearst opt for channel

Retransmission consent deal with Continental Cablevision guarantees national carriage
for new ESPN2, but no cash for stations; broadcasters fear cable has upper hand

By Joe Flint

retransmission-consent  negotia-

tions and, on the surface at least,
put the cable industry in the driver’s
seat, Capital CitiessfABC and Hearst
Broadcasting will let Continental Cab-
levision carry ABC-owned and
Hearst-owned stations for free.

In return, Continental has agreed to
a nationwide rollout of ESPN2—the
Capcitiess ABC and Hearst Corp.-
owned cable network spin-off of
ESPN.

I n a move that will radically alter

“They leveraged their retransmis-
sion-consent rights to strengthen their
cable business,’” one rival network ex-
ecutive said, claiming ABC *‘screwed
their affiliates™ in the process.

Spin-doctoring was the order of the
day after the deal, with reports that
Continental might pay as much as 50
cents per sub over the life of the con-
tract. Sources close to the deal insist
the true figure is an average in the
mid-teens, considered about par for a
mid-level service.

Whatever the current figure, CBS
Senior Vice President Jay Kriegel said
the deal is ‘*further proof that station
rights are worth a fortune.”’

As for affiliate reaction, ‘'l can’t
ever remember second-guessing Cap-
cities management. This decision de-
serves to be second-guessed,”’ said
Nick Smith, president of Spartan
Broadcasting, which owns two ABC
affiliates.

Smith said ABC’s decision—while
not bad for affiliates—was not ‘‘nec-

ESPN closing in on new baseball contract

Although the deal hasn't been signed, it appears that
ESPN will renew its contract to carry Major League
Baseball for six years—1994-1999—for $42 million-
$50 million a year. That term coincides with the initial
run of a new venture among MLB, ESPN parent ABC
and NBC to produce, market and distribute broadcast
network MLB telecasts. That ven-
ture was struck after it became ap-
parent that none of the big three
networks were willing any tonger to
pony up huge rights fees for the
games. (CBS paid just over $1 bil-
lion for rights to MLB games over
the last four seasons and ended
up losing about half that amount
on the deal.)

Sources said the pending ESPN deal is closely
linked to the venture, given the ties between the cable
network and ABC. ESPN is expected to pay out about
$250 million-$300 miillion over the new six-year deal,
far less than the $400 million the network paid over the
past four years. On an average annual basis, the new
pay-out would be $42 million-$50 million, compared
with the previous $100 million. Like CBS, ESPN lost
millions on its current deal, with estimates ranging
from $150 million-$200 million.

Accerding to sources with knowledge of the talks,
the parties were still discussing options late last week
that would tie the sale of some of ESPN's inventory to

Ithe network broadcast joint venture, as a way of broad-
ening the appeal of a baseball package to advertisers.

The situation is complicated by the fact that it's
iunclear what packaging opportunities the venture will
ihave to link baseball inventory to other ABC-NBC
Inetwork spots. Discussions on that subject won't begin

o= untii Ken Schanzer, executive
vice president, NBC Sports, as-
sumes his new post as head of
the venture on Aug. 2.

If ESPN does end up contribut-
ing inventory for the venture to
sell, there would be a corre-
sponding drop in the rights fee.
Under the terms of the joint ven-
ture, NBC and ABC don't pay a
| rights fee, but MLB retains 80% of the revenue gener-
ated from advertising sales.

According to sources, ESPN had some competition in
the bidding from Prime SportsChannels, a consortium of
regional sports channels. But the league apparently
wasn't interested. The fact that about 20% of Prime's
subscribers paid extra for the channel as a pay service
posed a potential political problem for MLB, sources
said. When it announced its venture this spring, MLB
disclosed a letter it sent to congressmen saying it had no
plans to do pay-per-view telecasts and that alt post-
season games would “remain on free over-the-air televi-
| sion for the duration of the contract.” —SM
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essarily good either.”’

It is not in the spirit of retransmis-
sion consent or what is best for our
industry; that is where it appears to be
self-serving,”” he said. Among the
criticisms levied at the deal was that it
“invaded” its affiliates’ territory by
setting up the network with a new
channel that would draw subscriber
income away from the local system—
money that might have gone to the
affiliate for retransmisston consent.

ABC Affiliate Board Chairman Pe-
ter Desnoes said ‘“the real problem™ is
the {ack of information being provided
on the deal. **l don’t think it will
undermine our retransmission-consent
negotiations."’

The agreement will likely end up
forcing NBC, CBS and loca! broad-
casters to rethink their own retrans-
mission-consent strategies.

ABC expected backlash from the
broadcasting industry, but Michael
Mallardi, senior vice president, Capci-
ties/ABC Broadcast Group, defended
the deal.

“*Carriage and channel positioning
are not insignificant, as broadcasters
will find out,”” he said, adding that the
network would stll like to do a cash
deal for carriage—*"if anyone is will-
ing to listen.”” Philosophically, Mal-
lardi said, ‘‘cable is not paying.”’

In the final analysis, he said, the
company must deliver great value to
the shareholders. **We don’t have to
apologize to anyone."’

Stronger hand for cable

On the cable side, the Continental
agreement strengthens the no-cash po-
sition the cable industry has taken on
retransmission consent.

Under the terms of the deal, Conti-
nental will put ESPN2 on all its sys-
tems, not just the seven where ABC
and Hearst have stations. Continental
has just under 3 million cable sub-
scribers and is the nation’s third-larg-
est cable operator. The stations that
will be carried by Continental are Cap-
cities” WABC-TV New York, KABC-TV
L.os Angeles, WLS-TV Chicago, KGO-
Tv Chicago, KFSN-TV Fresno, Calif.,
and Hearst’s wCVB-TV Boston and
wDTN-TV Dayton, Ohto. The stations
will have guaranteed desirable channel
positioning.

Tele-Communications  Inc.  and
Time Warner, the nation's top two
MSO’s, may be next to sign deals with
ABC. Executives at both companies
praised the deal and said they hope to
reach similar agreements with ABC
soon.

What's next for CBS and NBC?

While broadcasters criticized ABC for
not pushing for cash, cable industry
executives fired back that ABC’s deci-
sion was a logical recognition of mar-
ketplace realities.

“*How can CBS hold out for cash
now?"’ one operator asked.

**This shifts the bargaining power a
little and reduces the odds of CBS
getting cash,”” agreed Brown Brothers
analyst Jay Nelson.

Including ESPN2 in retransmission-
consent negotiations was not ABC's
first choice. The group owner ap-
proached Continental and other opera-
tors seeking cash but was unable to get
anywhere.

ABC, operators said, was finally
convinced it would be better off trying
to build a fong-term asset rather than

————eeseeeeaaaeeaeeae e TOPOF THEWEEK 0 ——— — - ——oxo—=—"—""— -~ =

extracting a few dollars on a month-
by-month basis.

**ABC has established a market val-
ue for retransmission consent and has
put the others in a position to fall in
line with that value. ABC out-maneu-
vered them,’’ said one top MSO exec-
utive.

"Indeed, in New York, Los Angeles
and Chicago, where Continental has
systems and all three networks own
stations, ABC is in a position to be the
only network affiliate on the system if
the other two cannot come to terms
with the MSO.

[f that happens, ABC will have a
bigger audience reach and thus more
appeal to advertisers. Other stations in
those markets will face the possibility
of lost viewers, lower ratings and a
decrease in ad sales.

NBC is already looking at cash al-
ternatives. As reported last week in
BROADCASTING & CABLE, that net-
work has three new cable channels in
the works and may offer its stations
for carriage in return for getting its
networks on the systems.

Unlike ABC, NBC has had talks
with its affiliates about giving them a
financial interest in one of the three
networks—a news/talk service similar
to CNBC.

That would make the plan more like
that of Fox, which two months ago
said it would establish a cable network
and offer it to systems at 25 cents per
subscriber. Of that, affiliates would
receive either five cents if they wanted
an equity interest in the venture or
seven-and-a-half cents if they wanted
straight cash.

Although Fox has a deal with TCI
for its networks, it has yet to announce
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any pacts with other operators. Many
have balked at the premium rate for a
still-unnamed and unknown entity
(BROADCASTING & CABLE, July 12).

NBC could face similar problems.
ABC had an advantage, in that ESPN2
had been in the works long before
retransmission consent became a reali-
ty. These other networks may be seen
by operators as merely retransmission
consent in disguise.

One NBC Cable executive con-
firmed that the plans for the new news/
talk network surfaced only in the last
few weeks.

CBS, meanwhile, is sticking to its
cash-only position, although the cable
industry shows no signs of giving in.

The rest of the broadcasting indus-
try may face the same dilemma. Ac-
cording to a just-released survey by
the National Association of Broadcast-
ers, more than 80% of the 432 stations
that responded, and 90% of network
affiliates, chose to negotiate for re-
transmission consent with at least one
system in their market.

By network, 89.5% of all ABC af- |

filiates want retransmission consent,
93.8% of CBS affiliates, 98.2% of

Fox affiliates and 92.7% of NBC affil-
iates. About 20% of independent sta-
tions opted for retransmission consent.

“We don’t expect ABC’s decision
to affect us with our local negotia-
tions,”” said Spartan’s Smith. *‘Money
is reality, and we are prepared to go
off their systems. This does not
change that.”” For the Big Three net-
works, it’s one down and two to go.
As one cable executive commented
last week: *‘The last guy who gets on
this train will have to say ‘please and
thank you’—even his channel position
may not be guaranteed.’’ u

Shopping channels merger back on track

QVC proposes $1.3 billion stock swap for HSN, including 12 Silver King stations

By Rich Brown
proposed  merger  between
Home Shopping Network and
QVC and an earlier decision by
the FCC to grant must-carry status to
home shopping stations have set off a
dizzying swirl of change in the TV
shopping business.

Rumors are flying that QVC Chair-
man/CEQ Barry Diller is setting out to
create a fifth entertainment network
through HSN’s Silver King Broadcast-
ing TV stations. Some cable system
operators are trying to figure out how
to add over-the-air home shopping sta-
tions to channel lineups that already
include home shopping cable network
programing. And Minneapolis-based
ValueVision is showing there might
be some opportunity for home shop-
ping channels that offer an alternative
to the proposed HSN-QVC monolith.

The on-again, off-again proposed
merger between Home Shopping Net-
work and QVC was on again last week
as QVC proposed a stock swap worth
an estimated $1.3 billion. As part of
the deal, the expanded QVC would
also purchase from affiliated company
Liberty Media Corp. its option to buy
HSN’s 12 Silver King TV stations.

To make way for the deal, various
shifts took place last week on the HSN
board. Resigning from the board were
Liberty Media Chairman John Malone
and President Peter Barton, both of
whom also sit on the QVC board. Lib-
erty, a spin-off company of number-
one cable MSO Tele-Communications
Inc., controls both HSN and a piece of
QVC. Joining the board were Leo J.

Hindery Jr., founder, managing gener-
al partner and CEO of InterMedia
Partners; John Draper of Liberty Me-
dia, and George C. McNamee, chair-
man of First Albany Companies Inc.

In other board shifts, embattled
HSN Chairman Roy M. Speer re-
moved himself as an officer. Speer,
one of the network’s founders, in re-
cent months has been at the center of a
number of alleged improprieties in-
volving HSN.

An investigation into HSN’'s busi-
ness practices by a Tampa federal
grand jury—as well as private litiga-
tion involving the company—earlier
this year prompted Liberty to drop a
planned $640 million-plus bid to ac-

quire all of HSN. Liberty issued a
statement In April saying the grand
Jjury investigation and litigation ‘‘have
created uncertainties which may result
in an indefinite delay of the merger.”’

Mark Riely of MacDonald Grippo
Riely said the new deal might have been
prompted last week by concerns that
HSN'’s stock price would rebound out
of reach. While the shopping channel
has recently suffered from sagging sales
and negative press, the company won a
major victory last month when the FCC
decided to grant must-carry status to
home shopping stations.

The question now is whether the
proposed merger will clear the neces-
sary regulatory hurdles, said Riely.
Despite opposition, including that of
Senate antitrust subcommittee chair-
man Howard Metzenbaum (D-OChio),
Liberty and HSN earlier this year won
regulatory approval of the proposed
merger. In addition to possible anti-
trust considerations, the merger may
violate network/station crossowner-
ship rules, according to Gigi Sohn of
the Washington-based Media Access
Project.

The two companies clearly domi-
nate the home shopping business, with
combined revenues of more than $2
billion a year. HSN reaches 60 million
homes through its cable affiliates and
a network of 40 UHF stations and 12
Silver King Broadcasting stations;
QVC reaches 47 million cable homes.
Analysts estimate a merged operation
could save the companies about $50
million in annual costs. =
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JOHNSTOWN
YOUNGSTOWN
EVANSVILLE
BATON ROUGE
WACO
LINCOLN
SAVANNAH
LANSING
SIOUX FALLS
MONTEREY
AUGUSTA

W18-49 SH
STATION TIME 5/93vs 5/92

WARKET STATION TIHE

WWEP  T1:30PM
WEM)  10:00AM
WIVW  %:00AM
WOMB  T2.00N +40
KWKT ~ 2:00PM /17"
KHAS ~ 9:00AM 6"
WAV 11:00AM 2%
WINS ~ 9:00AM +/52%
KW T:00PM  +/5%
KCBA  11:00AM +717%
WAGT  11:00AM +2507%

NSI Demo Shure}

TALLAHASSEE ~ WTWC 10:00AM
LAAYETTE ~ KADN  T0:00AM
TYLER KEXK  11:00AM

TRAVERSECITY  WWTV  9:00AM  +1
AMARILLO ~ KAMR  %:00AM  +10%
ROCKFORD ~ WIVO T0:00AM +300%

W 1849 SH
5/93vs 5/92

FUGENE KMTR 11:00AM +27%

TOPEKA KSNT  10:00AM +575%

SIOUXATY  KCAU ~ 3:00PM

TRREMAUTE  WIWO 10:00AM  +26°%
JOPUN KNE 10:00M +20%
MDD KPE 1200

ANCHORAGE  KTBY  10:00AM
PANAMAQITY ~ WPGX  12:00N

LAKE CHARLES ~ KVHP ~ 9:00AM +127%

BOWLING GREEN WGRB  G:00AM  +477%

BUTTE KCTZ  2:00PM

OTUMWA  KIVO  900AM  +40%

BRUNSWICK ~ WBSG  T1:00AM
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FCC proposes cost-of-service plan

But commission says procedure will be costly and complicated

By Harry A. Jessell

c able operators unwilling or un-
able to roll back rates to meet the
FCC benchmarks may be able to
justify higher rates, but it will not be
easy.

The FCC conceded that the cost-of-
service formula it proposed last week
by a unanimous 3-0 will result in long
and costly proceedings before munici-
pal regulators, the FCC, or both.

It is a traditional utility type of
regulation that is extremely complicat-
ed,”’ said Robert Pepper, chief of the
FCC Office of Plans and Policy.

**It is clearly a terrible situation for
the regulators and operators—and
therefore the subscribers—to be in,”’

said Sandy Wilson, an FCC Mass Me-
dia Bureau attomey.

The FCC asked for comments on
the proposals by Aug. 25 and replies
by Sept. |4. That means the FCC will
be hard-pressed to adopt the cost-of-
service guidelines before November.
And that means cable operators may
have to choose between benchmarks
and a cost-of-service proceeding be-
fore they have a chance to digest—or
even see—the guidelines.

Concemed about the complexity,
the FCC said it is exploring ways of
‘“*streamlining’’ the cost-of-service
proceedings. For example, it will
study cable costs to come up with in-

Better second quarter for CBS

CBS profits rode an increase in advertising to better bottom-line results in
the just-completed second quarter. The company attributed the bulk of
the improvement to higher revenue at the television network in prime time
and several other dayparts. Also helping the CBS television network to an
8% revenue gain was the broadcast of the entire NCAA basketball
playoffs; a year ago it broadcast only two semifinal games during the
second quarter. Cost controls—overall CBS expenses were down 2%—
were mostly responsible for better profits at both the owned TV station
and radio divisions. The TV station division was also helped by a $10.7
million insurance settlement related to Hurricane Andrew’s impact on
wCIX(Tv) Miami last year. Even excluding that non-recurring gain, operat-
ing income was up 70%. In addition, net income was helped by a reported
gain on the sale of some securities. —GF

Prime time upfront: $3 billion

The network prime time upfront passed the $3 billion mark iast week, and
it appears to be wrapping up short of last year's $3.6 billion total.

A network source said that by last Tuesday night, ABC had tallied
$1.02 billion, CBS was at $950 billion, NBC was at $850 billion and Fox
was around $510 million.

Several advertising executives said they believe that the total upfront
market will not go past $3.3 billion, a 10% decrease from last year.
“There is no way it is going to hit $3.6 billion," one agency executive said.
He called earlier estimates by networks that the market would hit last
year's level “sales strategy.” ABC is claiming an increase in market share
from 25% to 30% in prime time upfront business. Network and agency
sources agree the market share comes at the expense of NBC. One
buyer pcinted out that ABC is the only network that did not see its ratings
decline in prime time. “ABC was flat, which, these days, is good news,”
he said. The network is also the ieader among younger audiences.
“Unless you are looking at [the] 35-plus [age group], CBS is not the
number-one network,” the buyer said.

ABC and CBS each are expected to write slightly more than $1 billion
in business. NBC is expected to trail with approximately $850 million,
followed by Fox with more than $500 million. —CS

dustrywide averages that operators
may use instead of individual show-
ings.

As the cable industry has warned,
regulators could be swamped with de-
mands for cost-of-service proceed-
ings. Cable operators could trigger
30,000 proceedings—one for each
franchise—on basic service rates at
the municipal level and another
30,000 on upper expanded service
rates at the FCC.

*“That’s not going to happen,’” said
Wilson. **That’s not what we are hear-
ing from the industry,”” she said, de-
clining to predict how many operators
would opt for the cost-of-service pro-
ceeding.

The FCC last April set benchmarks
and mandated that systems in non-
competitive markets roll back rates
10% or to the benchmarks, whichever
is less. According to the FCC, the
rollbacks—coupled with obligations to
subtract rate hikes imposed after Sep-
tember 1992 and cut charges for in-
stallations, remote control and other
“‘equipment”’—will ultimately save
cable subcribers up to $1.5 billion a
year.

But as a safety valve of sorts for
systems, the FCC also gave systems
the option of seeking higher rates in
cost-of-service hearings.

Last week's proposals would allow
cable operators to recover certain costs
plus a ‘‘reasonable return’’ on capital
investment, or so-called rate base, of
between 0% and 14% (after taxes)—
a range gleaned from an analysis of
the returns of S&P’s top 400 compa-
nies.

Recoverable expenses, the FCC
proposed, would include operating
costs, depreciation and taxes. The rate
base on which operators would be en-
titled to a retumn, it proposed, would
include ‘‘prudent’” investments on
plant in service, ‘‘plant held for future
use without a reasonable period of
time’’ and working capital.

To the dismay of cable operators,
however, the FCC proposed excluding
from the rate base ‘‘excess’’ acquisi-
tion costs—that is, money spent to
acquire cable systems in excess of

‘what it cost to build them. [ ]
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‘DirecTv offers dish dealers DB

Hughes Communications' DirecTv last week promised
to cut backyard C-band dish dealers in on the high-
power satellite broadcasting service it hopes to launch
next year.

DirecTv executives at the Satellite Broadcasting and
Communications Association convention in Nashville
said the dish dealers would be invited. to. join the
National Rural Telecommunications Cooperative (in
rural areas) and consumer electronics outlets in mar-
keting DirecTv's equipment and programing.

The executives estimated the dish dealers would
capture at least 40% of the new DBS market.

DirecTv expects to launch the first of two high-power
satellites in December and to begin offering service in
April 1994. The service will include such popuiar cable
services as The Disney Channel, CNN and the USA
Network, as well as movies on a near-video-on-de-
mand PPV basis. The latest additions, announced-last
week, are Turmer Broadcasting System's CNN Interna-
tional and Turner Movie Classics.

To receive the service, consumers will have to buy a
$700 earth station featuring an 18-inch satellite dish.
Thomson Consumer Electronics is manufacturing the

S role

Hubbard Broadcasting’s United States Satellite
Broadcasting, having purchased about a third of the
capacity on the first DBS satellite, will offer a comple-
mentary package of cable services including the major
pay-cable networks, such as Home Box Office and
Showtime. Last week, it announced the addition of The
Comedy Channel to its lineup.

In the first 24 hours after its plan was unveiled,
DirecTv said, 1,000 dealers submitted applications to
participate. Even so, there was widespread skepticism
on the show floor.

“I want to see some ironclad proof that [the service]
is going up, then I'll be interested,” said Steve Kirby of
Skyscope Satellite Systems of Rockfield, Ky, He said
he was among many retailers who had lost money on
previcus DBS ventures.

David Rose, president of Earth Satellite Systems of
Moncks Corner, S.C., complained that DirecTv has yet
to reveal crucial information, such as wholesale cost of
the equipment and permissible commissions and fees

- for DBS-related services.

"When they become clear enough and explain their
prices...then I'll make the decision whether we get into

home equipment.

it or not,” he said.

~SS

Lorimar, WBTV melded under Moonves

By Steve Coe

arner Bros. is combining its
two television divisions,
Warner Bros. Television and

Lorimar Television, into one entity,
Warner Bros. Television Production,
headed by Lorimar President Leslie
Moonves.

The move was designed to cut down
on duplication and redundant positions
within the two divisions, according to
Barry Meyer, executive vice presi-
dent, Warner Bros.

Meyer denied the move was based
on the success or failure of each divi-
ston; however, since Moonves took
over Lorimar in 1990, it has been the
top network producer each year. Har-
vey Shephard, president, Warner
Bros. Television, will move into an
independent production deal under the
Warner Bros. banner.

“‘This is really not about one or two
more shows being sold in one division
or the other,”” said Meyer. ‘‘This is
about the economic clhimate of net-
work television, When we looked at
it, it wasn’t justified to keep two
standalone  television  divisions.”
Warner Bros. acquired Lorimar five
years ago, and Meyer said the compa-

New Warner Bros. TV head Les Moonves

ny has been combining some depart-
ments over the past several years.
‘‘We continue to believe our future is
in creating copyrights. This conselida-
tion allows us to focus our resources
and energies on producing programs
and building assets,”” he said.

Meyer said the company is ‘‘a week
or two away from knowing how much
reduction’” will result from the merg-
er. He also was unable to say approxi-

mately how much overhead will be

'saved with more streamlined opera-

tion. “*We didn’t do it to save more
money, we did it for efficiency,’” he
said.

Shephard, who joined Warner Bros.
in 1986 from CBS Entertainment, will
be joined in the still unnamed new
production entity by Fran McConnell,
who leaves Warner Bros. Television
after serving more than a year as se-
nior vice president, creative affairs,

Meyer said the production agree-
ment with Shephard and McConnell is
an exclusive multiyear deal, with the
entity reporting to Moonves. *‘I am
very excited about starting this new
venture and concentrating totally on
the creative process,”” said Shephard.
**And working with Fran this past year
confirmed my beliefs that she is one of
the most talented creator/developers in
the business. She will be the perfect
partner.”’

“Warner Bros. corporate success
has always been based on changing
with the times,”” said Moonves.
“‘Combining the two divisions now is
the smart business move, and I look
forward to the challenge of proving
them right.” u
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Wussler, Cosbhy eye NBC bid

Deal could include some ongoing GE presence

By Steve McClellan

ources close to entertainer Bill

Cosby and Robert Wussler, for-

mer CBS-TV, Turner Broadcast-
ing and Comsat executive, confirmed
a Vanity Fair article reporting that the
two men have joined forces to make a
bid for NBC. According to a source
close to both, Cosby and Wussler
started talking last fall after their
names appeared in a news article spec-
ulating on potential NBC suitors.

A source on the Wussler-Cosby
team confirmed that several Wall
Street  firms, including Goldman
Sachs, had been retained to put togeth-
er a formal acquisition proposal that
the two men hope to present to GE’s
chairman, Jack Welch, by the end of
the summer.

Speaking to NBC News personnel
in April, and at the network’s affiliate
meeting in May, Welch said GE
**likes NBC*" and *‘wants to be a part

of NBC."" Wall Street analysts point
out, however, that GE would be obli-
gated to shareholders to at least look at
any serious offer to buy the network.

*'They don’t think anyone has gone
to Welch with a real plan, or real
money or a real opportunity,”” said a
source close to Wussler and Cosby.
The source also said the plan calls for
GE to remain an equity owner in NBC
but that the proposal is not contingent
on GE’s rernaining on board.

Wall Street analysts say that GE
puts the book value of NBC at $4
billion-$4.5 billion, an estimate that
includes the network, owned stations,
various cable holdings and other as-
sets.

The Vanity Fair article cited three
principal reasons for Cosby’s interest
in buying the network. Two of them
are closely related—Cosby’s view that
television, in general, has offered a

TOPOF THEWEEK == _=————> - ——— =

Bob Wussler: Cosby’s partner in NBC bid

distorted view of African Americans,
and the recent cancellation by NBC of
the Cosby-produced Here and Now
half-hour comedy, which Cosby be-
lieved tried to address issues and
themes about African American life in
a more realistic manner.

Wussler’s motivations are less
clear. But last week a source close to
him said that Wussler still believes in
the near-term business potential of
network television. ]

Cable nets line up for fall

By Joe Flint
A Ithough the TV critics cable fo-

rum in Los Angeles last week

gave the cable networks a
chance to promote their fall lineups,
ESPN’s biggest news was a retrans-
mission-consent agreement with Con-
tinental, while Turner Entertainment
President Scott Sassa talked about the
need to seek international business in
order to stand out in a 500-channel
world.

ESPN spelled out details for
ESPN2, its spin-off sports channel tar-
geted to younger viewers. It has
moved up the launch date a month—to
Oct. 1.

ESPN President Steve Bornstein
said that Sports Center anchor Keith
Obermann will move to ESPN2 to an-
chor SportsNight, described as a *‘less
structured’” sports news program air-
ing Friday through Monday, 8-11
p.m. ET.

Programing on ESPN2—nicknamed
‘“‘the Deuce’’ by ESPN—will include
NHL, arena football, volleyball, auto
racing and two additional sports news

shows. On the pay-per-view front,
ESPN plans to offer soccer's World
Cup on pay as well as college football,
the latter offered at $9 per game or
$60 for ‘‘season tickets.”” ESPN is
also launching this fall NFL Prime
Monday, a 90-minute show about the
NFL.

In other cable news:

m Lifetime plans to start programing
Sundays beginning Aug. |, replacing
Lifetime Medical Television. No word
yet on the fate of LMT, but Lifetime
President Doug McCormick said it
will resurface.

m USA Network announced several
new movies as well as the new prime
time show Duckman (see story, page
26).

B The Comedy Channel will launch
its new season in July, including the
new show Politically Incorrect hosted
by comedian Bill Maher. Its program-
ing is now 60% original.

® Besides re-entering the original
movie genre with Proudheart, The
Nashville Network will revamp its

weeknight prime time schedule with
four new series.

® CNBC has a news show in the
works in conjunction with **Consumer
Reports.™”

8 Turner Broadcasting provided de-
tails for its latest network—Turner
Classic Movies. TCM, set to launch
early next year, will include films
from the MGM library, pre-1950
Warner Bros. films and others.

B TNT previewed two new movies,
as did TBS, while Turner’s Cartoon
Network executive vice president Bet-
ty Cohen announced that channel’s
foray into late-night talk with Space
Ghost: Coast to Coast, the *‘world’s
first late-night talk show hosted by a
cartoon superhero.”’

® On the pay TV front, Showtime
Networks Inc. signed a five-year re-
newal deal valued at more than $200
million, with TriStar giving Showtime
exclusive rights to as many as 15 Tri
Star films per year.

B The Disney Channel continued to
emphasize its pursuit of an audience
beyond children. Fall programing in-
cludes a 60-minute special on the
Blues Brothers featuring Dan Aykroyd
and a special on President Clinton’s
favorite band, Fleetwood Mac. ]
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In L.A., Hard Copy was a knockout in May. In the
country’s most competitive market, hardest time
period and against the toughest opponents, Hard
Copy was #1 in the biggest demo of them alll,
Adults 25-54. With o 4.8 rating, it beat Wheel Of
Fortune, A Current Affair, and every other access
contender. If we could slug it out and win in LA.,
imagine what we could do in your market.

Maybe it's time to get a heavyweight champion
in your corner. After all, the competition isn’t
gefting any easier.  .ezze.
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By Morrie Gelman

rime time hit shows are going to

be in short supply when the

1993-94 network season opens

this fall. That’s the consensus of 15 ad

agencies making audience forecasts

for the season. They also predict that

the three-network share will drop once

more, to 58% of the viewing audience
(with Fox adding another 12%),

Of the 39 shows debuting in the

18

STEPHEN BROWN

fall, only four will be hits—two from
Fox and one each from ABC and
NBC, the consensus has it.

CBS, notable for the absence of any
new hit shows in the forecast, is still
projected as the number-one network
in audience share for the season.

Prior to the beginning of last sea-
son, many of the same agency execu-
tives figured the competition between
ABC and NBC for second place was
too close to call. This preseason there
is no doubt: ABC is a clear pick, esti-
mated te be much closer than NBC to
the CBS performance.

According tc the annual agency sur-
vey obtained by BROADCASTING &

Jul 19 1993 Broadcasting & Cable



ﬁ

CABLE, Grace Under Fire, the new
Carsey-Warner half-hour scheduled
for ABC on Wednesday night, is most
likely to succeed among freshmen
shows for ’93-'94. The 9:30 p.m.
comedy features comedian Brett But-
ler as a single mother struggling to
scratch out a better life for her three
children.

NBC’s addition on Thursday nights,
Paramount’s Frasier, is also picked as
a hit series. Cheers’ Kelsey Grammer
stars as a psychiatrist who has become
Seattle’s hot new radio shrink. Key
behind-the-camera talent from
Cheers—David Angell, Peter Casey,
David Lee and James Burrows (the
first three as executive producers, and
the last as director)—will be steering
Frasier to its predicted success.

Agency consensus further estimates
that Fox, which need achieve only
65% of the audience levels of the other
three networks to register a “*hit’” in
the agency books, will score highest
with Disney’s Sinbad on Thursday and
Lorimar’s My Girls on Sunday.

Sandwiching new shows between
two powerful established ones is, of
course, a time-honored practice in net-
work scheduling, and this fall will be
no exception. All the projected hits
enjoy, if not cocoon treatment, at least
special positioning.

Grace Under Fire gets the benefit
of a dynamite lead-in from Home Im-
provement on ABC, Wednesday at
9:30 p.m.

On Thursday, the lead-in for NBC’s
Frasier is Seinfeld, and the lead-out is
a newly refurbished L.A. Law. Sin-
bad, with Night Court's Gary Murphy
and Larry Strawther as executive pro-
ducers, 1s sandwiched between Fox's
formidable The Simpsons and In Liv-
ing Color at 8:30. The new half-hour
stars stand-up comic Sinbad, formerly
of A Different World.

Fox’s other projected comedy series
hit, My Girls, is hammocked between
Martin (Fox’s breakout hit from last
season) and its solid veteran Married-
...with Children at 8:30 Sunday. Re-
cording artist Queen Latifah and Kim
Coles of In Living Color and A Differ-
ent World star in the series about four
upwardly mobile African-American
women living in a New York brown-
stone.

Despite the hammocks, none of the
four predicted hits for the fall season is
in the *‘surefire’” category. A year
ago, based on criteria that defined a hit
as a show with a 22 share or better,

L

Handicapping the New Season

Agency consensus of estimated average network share

ABC’s Hangin’ with Mr. Cooper and
CBS’s Love & War and Hearts Afire
were ‘‘can’t miss’’ choices. The hit
picks for the "93-°94 season are a little
less sure. Only a slight slippage would
put them in the toss-up category, de-
fined as anything between a 17 and a
21 share (industry standards adjust
Fox to 65% of these levels).

The agency consensus predicts that
13 of the 39 new shows will wind up
as toss-ups, with ABC and CBS boast-
ing four shows each in this category,
followed by NBC with three and Fox
with two.

Surprisingly, among the toss-ups
(and not in the hit category) is Sea-
Quest DSV, Sunday at 8, one of the
new season’s most highly touted se-
ries. The Steven Spielberg/Univer-
sal—co-produced NBC hour—about a
huge, futuristic submarine exploring
ocean frontiers—has a long-term net-
work commitment. The advertising
community evidently remains to be
convinced, with the share estimates
indicating that, Spielberg notwith-
standing, SeaQuest is going to have a
difficult time competing with ABC’s
new Lois & Clark much less dislodg-
ing CBS’s Murder, She Wrote as time-
period leader.

Also falling into the toss-up catego-
ry is the fall season’s most controver-
sial new series, ABC’s NYPD Blue.
With content that may be pushing cur-
rent network TV standards, the Steven
Bochco police drama is likely to at-
tract the most attention—if not the
biggest numbers—of the new shows.
It’s projected for a 20 share, a close
second to the CBS Tuesday movie in a
10-11 time slot.

A total of 22 misses are predicted
for the season, which suggests perhaps
17 first-season shows in the fall may

enjoy a second season in 1994-95.

That’s in keeping with the recent pat-
tern of renewals. Last season, 19 of 37
new series returned for the upcoming
season.

The agency handicappers, which in-
cludes five of the top 10 agencies in
network and TV expenditures believe
CBS will go through the 30-week sea-
son with a 21-share average, winning
Monday, Saturday and Sunday nights.
If the consensus proves correct, CBS
will have its third first-place season in
a row,

Still, the estimates represent a l0ss
of ground for the network, which won
Tuesday night as well as the other
three nights last season. Wednesday,
Thursday and Friday were targeted by
CBS for improvement this fall, but the
consensus suggests those objectives
will not be met.

Since it concluded last season with
a 22-share average, CBS may be fac-
ing a slight audience share decline if
the agency handicappers are right.

The consensus opinion also has it
that ABC will enjoy a highly competi-
tive and successful prime-time season,
averaging a 20 share and also winning
three nights—Tuesday, Wednesday
and Friday. ABC, which was up 2% in
household ratings last season, is esti-
mated to generate a 20 share again.

NBC, in the view of the consensus,
will be a decided also-ran, losing the
season by 4 share points to CBS and 3
to ABC. Last season, NBC averaged
an 18 share. Only NBC’s
perenntally strong
Thursday

night is
chalked up to the g
network’s win column, al- ——gE=
though Monday and Wednesday look
to be within striking distance.

Fox wins no nights of the week in
the survey, which is no surprise,but
once again figures to be a competitor,
particularly on Thursday night. The
12-share average predicted for Fox is
the same number the network had as a
full-season number in '92-’93.
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The ABC, CBS and NBC combined
share of prime-time viewing, which in
'92-°63 fell to a new low—60% of the
total television audience—figures to
continue its slide. The agency consen-
sus awards a total of 58 to the three
major networks for '93-'94 (with Fox
share points adding an additional 12).

One of the more significant indica-
tors of the agency consensus is the
growing importance of the news mag-
azine to prime-time network TV. The
forecast estimates that CBS will aver-
age a 25 share with three such shows,
ABC a 23, also with three, NBC an 18§
with two and Fox an I1 with its new
Fronr Page series.

The promotional theme of ‘‘The
Stars Are Back on NBC’ holds true
not only for that network, but for all.
NBC can claim a total of 12 estab-
lished stars in its new series: Roy
Scheider, Cindy Williams, John Lar-
roquette, Tom Brokaw and Katie
Couric, Kelsey Grammer, Valerie
Bertinelli, Teri Garr, Bill Cosby, Dick
Van Dyke, Larry Hagman and Kenny
Rogers (the last four will have sepa-
rate shows that are part of the new,
two-hour NBC Friday Night Mystery
series).

New series coming to CBS will
bring seven stars to that network, in-
cluding Harry Anderson, Bronson Pin-
chot, Connie Chung, Faye Dunaway,
Robert Urich, Peter Scolari and Beau
Bridges.

At ABC, William Devane, Daniel
1. Travanti, George Foreman and Pau-
la Poundstone will be in new series
this fall.

Fox also will boast four star names
in new series: Richard Lewis, Don
Rickles, Sinbad and Ron Reagan.

ABC’s new prime-time lineup in-
cludes seven comedies and four dra-

mas. The 1) new series for the fall’

account for eight of ABC’s 22 hours
of prime time.

CBS, which won 22 of 30 weeks
last season and had 10 of the top-20
highest-rated shows, is introducing
nine new programs (6% hours): five
comedies, three dramas and a maga-
zine, Eye 10 Eye with Connie Chung,
which debuted last summer.

Fox, expanding to seven nights a
week in the fall, debuts four come-
dies, two dramas, a variety show and
Front Page, as well as a movie night.
The eight new Fox shows for the fall
cover a total of six hours.

NBC, like ABC, will have || new
programs (82 hours): seven come-

WINS BY
NETWORK

Tuesday, Wednesday,

Friday
Mondgg:l,nzaatyurday,
MOX None
&"& Thursday

dies, two dramas, the news magazine
and the new two-hour Friday mystery
block.

Tale of the tape

Ad agency forecasters were right on
three of five picks last summer for
“surefire”” hits for the 1992-93 sea-
son—not a bad batting average in an
industry where picking winners is of-
ten problematic.

The forecasters were on target with
CBS’s Love & War and ABC’s Han-
gin' with Mr. Cooper and with Martin
on Fox. The CBS and ABC hit shows
both compieted the Sept. 21,
1992—-April 15, 1993, season with 23-
share averages, while Martin turned in
an |8 share.

The surprise hit of the season, Dr.
Quinn, Medicine Woman, completely
fooled the agency handicappers. A
year ago, they predicted a modest 13
share for the CBS Saturday hour. In-
stead, Quinn averaged a robust 24
share, the highest among the four hit
shows of the 1592-93 season.

The forecasters were also way off
with their predictions for Rhythm and
Blues, an off-beat comedy about a
white DJ working at a black radio
station, in putting the NBC show in
the hit category with a 22 share. The
show actually recorded a disappoint-
ing 14 share and was quickly pulled
from the schedule.

Two other NBC shows also failed to
live up to agency predictions. Qut All
Night, a comedy starring Patti Labelle
as a blues singer, was predicted to
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average a 19 share, and actually pulled
a 13 before being yanked; Here and
Now was handicapped at a 20 share. It
did a 13 and was gone in short order.

Agency forecasters were off by 4
share points on Hearts Afire, which
did a 21 share, barely missing the hit
category predicted for it. Likewise,
predictions for Bob, also a CBS come-
dy, were 4 share points too high. The
handicappers had Bob averaging a 21
share; it actually averaged a 17.

Fox’s Ben Stiller Show, a certified
miss, was off by 4 share points in the
forecast. Handicappers predicted a 10
and the show pulled only a 6, but
neither number was too low for renew-
al.

In general, the agency forecasters
were overly optimistic with their pre-
dictions, but they were within 3 share
points on 30 of 37 shows evaluated for
the '92-'93 season.

Looking at the fall '32 prime time
schedule last summer, agency fore-
casters correctly figured that CBS
would be number one for the season,
but they wrongly had ABC and NBC
too close to call as runner-up. A com-
parison of the actual shares with the
predicted share for the entire NBC
schedule shows that agency experts
significantly overestimated NBC’s
strength.

Agency prognosticators said that
CBS would win Monday, Friday and
Sunday nights, and that NBC also
would win three nights: Wednesday,
Thursday and Saturday. ABC was giv-
en only Tuesday night. Instead, NBC
won only one night—Thursday. ABC
lost Tuesday to CBS, which took Sat-
urday, Sunday and Monday as well.
ABC did better than the forecast de-
spite the Tuesday disappointment, tak-
ing Wednesday and Friday. ]

Morrie Gelman, veteran Hollywood
reporter for BROADCASTING & CABLE
and other publications, is now presi-
dent of Ventures in Media, a Los An-
geles-based information packaging
and market research firm.

—

A night-by-night
chart of agency
picks for fall
follows on page 22.
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WHY THE MOST
FORWARD-THINKING
SYSTEM OPERATORS
ARE DWELLING

© 1993 History TV Network, A&E Networks. All nghts reserved.

™

ntroducing History TV, the new 24- themselves back in time, night after night.
hour flexible cable service that dives into History TV is slated to be launched as
history, grabs it and brings it back alive. of the 4th quarter of 1994, so contact your
History TV will energize the past. A&E Networks” Account Manager for
Riveting documentaries, miniseries and details. And do so soon, for we all know
movies will have your subscribers hurling what happens to those who ignore history.

HISTORY TV NETWORK
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ANY WRESTLING
~ YOUUERVER SEEN!

PRESENTED BY FRONT ROW ENTERTAINMENT

COMING TO PRY-PER-VIEW FROM OSAKA, JAPAN
OCTOBER 5, 1993

THIS WILL BE THE FIRST U.W.F.| SHOOT WRESTLING EVENT-AN EXCITING FORM OF SUBMISSION WRESTLING COMBINING ALL
THE MARTIAL ARTS IN AN ANYTHING GOES CONTEST OF COURAGE AND CONDITIONING—BROADCAST IN THE UNITED STATES.

FOR A COMPLETE INFORMATION KIT FOR YOUR SYSTEM CALL (215) 639-2720
FRONT ROWENTERTAINMENT « THREE NESHAMINY INTERPLEX, SUITE 207, TREVOSE, PA 19053 « FAX: (215) 639-2520
JOSEPH HAND, SR. DAVID MacDONALD, SR.
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Salhany supports violence-warning plan

Fox chairman emphasizes most of her network’s shows will not need labeling

By Steve Coe

abeling prime time programs
with a viewer advisory is a *“‘re-
sponsible step in addressing the
issue of children being exposed to vio-
lence while they watch television,”
said Lucie Salhany, chairman, Fox
Broadcasting, during the opening ses-
sion of the Television Critics Associa-

‘tion press tour in Los Angeles last

week. However, she said, the majority
of Fox’s shows are devoid of violence,
and the network has no plans to ‘*add
advisories across the board on our pro-
grams. We will handle each advisory,
each show...separately.””

Fox is in a “*fairly enviable posi-
tion,”” said Salhany, because the net-
work’s schedule 1s laden with come-
dies, which by ‘‘definition are
virtually violence-free. So are Beverly
Hills, 90210 and Melrose Place, our
ensemble dramas.’’ She noted that
Fox already posts a warning at the
start of Cops and that America’s Most
Wanted has been moved from 8 p.m.
to 9.

Salhany defended the new action
shows on Fox’s fall schedule, saying
The Adventures of Brisco County, Jr.
“‘is a western...there are bound to be
some rough incidents. It just goes with
the territory.”” She said the violence in
the show would be neither graphic nor
gratuitous. As for The X-Files, Sal-
hany said only a few scenes ‘‘can even
loosely be described as violent, and
they are handled very sensitively.”

She acknowledged that where Fox
may be putting advisories is on some
of its made-fors and acquired theatri-
cal films for Fox Night at the Movies.
“We’ll review each one on a case-by-
case basis,”” Salhany said.

The Fox chairman said network
television is less violent than it was 10
or 20 years ago. “‘In 1983 there were
16 crime dramas on the air, and they
were violent—series like T.J. Hooker,
Matt Houston, CHiPS and Magnum
P.I. Twenty years ago there were
nearly two dozen crime, spy and cow-
boy dramas on the air. Again, they
were violent.”” Salhany said the four
network schedules today yield only a
**handful of crime-oriented dramas,
and two of those—Law and Order and
Homicide—can in no way be accused

Lucie Salhany and Sandy Grushow

of celebrating violence.”

Salhany wary of V-chips

Salhany also addressed the advent of
the V-chip, which would be integrated
into new television sets to enable par-
ents to block out certain signals or
channels. **The very idea of the V-
chip scares me. [ know i'm going to
be asked why parents shouldn’t have
the right to program their sets. My
answer to that is, have we as parents
so abrogated our responsibility as par-
ents to talk about things like violence
on television with our children that we
have to ask technology to stand in for
us?"”’

The move of implanting chips could
set a dangerous precedent, she said,
paving the way for chips that block
other channels and including the pos-
sibility of an “*N-chip. That’s what
scares me the most. Because, after all,
the most graphic violence portrayed
on television is seen on news pro-
grams. Do we really want to block out
those shows or those channels?”’

Although the majority of the ques-
tions from television writers centered
on the violence issue, Salhany was
also asked about the reported efforts of
Paramount and Chris-Craft to establish
a fifth network. *‘I don’t know that
Chris-Craft and Paramount are trying.
I think if Chris-Craft is talking to any-
one, it may be Warner Bros.”" She

estimated that a Chris-Craft/Warner
Bros. alliance could garner about a
70% clearance of the country. ‘*That
leaves 30% they are not able to get to
over broadcast, so they would have to
go to cable. And that is a possibility.”’
Salhany wished them well if efforts
are indeed under way and added, **We
believe in emerging networks, having
Just graduated from being a weblet.”

Grushow details more debuts

Sandy Grushow, president, Fox Enter-
tainment Group, announced additional
premiere dates for new and returning
series on Fox’s fall schedule. The net-
work announced a partial premiere
schedule last week (BROADCASTING &
CaBLE, July 12). The latest debut
dates for new series include: Daddy
Dearest on Sunday, Sept. 5, at 9:30-
10; The X-Files on Friday, Sept. 10, at
9-10; Townsend Television on Sunday,
Sept. 12, at 7-8, and Bakersfield on
Tuesday, Sept. 14, at 8:30-9.

The returning shows with premiere
dates are: Married.. with Chiidren on
Sunday, Sept. 5, at 9-9:30; Beverly
Hills, 90210 and Melrose Place on
Wednesday, Sept. 8, at 8-10; /a Liv-
ing Color and Herman's Head on
Thursday, Sept. 16, at 9-10, and The
Simpsons on Thursday, Sept. 30, at 8-
8:30.

Chase to reprise News Update

Grushow also announced The Chevy
Chase Show will debut on Sept. 7 at
Il p.m. In a session on Monday,
Chase and Steve Binder, executive
producer of the late-night show, gave
more details about the fourth competi-
tor in the daypart. Chase ruled out
speculation that the new show would
mainly be sketch comedy bits.
““We're going to be a late-night talk
show. The idea of trying to write
sketches the same way we did on Sai-
urday Night Live would be damn near
impossible because you'd have to re-
hearse all day, and by the time we
came to the show we’d have nothing
else to do but a sketch.” Chase also
said he will reprise the ‘““News Up-
date’ sketch he created on Saturday
Night Live. u
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Adventures in Wonderland
Betty Productions
The Disney Channel

Beat the Odds
KNBC-TV/Channel 4

Los Angeles, California

Common Miracles - The
New American Revolution
in Learning
ABC News

“American Agenda”

Fox Children’s Network Public
Service Announcements
Fox Children’s Network
Learning Corporation
of America

Freedom Singer
ABC News - Radio

Storyporch
Black Entertainment
Television

KUAT's Guide to
The Orchesira
KUAT-FM
Tucson, Arizona

1992-93
Docurmentary Series

SOUNDPRINT

The New kxplorers
Kurtis Productions
WTTW/Channel 11

Chicago, lllinois

NorthStar Entertainment Group, Ine.
Windbome Productions. Inc.

Tuesdeay’s Child
West Virginia Public Radio

Turner Family Showcase
Cartoon Network

Announcin g

v 1993

National Education Association

Awards

For The Advancement Of Learning

Through Broadea sting.

Nned

NATIONAL EDUCATION ASSOCIATION
1207 16th Street NW Washington. DC, 20036

Network Earth-Earthlink
Pilot Project
Turner Broadeasting Svsten, Ine.
In Association with [BM
and America Online

Sexual Considerations:
CBS Sclioolbreak Special
CB3, Inc.

Proceeding On...
Fisions of Idaho
Idaho Public
Television

Read Farth
KAET-TV/ Channel 8
Tempe, Arizona

Ready, Set, Learn
The Learning Channel

10 for the Future
WBIR-TV/Channel 10

Knoxville, Tennessee

Simnple Justice
The American Experience
New lmmages Productions
Public Broadeasting Service

Soclety in Transition
CNN Newsroom

Parent Power
Ashland Oil, Inc.
Doe-Anderson Advertising
Thom 2 Productions

Kids +Earth=A Partnership for
a Creener Tomorrow
WNEP- TV/Channel 16

Scranton, Pennsylvania

Newton's Apple
KTCA-TV Twin Cities Public
Television
Public Broadcasting Service
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USA: the duck stops here

Cable network orders animated prime time offering, ‘Duckman’

By Rich Brown

SA Network in early 1994 will
become the latest programer to
try an original prime time ani-

mated series with Duckman, an irrev-

‘Duckman’ is USA’s offbeat adult animated offering.

erent half-hour adult comedy featuring
an offbeat family of ducks.

USA has placed a 13-episode order
for the series, which will be coupled

Jul 5-11

TI]P 5 BASIC CABLE SERVICES

NETWORK—HOUSEHOLDS THOUSANDS }—RATING/SHARE

All prime time 8-11 I
p-m. data supplied
by outside sources

based on Nielsen

Media Research. Ratings and
shares based on coverage

. -househaolds of each network.

with a yet-to-be-announced live-action
original sitcom on the network. The
cartoon, which will air between 8 p.m
and 9 p.m. on a yet-to-be-determined
night, is being produced by Klasky
Csupo Inc. in association with Para-
mount Television.

Klasky Csupo handled the first
three seasons of Fox Broadcasting
Co.’s popular prime time series The
Simpsons. The animation company,
headed by Gabor Csupo and Arlene
Klasky, is currently producing Rug-
rats for Nickelodeon.

Duckman will be based on an un-
derground comic book by Dark Horse
Comics founder Everett Peck and will
feature original music by Frank
Zappa. The lead character is a heavy
coffee-drinker and reformed chain
smoker who longs to live in the shad-
owy world of old-fashioned private
detectives.

“There is a degree of irreverence
and energy to this project,”” said Da-
vid Kenin, executive vice president,
USA Networks. Kenin became inter-
ested in the show after seeing a Duck-
man pilot at the 1992 MIP-TV interna-
tional television festival in Cannes.

USA Network will maintain exclu-
sive rights to Duckman domestically;
an international deal has not yet been
struck for the series. Kenin foresees a
full array of Duckman-related mer-
chandising, but he added that it was
‘‘premature’’ to discuss USA’s role in
any possible merchandising of the
character.

Competing cable network Nickel-
odeon has enjoyed merchandising and
ratings success with its move into
original prime time animation. The
network's Saturday night run of Ren &
Stimpy routinely ranks in the 40 top-
rated cable shows as ranked by A.C.
Nielsen Co. and reported each week in
BROADCASTING & CABLE.

Kenin said earlier this year that
USA is expecting better results from
its two new sitcoms than such earlier
low-budget attempts as the short-lived
Check It Out and Doghouse.

“We're taking a totally different
tack,”’ said Kenin. **“We’re using ‘A’
producing, writing and performing tal-
ent to create these things. We’re put-
ting up a lot of money to do this.”" ®
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- Gerber, ITC form production unit
David Gerber, the former MGM television network president who was
largely credited with keeping MGM’s network series division afloat during
the turbulent ownership regimes of Kerk Kerkorian and Giancarlo Parretti,
has aligned himself with ITC Entertainment Group to form the long-form
Gerber/ITC Productions unit.

ITC is-in the midst of a management restructuring under recently
installed President/CEQ Jules Haimovitz, who is attempting to move the
.independént Los Angeles studio back into producing hour-long network
series, as well as to bolster its output of telefilms and miniseries for
broadcast and cable netwarks.

In the works at Gerber/ITC is a two-hour made-for-TV spy adventure,
Royce, which will have a shared licensing window between ABC and
Showtime. It is also developing a western movie for Turner Network
Television called Lords of the Land. Gerber also said the company has at
least one. ongoing series development project with each. of the four
networks.

“I'll ecome up with the series ideas, then have Jules [Haimovitz] look at
the economics and see whether deficit-financing a series makes sense to
go forward with a series project,” Gerber said.

Gerber, who at one time owned his production company, produced
Police Woman for NBC (1973-77). During his tenure at MGM in the mid-
1980's, he kept the network division afloat by selling thirtysomething to
ABC and In the Heat of the Night to CBS. However, last year, with MGM
under the ownership of French bank Credit Lyonnais, network production
was phased out and Gerber left for independent proeduction. —MF

]

SGT readies
return of ‘Flipper’

Touted as ‘Jacques
Cousteau meets Baywatch’

By Mike Freeman
T he popular 1960°s network series

Flipper may swim again—this

time in first-run syndication. Los
Angeles-based Samuel Goldwyn Tele-
vision hopes to develop the dolphin
drama for 1994-95 to exploit the in-
creasing viewer and legislative de-
mands for *‘advertiser-friendly’’ non-
violent family programing.

Julie Resh, SGT vice president of
television production and develop-
ment, says the company is also devel-
oping a companion piece to Flipper
and to the company’s five-year-old
syndicated weekly hit American Glad-
iators. Although she declined to elab-
orate on the Gladiators spin-off, Resh
did say it would be a similar ‘‘athletic

“Radio — The Forgotten Medium,” the summer issue of the Media
Studies Journal, takes a comprehensive look at America’s most pervasive and
most overlooked medium., In this issue, journalists and scholars survey the air-
waves to debunk the recurring myth that radio is dying. Topics examined by the
authors include the impact of new technologies and a new regulatory climate on
the radio industry, the radio taik show boom and its influence on politics and
society, radio’s fragmented music scene, radio economics, the BBC, and the
overall health of AM, public radio, comedy, drama and news. Authors include

FCG Commissioner Andrew Barreft, Steven Salyer, president of American
O'YTEN Public Radio, and David Bartlett, president of the Radio Television News
Directors Association.

The Media Studies Journal is published quarterly by The Freedom
Forum Media Studies Center at Columbia University and is available on a

subscription basis. For 4 compli-
mentary copy of “Radio—The
1y copy &=

Forgotten Medium” mail the
Please send me a complimentary copy of Radio—The Forgotten Medium

\,

The Freedom Forum
Media Studies Center

At Columbia University in the City of New York

coupon below.

™ Name: Company:
a ! Address;
A -‘Sce(\\?,\‘ . .
o : < Media bt\_\(\_imk ity __ Sulte; Zip:
= 'eedom,i‘ Y.\“ 4y i 4DE a0t . , s . .
The ¥ i G Mail lo: Media Studies Journal, The Freedom Forum Media Studies Center

ade

| 2950 Broadway, New York, New York 10027
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competition’” for possible launch in
fall 1994,

By updating rlipper as ‘‘lacques
Cousteau meets Baywaich,”’ Resh
says the studio is looking to create a
series that balances environmental is-
sues with pure fun-in-the-sun action.

Resh says the studio is already in
pre-production and will begin location

scouting in South Florida next month..

None of the cast members from the
original 1963-67 NBC series will re-
turn; instead, SGT will introduce a
yet-to-be-cast ensemble of regulars.

She estimates the budget at slightly
more than $1 million per episode, but
adds that several foreign co-produc-
tion partners, whom she declined to
identify, will share front-end costs in
exchange for territorial distribution
rights.

“In Flipper, here is a show with a
wide demographic appeal and built-in
brand recognition,”” Resh says. ‘“The
baby boomers still remember it fond-
ly, and there is 2 whole new genera-
tion watching on Nickelodeon for the
last two years.’’

_ PROGRAMING I

She adds, however, that Dick As-
kin, SGT syndication president, is in
only the preliminary stages of ap-
proaching some major station groups
and has yet to develop a marketing
plan.

SGT’s acquisition of Flipper came
in a roundabout way. Originally, Heri-
tage Entertainment acquired the show
and other series from the estate of
producer Ivan Tors. Then, about two
years ago, parent Samuel Goldwyn
Co. bought all of Heritage’s film and
series library.

2nd-quarter cable ra-fings:'"1993 vs. 1992

A.C. Nielsen Co. has decided not fo release quarterly
ratings data on the nation's cable networks, citing
opposition from some of the cable networks and some
of Nielsen's own salespeople.

The company announced: last month that it would
begin releasing monthly and quarterly cable ratings
data as well as weekly rankings of the top 15 programs
on cable. “When we decided to release the numbers,
our own salespeopie raised hell," said Jack Loftus,

Nielsen vice president of communications. The com-

pany quietly decided not to release the other numbers,
but will continue to provide weekly rankings.
"We reserve the right to come back and release

those numbers at another time,” said Loftus. “We may

put them out next quarter."” :
As a result, the cable ratings chart for. the second
quarter is appearing later than usual in BROADCASTING

& CABLE. As it has in the past, BROADCASTING & CABLE -

will continue to supply quarterly ratings data based on
A.C. Nielsen data supplied by network sources.

the 1978 classic “Star Wars,” helped propel USA to its
second consecutive quarterly win in the prime time
cable ratings race.

The USA telecast of “Star Wars" resulted in a 4.1
rating, representing 2.5 million homes nationally. The
telecast was the highest-rated Saturday night movie
on basic cable in 1993 and the highest-rated USA
Saturday night movie since February 1991, according
to the network. Thursday night movies on the network
averaged a 2.6 rating, 30% ahead of 1992.

Overall, USA's second-quarter 1993 prime time
numbers were up 10% over the same period in 1892,
Among other shows boosting USA's numbers was a
continued strong performance by the off-net mystery
series Murder, She Wrote, which averaged a 2.7 rating
in the Monday-Friday 89 p.m. ET time slot.

Superstation wTBs maintained the lead in a year-to-
year comparison of full-day ratings. ending second-
quarter 1993 with a 1.2 rating representing 747,000
households. In its initial second-quarter outing, anoth-
er Turner channel, The Cartoon Network, showed a -

: g e prime time rating of 1.1 within its universe, represent-
A lineup of movies, including the June 26 telecast of ing 62,000 households: . —-RB
Prime Time : Full Day
20 1993 20 12 20 1993 . 20 1992
Netwonrk § Rating MHH Rating HH - Raimg HH Ruting HH
usA 23 1,373.000 21 1,236,000 ST 646,000 1.1 670,000
WIBs 22 1,318,000 2.0 1,165,000 1.2 T4T,000 - 1.2 715,000
L TNT ) 1.9 1,130,000 2.0 1L127.000 1.0 570,000 1.0 544,000
. ESPN 1.5 913,000 1.6 943,000 0.8 473,000 0.8 453.000
Nick ! 1.1 622,000 1.0 564,000 / 0.9 530,000 0.9 508.000
Lifetime 1.0 554,000 1.1 625,000 0.5 271,000 0.4 238,000
Nashville Net, 1.0 545,000 L ELT 597,000 0.5 272,000 0.5 288000
CNN 0.9 538,000 1.0 584,000 | 0.5 334,000 0.6 345,000
Discovery 0.9 516,000 0.9 516,000 0.5 277,000 a5 284,000
Family Channel A 0.9 494,000 0.8 417,000 0.4 241,000 0.4 235,000
A&E 0.9 487,000 0.7 377000 . 05 300,000 0.4 228,000
MTV ' 0.6 342,000 0.6 344,000 . 0.4 251,000 0.5 266,000
Headline News 0.3 180,000 0.3 164,000 0.3 164,000 0.3 171,000
YH-1 0.3 130,000 0.3 144,000 0.2 103,000 0.3 113,000
Comedy Central 0. 112,006 0.5 110,000 0.2 08,000 0.2 57.000
CNBC 0.2 81,000 0.1 51,000 0.2 73,000 0.1 55,000
F Cartoon Network 1.1 62,000 NA - NA 0.9 48,000 NA NA
Nenes: Ergures arenerwark estimeies. Al data are supplicd by Turner Broudcusting System beved on Nielsen Media Research. Ratings are based on
coverage area of each network, noi entive television universe. A&E broadeasts Mon.-Sun. 8 am=4 .. Lifetime dura based on a Men.-Sar. 6

.G, week: TNN broadiasts Mon.-Sim. 9 a.m.-3 a.m., and Discovery broadcises Mon,-Sin. 9 aomi -3 a.m.
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long-form slate

By Rich Brown

usic video network VH-1 in
the months ahead plans to fur-
ther expand into long-form
programing with a lineup including
specially commissioned films by di-

rector Francis Ford Coppola, as well

as acquired episodes of The New

WKRP in Cincinnati and other pro-
graming.

“*“When we hit it right on long-form, (T)';(S)) Rtg. Program Time (ET):  Network
people stay longer with us,”” said VH- '
1 President Ed Bennett, explaining the 1. 1,899 3.2 Deep Trouble (movie) Thu. 9-11p usAa
network’s evolution from around-the- 2. 1,893 3.1 Murder, She Wrote Tue: 8-9p USA
clock music. videos. ‘“The radio model 3. 1892 3.2 Triais of Life (pt. 3) Sun. 4-6p TBS -
does not exist anymore.” 4. 1,880 3.3 Auto Racing Sun. 1-4:45p- TNN
Coppola’s American Zoetrope pro- 5. 1,876 3.1 MLB (Los Angeles—New York)  Sun.8-11p ESPN'
g‘f’sz?oﬁzﬁggyﬁilicpgﬁ%‘;?; ifﬁef 6. 1,860 3.1 Murder, She Wrote Wed. 8-9p USA
in association with Palomar Pictures. 7. 1,852 34 Sf?r Trek:_The Motion Picture Sat. B-10:45p USA
The 23-minute films will feature as- 8. 1,820 3.0 Trials of Life (pt. 4) Sun. 6-8p TBS
yet-unnamed top musical talent, and 9. 1,815 3.0 Buried Alive (movie) Wed. 8-11p USA
are being described by VH-1 execu- 10. 1,787 3.0 Murder, She Wrole Thu. 8-9p USA
tives as ‘‘experimental’” and ‘‘a new 11. 1,781 3.0 Ren & Stimpy Sun. 11-11:30a NICK
television genre.”” The six films will 12. 1,771 3.0 Ren & Stimpy Sat: 999:30p NICK
be presented under the banner title 13. 1,755 2.9 MLB (Florida-Atianta) Mon. 9:15-11:45p  TBS
“‘Francis Ford Coppola Presents VH-1 14. 1748 2.9 WWF Monday Night Raw Mon. 9-10p USA
Music Fiims” and are scheduled to 15. 1,740 2.9 Maximum Overdrive (movie) Men. 3:30-530p  TBS
launch in late fall 1993. 16. 1,722 2.9 Trials of Life (pt. 2) Sun. 2-4p TBS
Debuting at an earlier date on the 17. 1,718 2.9 Saved by the Bell Fri. 5:30-6p 8BS
VH-1 schedule will be Fools for Love, h : .
a weekly half-hour series launching 18. 1,715 2.8 Professional Boxing . Tue. 9-1 1p LUSA
Aug. 27 at 11:30 p.m. ET. The origi- 19. 1,656 2.8 Bad News Bears (movie) Sat. 4:6p 8BS
nal production will be a comic look at 20. 1,655 2.8 MLB (Atlanta—Florida) Sat. 7-10:15p TBS -
love, sex and marriage. Hosting the 21, 1,632 2.7 MLB (Atlanta—St. Louis) Thu. 8:30-11:15p TBS 7§
show will be real-life couple Jon Bran- '22. 1,631 2.7 Tnals of Life (pt. 5) Sun. B-10p TBS
deis and Caroline Rhea, who will tell 23. 1,616 2.7 Mad Max (movie) Mon. 5:30-7:30p  TBS .
stories and conduct street interviews 24. 1588 2.6 Fatal Exposure (movie) Mon. 3-5p USA l
on love and relationships. _ 25. 1572 26 Superman il Mon. 12:30-3:30p TBS |
New acquisitions for the channel in- 26. 1569 2.6 Saved by the Bell Fri. 5-5:30p 88
clude The New WKRP in Cincinnat, 27. 1,563 2.6 Trials of Life (pt. 6) Sun. 10p-12m T8S
gah;c:t \;”LI ?;]r I:ln(;ncﬁ).l:;t(l;r;)un%h TS‘T:;ST_ 28. 1,540 2.6 Star Trek: The Motion Picture Sun. 2-4:45p USA
day at 7 pm and Sunday at 8 p.m. 29. 1,509 2.6 Rugrats Sun. 10:30-11a NlCK
(all ET). VH-1 has acquired 45 epi- 30. 1,501 25 Saved by the Bell We’d.’5:30-6p T8S
sodes of the sitcom from MTM. 31. 1,495 2.5 This Week in Baseball Mon, 8:30-8p TBS
Also acquired from MTM is FM, a 32, 1,486 24 MLB Wed. 8:30-11:29p ESPN
sitcom about a noncommercial radio 33. 1,474 2.4 Murder, She Wrote Fri. 8:9p USA
station starring Robert Hays and Patri- 34. 1,473 2.6 Too Good to Be True (movie) Tue. 9-11p ~LIFE
cia Richardson. The 13 episodes will 35. 1,471 2.4 The Rescue {movie) Fri. 9-11p USA
air on Saturdays at 7:30 p.m. and Sun- 36. 1,468 2.4 WWF All-American Wrestling  Sun. 12n-1p USA
days at 8:30 p.m. and midnight, 37. 1462 2.4 MLB (Atianta-St. Louis) Tue. 10:15p-12:152 TBS
ling‘;’;“g;‘ ﬁ)“;‘;‘fgz;‘e;’gg }r‘afmg;g“";?ﬁ 38. 1434 2.4 MLB (Atlanta-Florida) Fri. 7:30-10:45p  TBS
. e . 39. 1,429 24 MLB (Atlanta—SL. Louis) Tue. 8:30-9:30p TBS
include additional episodes of the = ! :
original concert series Center Stage as 40. 1,426 2.4 Trials of Life (pt. 1) Sun. 12n-2p TBS
well as other original series. | J
|

PROGRAMING

The following are the lop 40 basic.cable
programs, ranked by total number of

households tuning in. Ratings are based on each network’s total coverage
households at the time of the program. Data are supplied by oulside
sources based on Nielsen Media Research.
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SOatCasiingG - L i o2
rHAG e Broadc: orid A ording to alse
ab A E g : fox 4
MONDAY 9.2,/18 9.5/18 6.0
8:00 49 Dy O 7.4/15 37. Evening Shade 8.4/17| | 37. Fresh Prince 8.4/17
; ne ;
8:30 ¥ 28. Major Dad 9.0/18| | 37. Blossom 8.4/17| | 72. Fox Night at the
9:00 19. Murphy Brown 9.9/19} Movies—12:01 6.0/12
9:30 16. ABC Monday Night ' (28 Love & War 9.0/16| | 48. NBC Monday Night
1 Movie—The Preppie Murder Movies—The Love She
10:00 10.1/19} | 15. Northem Exposure | Sought 7.4/14
10:30 10.4/19
TUESDAY 9.5/18 0.3/18 8. ;
8:00| 21 FullHouse _ 9.8/20 || |, ceoue: 911 11.0/21 | 74. Route 66 s/ [ 02 Bevery Hills 0210
8:30 23. Hangin'w/Mr.C 9.5/18 | 3.5/7
9:00| 3.Roseanne  14.3/26 ' '
930 14 Room for Two 10.6,19 19. CBS Tuesday Movie— 58. South Beach 6.9/12} | 96, Key West 3.1/5
AN | | Triumph of the Heart j ;-
ig.’gg 64. Jack’s Place  6.5/12 | 9:9/18 | 1 11, Dateline NBC 11.4/21
'WEDNESDAY 9.9/18 B.9/16 0.1/19 _ B/
8:00/ 62. Circle Game  6.6/13| | 54. Family Dog 7.2/15 | | 12. Unsolved Mysteries | 76. Beverly Hills 90210
8:30| 56. Doogie Howser 7.0/13 | { 56. Family Dog 7.0/13 | 11.2/22) | 5.6/11
9:00| 1.Homelmprovmt 15.4/28| | 40. In the Heat of the Night | | 18. Caught in the Act '
. P 9/7
A rr— 132,23 8.0/14 i 10.0/18 | 87. Melrose Place 3.9/
12523. 33. Sirens 8.6/16 9. 48 Hours 11.6/21 28. Law and Order 9.0/16 :
A0z | :
THURSDAY 0.1/18 ; : g 5.9
8:00 64. Wings 6.5/14} | 32. The Simpsons 8.7/18
65. Crossroads 7.1/14 | | 36. Top Cops 8.5/17 - -
8:30 47. Wings 7.5/15( | 44. Martin 7.7/15
9:00| 51 Matlock 9.8/18 16. Eye to Eye with Connie | | 23. Cheers 9.5/18 | | 67. ILC: 1st Season 6.4/12
9:30| ) | Chung 10.1/18 9. Seinfeld 11.6/21] | 82. Down the Shore 4.7/8
iggg 4. Primetime Live 13.4/25| | 33. Picket Fences 8.6/16| | 69. Sisters 6.2/12
FRIDAY ! 5 . 0
8:00| 27. Family Matters 9.2/20 | | 72. Golden Palace 6.0/13| | 92. A Different World 3.5/8 | | 2. America’s Most Wanted
8:30 | 26. Step By Step  9.3/20 | | 69. Cutters 6.2/13(:| 94. Qut All Night 3.4/7{ 6.6/14
-1 . Di i 8 . Sighti 5.0/11
9:00 | 33. Dinosaurs 8.6/18| | 41. street Stories  7.9/16 5. NBC Movie of th Bl htiee ik
. . Pel tangers 9. : . Code ;
9:30 | 28. Perfect St 9.0/18 ovie of the 84. Code 3 4.4/9
Week—A Woman Named
10:004 5 59,20 13.3/27| | 69. Johnny Bage  6.2/13 |- | Jackie, Part 1 5.7/12
.10:30 :
SATURDAY : U ; : J
8:00] 97. Young Indiana Jones 41. Dr. Quinn, Medicine 78. SNL Goes Commercial 58. Cops 6.9/16
8:30 Chronicles 3.0/7 | | Woman 7.9/18 5.2/12] | 44. Cops 7.7/17
9:00 86. Country Estates | 60. Empty Nest 6.7/15) 84. Front Page 4.4/9
9:30 4.1/9 | | 48, cBS Saturday Movie— | | 53. Mad About You 7.3/15 ' '
00 Miles from Nowhere 7.4/16 W
10.90 64. The Commish  6.5/14 | 76. Reasonable Doubts:; i
10:30 5.6/
SUNDAY 2 i G.8 1.7/
: . 1 95. Parker Lewis 3.2/7
IEH 20. ABC’s World of 2.60 Minutes  14.7/32| | 79. Quantum Leap 5.1/11 2/
7:30 | Discovery 3.7/8 88. Danger Theater 3.8/8
8:00| 41. AmFunHmVid  7.9/16 | | 7, Murder She Wrote _ . . i 79. In Living Color 5.1/10
60. | Witness Video 6.7/13
8:30 | 48, Am Fun People  7.4/14 13.1/26 /13| 23 Roe 269
9:00/ . a8, Manied w/Childn 7.4/14
A . 8. CBS Sunday Movie— 4. NBU anday Night T e Hem 6311
9:30| 23. ABC Sunday Night Absoiute Strankers Movie—The Gambler : . Herman’s Head 6.3/
10:00| Movie—Lock Up  9.5/17 |: 12.9/24 Returns: Luck of the Draw, | | 88. Flying Blind 3.8/7
10:30 g Part 1 7.7/18) 30 The Edge 37,7
WEEK'S AVGS. 8.7/17 9.5/19 7.3/14 5.2/10
SSN. TO DATE 11.7/20 124,21 ‘ 10.8/18 i 7.3/12

RANKING /SHOW [PROGRAM RATING/SHARE] *PREMIERE - SOURGE: NIELSEN WEDIA RESEARCH YELLOW TIRT IS WINNER OF TIME SLOT |
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Infrastructure bill hit by all sides

S. 1086 criticized by cable, telcos, others as giving competitors unfair advantage

By Kim McAvoy

controversial Senate bill that
could spur the development of
an advanced national telecom-

A

munications infrastructure took some -

hits [ast week from a variety of inter-
ests. The cable industry and both tocal
and long-distance telephone indus-
tries, among others, argued that the
bill could give their competitors an
unfair advantage. The measure, S.
1086, is the handiwork of Senate
Communications Subcommittee
Chairman Daniel Inouye (D-Hawaii)
and ranking Republican on the parent
Commerce Committee John Danforth
(R-Mo.).

The bill would pave the way for
telcos to offer cable TV service within
their service area under *‘certain con-
ditions,’” and make it easier for cable
companies to enter the local telephone
business. The measure would also lift
some of the long-distance restrictions
on the Bell operating companies
(BOC’s). This would insure that
BOC’s such as Southwestern Bell and
US West, which are investing in cable
outside their service territories, can
move ahead. And it imposes safe-
guards on BOC delivery of informa-
tion services.

Despite what the industry groups
had to say, several subcommittee
members expressed an interest in
moving ahead. “*“We’re never going to
figure this out. Perhaps it’s time to let

everybody compete. That’s what
America is about,”” said John Breaux
(D-La.).

Senators Bob Packwood (R-Ore.),
the ranking Republican on the sub-
committee, and Ted Stevens (R-Alas-
ka) said the legisiation was a ‘‘good
start.”’

Overall, industry witnesses support-
ed the concept of creating an advanced
telecommunications network. They

The media’s interest in infrastructure is evident.

said their companies already have'

made substantial investments in infra-
structure. Indeed, Brian Roberts, pres-
ident of Comcast Corp., who testified
on behalf of the National Cable Tele-
vision Association, said cable TV sys-
tems are ‘‘providing a ubiquitous
broadband superhighway today.”” He
said by the end of the decade, ‘‘the
cable industry as a whole plans to in-
vest another $14 billion in system up-
grades.”’

Bell Atiantic President James Cul-
len said the BOC's are willing to in-
vest up to $125 billion in infrastruc-
ture by the year 2000. In the past three
years, Cullen pointed out, the BOC's
have invested nearly $10 billion in
digital switching equipment. But Cul-
len also complained that the measure
doesn’t go far enough. As a result, he
said, the BOC’s will be able to pro-
vide only local service, ‘‘but our com-

! petitors will be able to provide both

local and long-distance service.’”

Cullen noted that the bill restricts
telco entry into cable and electronic
publishing, but places no restrictions
on entry by cable or other electronic
publishers into the local telephone
business.

James Smith, president of the Com-
petitive Telecommunications Associa-
tien, which represents the long-dis-
tance telephone industry, said his
industry has spent between $8 billion
and $9 billion since the mid-1980’s to
lay 2.4 million miles of ftber transmis-
sion capacity throughout the nation.
Smith, however, said the bill would
‘‘significantly harm competition in
long distance even as it seeks to create

. competition in the local exchange.””

Roberts encouraged the subcommit-
tee to open up the local telephone mar-
ket to competition. But he also said

MCORRIS SEMIATIN
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that local telephone companies should
not be allowed to enter the cable busi-
ness in their service area unless they
are subject to ‘‘effective competi-
tion.””’

Under the bill, telephone companies
would only have to have interconnec-
tion tariffs in place before they could
offer cable in their service area. The
measure also would prohibit telcos
from buying out or merging with ex-
isting cable systems in their service
territories.

Roberts said the National Cable
Television Association believes there

should be ““flexibility’’ in these provi-
sions. ‘‘In any market where competi-
tion is simply not sustainable, it would
be extremely unfair and counterpro-
ductive to force one or both contend-
ers to continue to provide service,”” he
said.

While the hearing gave the critics of
S. 1086 an opportunity to vent their
frustrations, it also gave other interest-
ed parties a chance to stake their claim
in the "‘information superhighway.’’

Michael Niggli, senior vice presi-
dent for marketing of Entergy Corp.,
an electric utility holding company

— WASHING TOIN 15—

serving Arkansas, Mississippi and
Louisiana, said he was there to identi-
fy the role that electric utilities can
play in the deployment of a broadband
network to consumers. Niggli said his
company has a project under way that
will deliver a high-capacity fiber op-
tic/coaxial cable infrastructure as part
of an information system for custom-
ers.

Niggli said he hoped his testimony
would head off any attempts to pre-
clude his industry from taking part in
the development of an advanced tele-
communications infrastructure. L]

Panel calls for more money for public TV

Says funds should go into national programing, not stations

By Julie A. Zier

ederal funding for public televi-

sion should be increased and
used exclusively for national pro-
graming, according to a report re-
leased last week by the Twentieth
Century Fund Task Force on Public
Television.

Funds now going to public stations
for operations—about half of the ap-
proximately $250 million appropriated
annually—should be diverted to na-
tional programing, the 188-page report
says. ““The stronger national program-
ing is, the stronger local stations will
be,** said Brown University President
and Task Force Chairman Vartan Gre-
gorian at a press conference in Wash-
ington.

The report also recommends the
government derive a portion of public
TV funds from spectrum auctions,
user fees or ‘‘surcharges’ on the sale
of broadcast stations or other FCC-
licensed facilities. Legislation is cur-
rently pending in Congress to permit
spectrum auctions, but it does not ear-
mark any of the money to public TV.

Other recommendations made by
the group of media, business and gov-
ernment professionals include reform-
ing the appointment process for the
Corporation for Public Broadcasting
board to avoid ‘‘ideological infight-
ing.”” Instead of making appointments
directly to the board, the report sug-
gests, the President should make them
from candidates recommended by a
““distinguished commission from the
fields of broadcasting, education, the

sciences, the arts and the human-
ities,”” also appointed by the Presi-
dent.

The proposal to funnel funds to na-
tional programing drew fire. ‘‘For
communities to benefit, funding must
be available for stations to use in ac-
quiring national programs or in sup-
porting the local broadcast or non-
broadcast use of that programing,”
said David Brugger, president of
America's Public Television Stations.
**Any recommendation to move public
TV’s federal funding from other than
local control would merely take mon-
ey out of one pocket to fill another.”

Lee O'Brien, general manager of
Southern Illinois University’s WSIU-TV
Carbondale and wWUsI-TV Olney, said
the study ‘‘missed the point of what
public television is all about.’” Nation-

al programing is an important part of
public television, he said, but only a
small part of the overall service.

Even task force member FCC Com-
missioner Ervin Duggan attached a
statement expressing his concerns.
“‘Diluting the amount of money that
public broadcasting’s funding sources
provide to local stations could directly
undermine the hope for improved lo-
cal service,”” he said.

Eli Evans, president of the Charles
Revson Foundation and member of the
task force, said the proposal to support
public TV with the revenues from
spectrum auction and fees was ‘‘unan-
imous.”’

“If a rancher has to pay a fee to
graze on public lands, then those who
graze on public airwaves should pay
the fee as well,”” he said. a
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The National Telecommunications and Information
Administration wants to launch a National Information
Infrastructure Program aimed at demonstrating to the
public how advanced telecommunications technologies can
be used for education, health care, public information and
other social services. To carry out the program, NTIA head
Larry Irving told the House Telecommunications Subcom-
mittee last week, the agency will need an extra $51 million.
NTIA’s overall budget request is $94.5 million for fiscal
1994—more than twice the $39.7 million the agency now
receives.

The plan has the support of Irving’s former boss, Sub-
committee Chairman FEd
Markey (D-Mass.), who
last week introduced an
NTIA authorization bill in-
cluding the $51 million.

According to Irving, the
funds would be used to underwrite pilot projects
for schools, hospitals, libraries, museums, and
state and local governments. Irving said the ad-
ministration does not ‘‘seek to construct, own or

HH N G TN 15

Lorrie Secrest, who headed the FCC's Office of Public
Affairs during the chairmanship of Alfred Sikes, has land-
ed in Chicago as vice president, media relations, Ameri-
tech. Secrest had been working on public relations for the
regional Bell operating company as a consultant in Wash-
ington. Prior to joining the FCC, Secrest worked in public
affairs at the United States Information Administration and
the FBI.
Senate Antitrust Subcommittee aide Christo-
pher Harvie next Monday (July 26) will join the
Washington office of Mintz, Levin, Cohn, Fer-
ris, Glovsky and Popeo, the law firm an-
nounced last week. A gradu-
ate of Brown University and
UCLA Law, Harvie has
served the subcommittee
chaired by Senator Howard
Metzenbaum (D-Ohio) since
1989. The firm represents several
prominent cable clients, including
Turner Broadcasting System, the Na-
tional Cable Television Association

operate a government network that competes with
the private sector.”’ Instead, he said, it expects
program participants will purchase or lease telecommunica-
tions services and facilities from the private sector.

The authorization bill also includes $20.6 million to
administer NTIA’s public telecommunications facilities
program and $! million for the National Endowment for
Children’s Educational Television, which was created to
help fund new programing for children.

Irving toid the subcommittee that the administration’s
interagency task force on information infrastructure was
working on a “‘vision statement’’ for telecommunications
issues. He said the administration wanted to take a ‘‘fresh
look’ at such issues as telco entry into cable and Bell
company delivery of information services.

A Washington Post story asked some of the well-
heeled baseball fans in Baltimore last Tuesday evening
for the All-Star Game how they managed to secure the
hard-to-get and costly tickets. One answer: *‘I’m a commis-
sioner for the FCC.”" It turns out that the commissioner was
Ervin Duggan, a fact that could be quickly deduced from a
quotation later in the story from John Hollar. Hollar was
identified as a “‘Washington baseball fanatic,”’ but is
known in these circles as Duggan’s chief aide.

So where did the tickets for the Duggan party come
from? Duggan says Major League Baseball offered him a
chance to buy two $60 tickets—an opportunity he took
advantage of. The story was the same for Hollar, except the
tickets came from CBS, which televised the game, and cost
only $45.

Charles Schott, chief of staff to FCC Chairman Alfred
Stkes during the first two years of his administration
(1989-91), has rejoined Sikes at Hearst New Media &
Technology Group, which is exploring new businesses for
the multimedia corporation. Sikes is head of the group, as
well as vice president of Hearst Corp. Schott, who will be
vice president of the group, first worked for Sikes during
the latrer’s three years (1986-89) as head of the National
Telecommunications and Information Administration. Fol-
lowing his tenure at the FCC, Schott was a special consul-
tant in the London office of McKinsey & Co.

Edited By Harry A. Jessell

and the California Cable Television
Association.

Representatives of small cable operators (those with
systems serving fewer than 1,000 subscribers) underscored
earlier calls for relief from the FCC’s tough new cable
regulations with a letter last week to the commissioners.
The letter urged the agency to: (1) permit them to justify
their current rates on a simplified net income analysis; (2)
permit them to increase rates to the benchmark cap; (3)
authorize them to base rates on the bundling of service and
equipment charges; (4) allow them to pass through rebuild
costs; (5) clarify that they do not have to maintain local
offices in each community they serve, and (6) commence a
rulemaking to broadly address small-system concerns. Fail-
ure of the FCC to act ““will seriously impede’’ their ability
to provide quality service, the representatives said. The
letter was signed by Steve Effros, Community Antenna
Television Association; David Kinley, Small Cable Busi-
ness Association; Michael Pohl, Coalition for Small System
Operators, and Decker Anstrom, NCTA.

Cable must “stay ahead of the curve” of public rela-
tions as the new cable regulations go into effect, said
NCTA Chairman Dick Roberts in a speech last week at the
New Engiand Cable Television Association in Newport,
R.I. Roberts, who is president of TeleCable, said it is
‘‘essential that every cable system carefully explain the
changes that occur in rates, services and channel lineups—
to our customers, to the press and to local and federal
officials. They need to hear it from us, rather than from city
regulators or from the broadcasters.”” Despite the chal-
lenges facing cable, Roberts is optimistic about the indus-
try’s future—a future, he says, that puts cable in the fore-
front of new technology. ‘‘No matter how you slice it,
cable infrastructure is the preferred technology for ad-
vanced communications services,”’ said Roberts.

“*In sum, cable television still maintains a clear advan-
tage over its competitors in the race to develop advanced
telecommunications infrastructures. We can achieve our
goals through modest, rather than monumental, investment;
and we can rely on a realistic expectation that our systems
will deliver real and valuable services to consumers.” &
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The theme of this week’s Cable Television
Administration and Marketing Society conference in
Atlanta may be customer service, but the
overwhelming concern of operators continues to be
reregulation. Panels such as “A New Look at New
Revenue Opportunities” and “Win-Win Negotiations”
are likely to attract attendees worried about the
bottom-line impact of rate rollbacks and

retransmission consent.

Cable plans $5 million image campaign

NCTA chooses Deutsch/Dworin ad agency to develop spots primarily for cable networks

By Harry A. Jessell
n estimated $5 million advertis-
ing campaign extolling the
benefits of cable TV will be

launched this fall, the National Cable

Television Association announced last

week.

The NCTA executive committee
awarded the account to the New York-
based Deutsch/Dworin advertising
agency two weeks ago following pre-
sentations by Deutsch/Dworin and one
other finalist, Leonard Monahan Lu-
bars & Kelly of Providence, R.1.

The competition for the cable ac-
count, which initially included some
50 firms, did not include Bozell,
which put together cable’s original im-
age campaigns. Bozell’s *‘Cable Con-
tributes to Life’” spots aired between
September 1991 and March 1993.

Prior to soliciting a new agency, the
NCTA considered several new ap-

proaches from Bozell, said Rob
Flynn, NCTA senior project director
and manager of the advertising pro-
gram. ‘*We did not get what we were
looking for,”” he said.

The advertising campaigns are part
of a broader public relations effort by
the industry that includes public rela-
tions training, local community rela-
tions and outreach to national media.

Flynn said the NCTA expects the
Deutsch/Dworin  campaign to be
“‘more aggressive’’ than the Bozell
spots, which were aimed at portraying
cable as ‘‘nice people.”’

The new campaign, according to
Flynn, will try to sell consumers on
the value of cable: *‘what cable is all
about [and] what it takes to deliver
cable to subscribers—to remind peo-
ple what they are getting for their

monthly bill.”" It will rely primarily on
E _ B Sa
- BN W

television spots on cable networks.
How much other media will be in the
mix will be worked out with the agen-
cy as the campaign is developed, he
added.

Unlike the earlier campaign, Flynn
said, the NCTA expects to pay ap-
proximately $5 million to place the
spots on cable networks to insure they
are ‘‘visible.”” In the earlier cam-
paign, he said, cable operators found
time for the spots on cable networks
by trading local avails for national
avails. The time was not always the
best, he said. “*You get what you pay
for.”

Deutsch/Dworin has estimated an-
nual billings of $170 million. The ad-
vertising agency’s national clients in-

clude Lenscrafters, 1KEA, G.
Heilman Brewing, Six Flags and E&J
Gallo Winery. [
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As

Belt-Tightenin
Begins To Reac
ts Limits,
Operators Find
elcome Relief
In USA Networks
Revenue Programs.




o DT

As belt-tightening begins to reach its limits, operators find
welcome relief in USA Networks revenue programs. In today's
changing environment, cost-cutting alene can only go so far.
That's why we keep helping operators enhance those profit
sources that stand the test of time — new subscriber acquisi-
tion and more local ad sales.

w g ﬁ CSR SUPPORT. For two years, our

Response Plus program for LISA Network

NETWORK s been boosting acquisition by giving
(CSRs the information and motivation they need to make and
retain sales.

ETHNIC MARKETING. This year, we've added a new
Ethnic Marketing Program with materials to help you create
new sales in growing but undempenetrated niches: African-
Americans, Hispanic-Americans and Asian-Americans.

SCI-FL We've introduced the most anticipated and
successful new network in recent years...the -
Sci-Fi Channel. It attracts intensely loyal | 5( IFl d
fans who buy and watch cable for their 7 e anye
favorite programming.

LOCAL AD SALES SUPPORT. Over the years we've
built a reputation for the most useful local ad sales support
available to operators. [t includes continually updated sales
materials, training, and regional Spotline hot lines for answers
to your local ad sales questions.

So if you've been feeling the pinch of tighter margins and
restricted revenues, USA Networks revenue programs can
continue to help ease the pressure.

USAINETWORKS

Cornerstones for the
New Television Era.




ADVERTISING & MARKETING

Operators cut prices, boost pay revenue

Systems add subs with reduced rates on Showtime and offering free multiplexed services

By Christopher Stern

regory Kriser, president and
chief executive officer of Heli-
con Cable, Englewood Cliffs,
N.J., is almost apologetic he has not
increased revenues for pay TV by
more than $100,000.
83,000-subscriber  [multiple-system
operator], that’s significant,”” he says.

In the past 12 months, Steve Stiger,
vice president of sales, marketing and
customer service at Time Wamer’s
Western Pennsylvania division, in-
creased his pay TV revenue by
$50,000 in a 33,000-subscriber system
in Altoona, Pa.

Stiger and Kriser have their individ-
ual strategies, but both have discov-
ered that the key to building revenue
in a category that some say is ‘‘dor-
mant or dead’’ is a multi-premium
campaign at a discounted price. And
in October, when new rate regulations
kick in, cable operators who face man-
dated rate rollbacks may be looking to
duplicate the success of Kriser and
Stiger at selling these unregulated pay
services.

The strategy is endorsed by The
Disney Channel and Showtime Net-
works Inc.; HBO has been less enthu-
siastic about reducing prices to build
the premium business. Helicon was
able to increase its pay revenues
through a combination of multi-premi-
um campaigns and targeted marketing.
A Showtime reduction in its license
fees enabled Helicon to cut prices,
Kriser says.

Kriser calls Helicon, which is
spread out over five states, ‘‘a classic
cable system.’’ Its subscribers tend to
be older and low on the income scale,
and Kriser wanted to avoid an expen-
sive marketing campaign that would
bring on subscribers only as long as
the three- or six-month discount pack-
age lasted. Such campaigns, he decid-
ed, benefited his suppliers more than
his MSO.

Kriser preferred instead to cut costs
to the consumer. **We believe price
was the problem,”” he says, and he
was fortunate that Showtime reached
the same conclusion.

He approached Showtime with his
problem, and it agreed to lower the
license fees for incremental subscrib-

“But for an’
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ers to an average of $2 for both Show-
time and The Movie Channel. That
savings was passed along to consum-
ers in a pricing package that offered
incentives to multi-premium custom-
ers.

Consumers, who were paying $9.95
for a single pay service, were offered a
combined Showtime/Movie Channel
package for the same price. For
$18.95 subscribers could get HBO as
well; the three services combined had
cost $23.95. In spite of the price cut,
Helicon boosted its premium revenues
by almost 8% and its premium gross
profit by [1%. Showtime and The
Movie Channel increased their pay
units by 277% and 160%, respective-
ly.

Kriser credits Showtime for much
of the marketing campaign’s success.
In addition to cutting its license fees,
Showtime followed up with telemar-
keting and market analysis, he says.

““We decided three years ago that
the threshold price was too much,””
says Jack Heim, executive vice presi-
dent, sales and affiliate marketing,
Showtime. Heim says it is asking too
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much of consumers to buy a pay ser-
vice on top of an escalating basic cable
bill. “‘[Pay TV] costs too much,’”’ he
says. Showtime, according to Heim,
has restructured its prices in 40% of
the systems in which it is carried.

While Showtime is cutting costs,
HBO has a different approach. *“We
believe what you have to do is add
value,”” says Dennis Wilkinson, se-
nior vice president, consumer market-
ing.

With the addition of HBO 2 and
HBO 3, the network believes it has
addressed some of the complaints of
consumers who feel they are not get-
ting their money’s worth from premi-
um services. The multiplexed chan-
nels carry the same programing as the
original channel but give viewers
more options to watch it at their own
convenience, The option is available
only to those subscribers with space
on their converter boxes.

HBO provides the additional chan-
nels for free and encourages systems:
to offer them to consumers at no addi-
tional cost. Showtime and The Disney
Channel are offering additional free
channels as well.

Showtime’s Heim believes more ca-
ble operators should be offering multi-
plexed services and lowering consum-
er prices. “‘l think to be really
successful, you need both,”’ he says.

That is exactly what Time Warner’s
Stiger has done: lowered prices and
offered consumers HBO 2 and 3 and
Showtime 2. He used the multiplexed
channels as bait to lure subscribers
into increasing their pay service.
““Multiplexing is a dynamite tactic in
this market,”” says Stiger. A recent
upgrade provided the channel capacity
to offer the added services.

At the same time it added the three
multiplexed channels, the system re-
duced prices for premium services.
For one pay service, the price dropped
from $11.95 to $9; a second channel
could be added for $8 and a third for
an extra $7. Pay units in pay house-
holds increased 20%.

The Disney Channel, blessed with
brand strength as well as G-rated pro-
graming, has been approached by sev-
eral cable operators who want to use
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ENCORE INTRODUCES
PER CHANNEL PACKAGING!
Cash Flow for a New Era...

NEW RULES

® Congress, FCC and competition are nudging
the cable industry into an a la carte world faster
than expected.

= Fear not, there is a silver lining. An opportunity
for new unreqgulated cash flow is now available.
Any new channel offered a la carte is not
regulated. Packages of 4 la carte channels —
Per Channel Packages — are also unregulated.

= Just like premium service packaging, Per
Channel Packaging offers subscribers the
benefit of a discounted package or the option fo
subscribe to any channel within the package.

NEW CASH FLOW...FOR A NEW ERA

= ENCORE leads the way. A proven locomotive
packaged with new cable channels, to drive
penetration of these channels bundled together
in discounted, “Bite-Sized" packages.

= Whether you are planning to launch a tier, or
to convert your current tiering plans to Per
Channel Packaging, now more than ever,
adding ENCORE converts cable into profifs.

ENCORE. .. Hit Movies of the '60s, *70s and '80s
A concept that sells m 4 channel that delivers
A proven performer

HIT MOVIES OF THE "60s,"70s &'80s
Call 303-771-7700 for more details on PER CHANNEL PACKAGING.
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the channel as an anchor in an 2 la
carte package.

“*For us, price value is not the crisis
that it is for the other four services,
which are perceived by the consumer
to be very similar,”” says Disney Pres-
ident John F. Cooke. While Cooke is
even encouraging cable operators to

consider Disney as an anchor for fu-
ture a la carte tiers, he has his feet
firmly planted in pay TV.

Cooke believes that the ‘‘deep dis-
counting’’ of premium packages, like
those designed by Stiger and Kriser, is
an attractive sales option. In instances

where Disney has been offered in dis-

counted packages with other pays, its
‘‘penetration has gone up dramatical-
ly,”” he says.

While Cooke refuses to discuss the
marketing tactics of and acrimony be-
tween his two rivals, he agrees with
them on one issue. ‘*What we want to
do is make a pay tier work.” L]

Interactive media tracking nears

McCann-Erickson signs on;

By Jim Cooper

d agency McCann-Erickson

will announce next week that it

has purchased AdValue Net-
work, an interactive media tracking
system, for an annual fee in the low
six-figure range. It will roll out the
system in all nine of its regional of-
fices by November, says Laura Stil-
ton, senior vice president, director of
local broadcast.

Other agency deals are expected
soon.

The buy means the days of record-
ing spot television deals on cocktail
napkins may be over, as AdValue be-
gins linking agencies, rep firms and
broadcasters for the first time.

The new network, developed during
8 months of testing at major agen-
cies, rep firms and stations, will allow
the buyers and sellers of advertising to
communicate sales orders and revi-

sions instantly and to maintain an ac-
curate record of broadcast media
transactions, which amount to $40 bil-
lion annually.

David Graves, president of Ad-
Value Media Technologies, said Ad-
Value provides the advertising and
television-radio industries with an en-
hanced version of data interchange
systems now used by the airline and
financial industries.

AdValue Media Technologies is a
partnership of the Radnor Venture
Fund (an affiliate of Safeguard Scien-
tifics Inc.), Cambridge Technology
Partners and Westinghouse Broadcast-
ing Co.
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sponsors of the program.

Reebok turns to Telemundo

In an attempt to capture the attention and loyalty of the Hispanic market,
Reebok has created its first Spanish-language television commercials.

_ The spots, jointly produced by the Spanish network and Major League
Baseball, will run on Telemundo's new baseball magazine show, &/
Munde de las Grandes Ligas. Anheuser-Busch and Ford are also initial

“[The sponsors] will benefit from the show'’s reputation as the source of
comprehensive baseball coverage about Hispanics, by Hispanics, for
Hispanics,” says Joe Weidensall, director of sports marketing and sales.

The program, initially rolled out in'June, is similarin format to baseball's
popular weekly highlights show This Week in Baseball but focuses on
stories of special interest to Hispanics.

Reebok’s first spot features Juan Gonzalez, the 23-year-old Texas
Ranger who led the league in home runs in 1992. The spot, produced by
UniWorld Group Inc., is for Reebok's preseason collection.

The ad was scheduled to run for the first time July 17.

El Mundo de las Grandes Ligas airs Saturdays at 5:30-6 p.m. ET. =JC

other large agencies expected to announce soon

The network is run through a com-
mon data network that *‘speaks’ to
the various computer systems on-line.
The different systems, Graves ex-
plained, are linked by custom-engi-
necred ‘‘gateways’’ that will reduce
the time required to enter, transmit,
modify, log and invoice orders travel-
ing between systems.

Graves estimated that about 50% of
invoices have discrepancies when they
arrive at agencies, and a constant pro-

*“This results in hundreds of mil-
lions of sales credits,”” said Graves,
with someone ‘‘eating’’ the cost of
credits somewhere along the way.
““This is the problem we are trying to
attack,’’ he said.

AdValue is presently installed in a
number of pilot programs at advertis-
ing agencies. Agencies that have been
through the development program or
are working with the pilot are N.W.
Ayer, Backer Spielvogel Bates, Grey,
Ogilvy & Mather, J. Walter Thomp-
son, Young & Rubicam, Ammirati,
BBDO, Leo Bumett, Lintas, DMB&B
and Saatchi & Saatchi.

Graves expects at least three to soon
formally announce that they are using
AdValue Network to chart their busi-
ness, but he declined to comment fur-
ther, saying the agencies have insisted
on announcing their involvement.

A study of agency media depart-
ments conducted in May by consulting
firm Booz-Allen & Hamilton found
that:

B Interactive media tracking tech-
nology reduces the time to execute a
buy by 30 minutes—and at a savings
of 28%.

8 AdValue will improve effective-
ness, control and quality of the media
buying process.

B The potential savings for large
agencies is considerable. ]
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A&E campaign attracts new subs to cable

ADVERTISING & MARKETING

‘Access’ targeted direct-mail effort gets 3.3% response rate in 100 markets

By Jim Cooper
A direct-mail campaign launched

by A&E in June to help build

cable subscriptions has
achieved high response rates in 100
markets, and continues to evolve as a
marketing tool used by the network to
attract light television viewers.

Nick Febrizio, manager of affiliate
research for A&E, said the network
has mailed more than one million tar-
geted acquisition packages to date as
part of the **Access’” program and has
garnered participating systems more
than 32,000 new cable customers.

The program, Febrizio explained, in-
volves a targeted mailing to non-sub-
scribers in specific segments of an affili-
ate’s franchise area.

The new subscribers can be attributed
solely to Access, Febrizio said, because
A&E asks affiliates not to run other
promotions when Access is mailed.

The program began with the sub-
scriber list of Arts & Entertainment
Magazine. Using the Claritas PRISM
segmentation system to analyze the
magazine’s subscriber list, A&E staff-
ers established five groups—suburban
elite families, upscale metropolitans,
upscale suburban couples, upper-mid-
die-class suburban and town families
and older suburban couples—to which
the marketing campaign would be di-
rected.

Febrizio then labeled non-subscrib-
er files from local cable systems geo-
graphically. By filtering the geograph-
ically  identified  non-subscribers
through the five high-profile groups,
A&E identified a niche group of po-
tential viewers.

“Once we identified the non-sub-
scribers who fit our profile, we sent
them a targeted direct-mail piece that
was designed to speak to them about
the value of our programing,” said
Febrizio.

The six-panel fold-out mailer is cus-
tomized to the area to which it is
mailed. The mailer details A&E’s pro-
graming, listing the network’s drama
series, documentaries, performing
arts, comedy, news, sports and classic
movies.

‘*The campaigns have generated an
overall 3.1% response rate. While this

lo
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is quite successful, the project is more
valuable in that it provides a road map
for niche marketing,”’ said Febrizio.
“*Our target viewers tend to be more
affluent, better educated and more
quality-time conscious. They’re less
likely to subscribe because they don’t
feel the need for cable,”’ Febrizio said
in a conference call with other A&E

executives,

““We are trying to get these people
to the TV, said Ted Yario, director,
marketing programs, A&E.

Part of getting those potential view-
ers to the television is offering them
30-day money-back guarantees and
other incentives such as discounted
connections.

Those incentive programs were key -

in getting new, hard-to-reach viewers,
said Chris Angle, manager for creative
services with Time Warner National.
Angle said that about 21 Time Warner
systems fell into A&E’s desired
household profiles, and that response
rates ran as high as 14.2%.

“You've got to promise them risk-
free service,”” said Angle, who added
that “‘targeting is the way'’ to get at
hard-to-reach non-subscribers. ‘‘We're
going to do it again,”” she said. ]

IRELESS CABLE '93

JULY 31 - AUGUST 3, 1993

MARRIOTT'S ORLANDO WORLD CENTER,
ORLANDO, FL

"TOMORROW'S TECHNOLOGY...TODAY!"

-EXHIBITS
-GENERAL SESSIONS

‘WORKSHOPS
-ACTIVE DEMONSTRATIONS

‘GOLF TOURNAMENT*

The only convention devoted exclusively to the
Wireless Cable Industry.

Call Wireless Cable '93 Convention
Services to register today!

319-752-8336

WA

INTERNATIONAL

Wireless Cable Association International, Inc.
2000 L Street, Suite 702
Washington, D.C. 20036

*Golf Tournament Sponsored by:

ITS, SCIENTIFIC-ATLANTA, & WCA INT'L., INC.
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Agencies warn of consequences of
failure to reach retransmission accord

Broadcast stations, cable systems at risk of revenue losses, ad execs say

By Christopher Stern
dvertising agencies are getting
impatient with the progress of

A retransmission-consent negotia-

tions between television stations and
cable operators. As the summer pro-
gresses, nervous media buyers are re-
minding both groups that a large drop
in audience coverage could cut into
advertising dollars.

Stations and cable operators have
until Oct. 6 to resolve their differ-
ences. After the deadline, cable opera-
tors can drop broadcasters from their
systems if negotiations fail.

Foote, Cone & Belding’s Howard
Nass, senior vice president, corporate
director, spot broadcast, issued a
statement saying: ‘‘In too many in-
stances, the two players, namely, ca-
ble companies and over-the-air sta-
tions, are each digging in their heels
and expressing an unwillingness to
compromise for their mutual benefit.”’

Nass and other agency executives
expressed fears that television stations
and cable networks will see dramatic
drops in audience coverage if retrans-
misston-consent deals are not negotiat-
ed by the Oct. 6 deadline. Nass has
counted 650 stattons that have asked
for retransmission consent. “‘I'm tell-
ing you, this is going to be a problem
and no one is talking about it,”” Nass
said.

He is particularly worried about sta-
tions that lose their position on the
cable box. ‘‘One possible effect of this
action could be an initial loss of
viewership as cable system subscribers
get used to the fact that a local station
has been moved to a new, less desir-
able position,’” wrote Nass.

Nass added that he would hold sta-
tions accountable for any loss of
viewership, even if it is temporary.

Other agency buyers have gone a
step further. Grey Advertising’s Jon
Mandel, senior VP, director of nation-
al broadcast, said his agency wants
stations and cable networks to lower
CPM’s, “‘not just provide make-
goods,”” if their audience is affected
by retransmission consent.

While Mandel said he is going to

— ADVERTISING & MARKETING —

Cable tries for short-term viewers

A-Massachusetts-based company believes it has the answer.for cable
operators who want to make inroads-into the: hotel, condominium and
hospital pay-per-view markets. :

A system developed by StarTech Corp. of Framingham is being tested
by three cable operators who hope it will give them access to the

~ thousands of potential customers who are not at an address Iong enough

to receive a regular monthly bill.

The transaction is initiated by the consumer, who calls StarTech's
computer on an 800 number. StarTech then descrambles the service,
and the fee can either be listed on the hotel bill or put dlrectly on the
guest’s credit card.

Jeff Knight, a commercial account representatlve with Western Com-
munications, is overseeing the installation of StarTech in 460 rooms in
Hawaii. “The main thing is that we don't have to géet the property involved

" in the billing,” he says.

Knight says he is still testing pricing, promotion and in-room guides. He
points out that the guests at the test property are oider and may be put off
by the idea of piéking up a phone and ordering a PPV movie. A second
property to be tested will have younger demographics, which he:thinks
will have a positive effect on buy rates. —Ss

demand CPM decreases if coverage
for a cable network or station is re-
duced, his agency has not set up
guidelines to adjust rates. ‘‘A formula
would be being too strict about it,”
Mande! said.

*‘In my view the only person who is
going to be hurt in this is the advertis-
er,”” said Mandel. Although he is frus-
trated with the broadcasters, he said
that he is particularly upset with the
cable industry and, specifically, the
posturing of Tele-Communications
Inc. ‘I have not seen that kind of
arrogance for |5 years,”” said Mandel,

referring to a study released by TCI
that said subscribers believe cable sys-
tems should drop broadcast stations
that demand payment. Mandel pointed
out that the same study also stated that
a majority of subscribers would drop
their cable service if the networks

were not carried.

Saatchi & Saatchi’s Erica Gruen,
sentor VP, associate media director,
said she will “‘make sure we get what
we all negotiated for’” in terms of au-
dience coverage. Gruen, like other
agency executives, believes that both
cable operators and broadcasters will
eventually back away from their hard-
line positions. An analysis of retrans-
mission consent prepared by Saatchi
& Saatchi indicates that this summer
will see ‘‘a giant game of chicken, as
each side postures for a crush of cre-
ative negotiating on retransmission.”’

Abbott Wool, senior executive vice
president, corporate media director,
Vitt Media International Inc., said his
media buying firm conducted a survey
of 300 stations and thinks the situation
is not quite as dire as some believe.
According to his survey, which
skewed toward independent and non-
major-market stations, one third said
they would be asking for retransmis-
sion consent. Only 9% of the stations
said they were demanding cash, Wool
said. L]
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‘Leaner, meaner’ Westwood cuts losses

Free of stations, network has improved 2nd quarter by concentrating on talk, concerts

By Peter Viles

B y selling off its radio stations
and moving aggressively to cut
costs, Westwood One has re-

made itself as a radio network—a

leaner, meaner network that appears to

be moving toward profitability.

Westwood’s quarterly earnings re-
port, released last week, showed that
the company posted operating income
of $! million in the quarter ended May
31 and posted a net loss of just
$730,000, its best guarterly perfor-
mance since late [991.

“*It sure is a hell of a lot better than
the [reports] we've seen lately,’” said
Norm Pattiz, Westwood’s chairman
and chief executive officer. "‘We're
pretty upbeat about the rest of the
year.”’

Saddled with large debt payments
for its radio stations, and suffering
with the rest of the radio network in-
dustry from an advertising slump last
year, Westwood posted a net loss of
$4.74 million in the second quarter of
1992 and posted losses totaling $24.1
million for the year.

In a recent research report on
Westwood, analyst Tom Bancroft of
Drake Capital Securities predicts that,
if Westwood can sell off Radio & Rec-
ords by the end of this year, the com-
pany should post a slight loss in 1993
and a profit in 1994,

““It’s still an uphill climb, but these
numbers are encouraging,”” Bancroft
said after the second-quarter results
were released.

The company’s turnaround has been
fueled by several factors: its decision
to sell off its troublesome stations, an
aggressive cost-cutting and consolida-
tion effort, a renewed emphasis on its
programing strengths and the rebound
of the network advertising market.
The company has put R&R up for sale

i\

“When an industry
is smacked by a
decline of almost
15% in revenue, you
can’t cut
fast enough.’’

Norm Pattiz
e |

and, although it has not yet been sold,
is listing the weekly newspaper as a
discontinued business, like the radio

stations, In its financial reports.

Pattiz told BROADCASTING & CABLE
the company has cut roughly $14 mil-
lion from its network budget, paring
spending back to 1987 levels, and has
cut roughly 100 jobs, reducing the to-
tal payroll from about 600 to 500. He
said savings came from consolidating
news operations, reducing compensa-
tion payments to stations and merging
four RADAR-rated networks into
three. The cuts were necessary, he
said, given the double-digit revenue
decreases in network radio in 1992.

““When an industry is smacked by a
decline of almost 15% in revenue, you
can't cut fast enough,”” Pattiz said.
““We needed to get a little leaner and
meaner.’’

On the programing side, Westwood
has expanded its talk offerings, mov-
ing Larry King from overnights to af-
ternoon drive, where advertising rates
are higher, and adding another daily
talk show hosted by Pat Buchanan.

The network has also lined up con-
cert coverage this summer of Paul
McCartney, a country music festival
in Manhattan and U2 (Aug. 28). Such
high-profile special events hark back
to the days when Pattiz, prior to his
misadventures with station ownership,
built a reputation as the radio busi-
ness’s premier showman.

“‘Now that we're unencumbered by
our problems with the radio stations,
we’ve been able to focus more atten-
tion on the areas of the company that
historically have separated us from the
pack, especially programing,’’ Pattiz
said.

He added: ‘‘It’s good to get back to
doing the things we’ve always done
well. It feels good to be free of the
financial aspects that were really hurt-
ing us.”’ L
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RTNDA, NAB Radio likely to join spaces

Conventions will remain separate; move seen drawing exhibitors

By Peter Viles

T he NAB and the RTNDA are
close to a final agreement under
which the fall NAB Radio con-
vention will share exhibition space
with the RTNDA’s fall conference,
representatives of both organizations
said last week.

*I think it’s fair to say that we’re
very close to a deal, but we haven't
done a deal yet,”” said David Bartlett,
president, Radio-Television News Di-
rectors Association. ‘‘Part of the com-
plication is due to the absolute neces-
sity for both parties to maintain
separate conventions.’’

Bartlett said there is a chance that a
third organization—the Society for
Broadcast Engineers—and possibly
even a fourth will share the exhibition
space as well.

While he stressed that the two con-
ventions would remain separate, Bart-
lett said the organizations are explor-
ing the possibility of having a single
registration fee that would admit at-
tendees to both.

““We would like to make an ar-
rangement  whereby  registrations
would be reciprocal,”” he said. ‘‘But
in order to do that, you have to make
sure that all your categories of regis-
tration and all your prices match.””

He said the limited merger would
help both groups to attract more at-
tendees to the fall shows and, more
important, would likely make the
shows more attractive to potential ex-
hibitors. That is particularly true of the
RTNDA show, which draws about
1,600 attendees—a crowd too small
for some potential exhibitors.

‘*At this point, both shows have a
limited upside potential,”” Bartlett
said. “‘Neither show, on its own, is
likely to grow to the point where it
would be attractive to potential exhibi-
tors who won’t even consider exhibit-
ing in shows below a certain size.”’

Another factor in favor of a joint
exhibition hall is the declining atten-
dance for the NAB Radio show in
recent years. Attendance at the show
peaked at 7,241 in 1990 and dipped to
6,824 in 1992, the NAB said. NAB
officials have said they expect 6,500
or more attendees this year. Early in-

[

dicators of exhibitors, however, are
promising for the '93 show—with
nearly two months to go, the NAB
reports that it has already exceeded
last year’s level.

John Abel, executive vice president
for operations at the NAB, said such a
joint venture makes sense based on the
timing of the two shows, and should
help boost radic attendance at the
RTNDA show.

The NAB Radio show will be held

RIDING GAIN

Stern tops N.Y. Arbitron

The Arbitron spring ratings survey
for New York showed WRKS-FM
holding its overall lead in the

market with a 5.8 share, and Howard
Stern continuing to lead the pack in
morning drive. The biggest gainers in
the market were ABC Radio’s
stations—WABC(AM) jumped from 3.8
to 4.8 to become the market’s
leading AM station. Meanwhile,
WPLJ-FM rose from 3.7 to 4.0. In

the Strategic AccuRatings survey of
New York, WRKS led the market in
total partisan listeners, while Stern
was third in the morning, trailing
all-news WINS(AM) and WRKS. The
AccuRatings report showed WABC
trailing both WINS and WCBS(AM).
Look for complete, market-by-
market ratings reports next week.

- Sillerman offering

He’s been relatively quiet lately,

but dealmaker Robert F.X. Sillerman
is still making deals. He recently
filed a public stock offering for SFX
Broadcasting Inc., a new company
that will combine Capstar
Communications and Command
Communications. According to the
filing with the Securities and
Exchange Commission, Sillerman
seeks to raise $55.2 million from

the sale of 3.68 million shares of
comrnon stock at a proposed
maximum price of $15 per share. The
group would include KRLD(AM)
Dailas, KODA-FM Houston, KJWY-FM

this year in Dallas Sept. 8-11; the
RTNDA conference is scheduled for
Sept. 29-Oct. 2 in Miami. If the two
exhibition halls are joined, both shows
will be held in Los Angeles in Septem-
ber 1994, Bartlett said.

Bartlett said the RTNDA is expect-
ing about 1,600 attendees again this
year. Radio news executives, he said,
make up a minority of the conference,
but he was not certain exactly what
percentage they account for. ]

San Diego, WSSL-AM-FM and WMY1-
FM Greenville-Spartanburg, S.C.,
WSIX-FM Nashville, WMIS-FM and
WIDS(AM) Jackson, Miss., plus the
Texas State Networks and the

| Spanish Information Services. The
SEC filing puts the company’s

1992 revenues at $47.5 million, with
cash flow of $11.5 million and a

net loss of $16.9 million. (See page 48
for more on radio companies

testing Wall Street support.)

Clinton on Midwest radio

President Clinton cut short his
vacation last week to visit the flood-
ravaged Midwest, where he
appeared on a live radio broadcast
from the studios of WHO(AM) Des
Moines on Wednesday (July 14).
Clinton took questions from callers
and moderators from three stations:
WHO, WCCO(AM) Minneapolis and
KMOX(AM) St. Louis. The special,-30-
minute program was available for
broadcast on other stations via
satellite.

CBS shuffle

Changes at CBS Radio’s WLTT-FM
Washington: Vice president and
general manager Don Davis is out,
replaced by Sarah Taylor, formerly
station manager at WASH-FM.

Taylor is a Washington-area broadcast
veteran, having worked for Outlet
Communications stations in.the city
since 1978.

|
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LET US TAKE YOUR RADIO PROGRAMMING TO
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SCI-TV readies for ‘vertical integration’

Possibilities include public stock listing, in-house rep firm, programing joint venture

By Geoffrey Foisie
s ity owner Ronald Perelman, in-

tends to increase its presence in
more than one sense of the word. The
group owner plans to work with other
companies Perelman controls, such as
New World Entertainment, to produce
and syndicate first-run programing—
and is looking at operating its own
“‘national advertising and/or sales rep-
resentative firm.”” Also on the draw-
ing board is a plan to list the compa-
ny’s stock for public trading.

A written agreement among SCI-
TV’s major shareholders obtained by
BROADCASTING & CABLE shows they
believe the ‘‘value of the company
would be enhanced’” if SCI undertook
“*such activities so as to benefit from
the vertical integration of television
programing and distribution activi-
ties.”’

CI Television, under new major-

To integrate his programing compa-
nies with the seven-station group’s
8.8% audience reach, Perelman has
agreed to use his ‘‘best efforts” to
create a programing venture in which
SCI would itself have an equity inter-
est. The stockholders” agreement,
signed two months ago, further com-
mits him to pursue through such a
venture all of his *‘future programing
and distributing activities where the
availability of television distribution
capability is a significant element in
the enterprise.”” Such activities would
be coordinated through Andrews
Group, Perelman’s wholly owned en-
tertainment holding company, through
which he purchased his 54% stake in
SCI.

If such *‘vertical integration’” plans
are the embryo of a fifth network,
there were no written indications in

Gruen Associates

Five;rear media forecast

Advertising revenue is expected to rebound over the next five years,
producing a higher overall revenue growth rate for the broadcasting
industry than for cable, according to the new “Communications Industry
Forecast” released last week by Veronis, Suhler & Associates, a New
York-based investment firm. The forecast assumes that real economic
growth will more than double between 1992 and 1997, to 3.7%, up from
1.6% from 1987 to 1992. The report also assumes inflation will average
4.3% per year, roughly the same as during the prior five-year period.

-

1962 1992-1997 1997
expenditures compound annual  expenditures

(000) growth (000}
Cable advertising $2,155,000 11.7% $3,750,000
Cable subscriptions $17,520,000 2.9% $20,200,000
TV networks $10,150,000 5.4% $13,175,000
TV stations $15,630,000 5.9% $20,850,000
Radio networks $424,000 5.3% $550,000
Radio stations $8,212,000 6.8% $11,435,000
TV programing $7,705,000 5.9% $10,280,000
Barter syndication $1,440,000 8.6% $2,175,000

Note: TV networks include Fox. Source: Veronis, Suhler & Associates, Wilkofsky

the stockholders’ agreement. Instead,
in a recent financial statement filed by
the company, SCI-TV said it ‘‘antici-
pates’” that its affiliations with *‘CBS
and NBC networks will continue to be
advantageous.”” Of SCI's seven TV
stations, five are CBS affiliates, one is
an NBC affiliate and one is an inde-
pendent.

Rep firms, particularly HRP and
TeleRep, will find less comfort in the
wording suggesting that SCI might es-
tablish its own in-house rep firm. But
one rep executive discounted the like-
lihood of that happening, saying that
George Gillett, who is still managing
SCI’s stations, closed down SCI’s in-
house rep when he took the group
private in 1987.

Gillett, president of SCI Television,
has a recently signed contract, as do
other company officials, including the
group’s vice president, Robert E. Sel-
wyn Jr. In addition to owning a major-
ity of the stock, Perelman appointed a
majority of the company’s directors,
whose numbers now include former
American Express Chairman James
Robinson 1II.

Once one of the industry’s largest
publicly traded media companies,
SCI-TV has been unlisted for several
years. Currently, the closely held 20
million-plus shares of stock are said to
be valued at just over $10 per share.
At that price, SCU's total value, in-
cluding debt of roughly $625 million,
would be close to 10 times trailing
cash flow of $84.2 million on net rev-
enue of $221.5 miliion.

Trading in SCI stock is so infre-
quent that the National Quotation Bu-
reau’s ‘*Pink Sheets’’ have no record
of it. The stockholders’ agreement
calls for that situation to be addressed
by committing SCI-TV to use its
‘‘best efforts’” to have the stock listed
on NASDAQ or another exchange. ®
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BUSINESS

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

WTVH-TV Syracuse, N.Y., and KSEE-
TV Fresno, Calif, 8 Sold by Meredith
Corp. to Granite Broadcasting Corp.
for $32,000,000 (deal, reported in
July 19 “*Changing Hands,’" omitted
KSEE-TV). Seller is headed by Phil
Jones and has interests in XCTV Fair-
way and KCTV Kansas City, both Kan-
sas; WNEM-TV Saginaw, Mich.; WOFL-
TV Lake Mary, Fla.; Kan.; KVVU-TV
Henderson, Neb., and KPHO-TV Phoe-
nix. Buyer, headed by W. Don Corn-
well, is the licensee of WEEK-TV Peo-
ria, Ill.; KNTV-TV San Jose, Calif,;
WPTA-TV Fort Wayne, Ind.; KBIR-TV
Superior, Wis., and four UHF transla-
tors in Minnesota. WTVH is a CBS
affiliate on ch. S with 100 kw visual,
20 kw aural and antenna 950 ft. KSEE
is an NBC affiliate on ch. 24 with
1,600 kw visual, 320 kw aural and
antenna 2,350 ft.

WKBD-TV Detroit, Mich. B Sold by
Cox Enterprises Inc. to Paramount
Stations Group Inc. for $105,000,000.
Seller is headed by John Dillon and
has interest in 5 AM’s, 8 FM’s and 7
TV’s. Buyer is headed by Ronald
Nelson and has interests in KTXH-TV
Houston, XRRT-TvV Kerrville and
KTXA-TV Arlington, all Texas; WTXF-
TV Philadelphia; WLFL-TV Raleigh,
N.C., and WDCA-TV Washington.
WKBD is a Fox affiliate on ch. 50 with
2,340 kw visual, 209 kw aural and
antenna 960 ft.

KSOL-FM San Mateo, Calif. (San
Francisco) ® Sold by Intercontinental
Radio Inc. to KSOL LP for
$13,500,000. Seller is headed by Ger-
ald Hroblak and has interests in KAIL
(AM) Los Angeles, WKDM(AM) New
York and, pending FCC approval,
WYST-AM-FM Baltimore and WIMO-
AM-FM Cleveland. Buyer is headed by
Arthur R. Velaquez and has interests
in WOPA(AM) Chicago. KSOL has a
contemporary hit format on 107.7 mhz
with 8.9 kw and antenna 1,162 ft.
Broker: Star Media Group Inc.

WYAI-FM La Grange, Ga. B Sold by
NewCity Communications of Massa-
chusetts Inc. to WSB Inc. for
$8,000,000. Seller is headed by Rich-
ard A. Ferguson and has interests in

five AM’s and seven FM’s. Buyer is
headed by Robert F. Neil and has in-
terests in  WSB-AM-FM-TV  Atlanta;
KLRX(FM) Dallas; KFi(AM)-KOST(FM}
Los Angeles; KTvu(Tv) Oakland,
Calif.; wCKG(FM) Elmwood Park, I11.;
WFTV(TV) Orlando, WIOD(AM)-
WFLC(FM) Miami, WHQT(FM) Coral
Gables and WSUN(AM)-WWRM(FM) St.
Petersburg, all Florida; WKBI(TV) De-
troit; WePXi(Tv) Pittsburgh; and wsoOcC-
TV Charlotte, N.C. WyAl has a coun-
try format on 104.1 mhz with 60 kw
and antenna 1,217 ft. Broker: Media
Venture Partners.

KIXS-FM Victoria and KYKS-FM Luf-
kin, both Texas ® Sold by Radio Vic-
toria Inc. to Gulfstar Broadcasting LC
for $4,067,500. Seller is headed by
J.D. Osburn and has interests in
KYKS(FM) Lufkin and KAGG(FM) Madi-
sonville, both Texas. Buyer is headed
by R. Steven Hicks and has interests
in KVET-FM Austin, Tex.; WIDS(AM)-
WMSIKFM) Jackson, Miss.; WSSL(AM)
Greenville and WSSL-FM Gray Court,
both South Carolina; WMYI-FM Hen-
dersonville, N.C., and WSIX-FM Nash-
ville. KIXS has a country format on
107.9 mhz with 100 kw and antenna
362 ft. KYKS has a country format on
105.1 mhz with 100 kw and antenna
1,066 ft.

WJAC(AM)-WKYE-FM Johnstown, Pa.
®m Sold by Winston Radio Corp. to
Michael F. Brosig Sr. for $2,153,788.
Seller is headed by Richard H. Mayer,
trustee, and has interests in WJAC-TV
Johnstown. Buyer has no other broad-
cast interests. WJAC is a 10 kw full-
timer with a country format on 850
khz. WKYE has an adult contemporary
format on 95.5 mhz with 57 kw and
antenna 1,060 ft.

KBOQ-FM Monterey, Calif. 8 Soid by
Model Associates to Henry Broadcast-
ing for $1 million. Seller is headed by
Stanley Marks and Bill Lee and has no
other broadcast interests. Buyer is
headed by Charlton Buckley and has
interests in KDON-FM Marina, Calif.
(Monterey). KBOQ has a classical for-
mat on 92.7 mhz with 6.9 kw and
antenna 567 ft. Broker: Media Ser-
vices Group Inc.
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WFTW(AM)-WKSM-FM Fort Walton
Beach, Fla. ® Sold by New South
Communications Inc. to Holladay
Broadcasting Co. for $1,000,000.
Seller is headed by Frank E. Holladay
and has interests in three AM’s and
eight FM’s. Buyer is headed by Clay
E. Holladay and has interests in KRvv-
FM Bastrop, La., and WTUX-FM Me-
ridian, Miss. WFTW is 2.5 kw day-
timer with a news/talk format on 1260
khz. wksM has a CHR format on 99.3
mhz with 3 kw and antenna 171 ft.

WDXZ-FM Mt. Pleasant, S.C. ® Sold
by Faircom Charleston Inc. to Low-
country Media Inc. for $850,000.
Seller is headed by Joel M. Fairman
and has interests in wWSSX(FM) Charles-
ton and WSSP(FM) Goose Creek, both
South Carolina; wHFM(FM) Southamp-
ton, N.Y., and WKMF(AM)-WCRZ(FM)
Flint, Mich. Buyer is headed by Ron-
ald E. Hoover and has interests in
WQIZ(AM)-WBUB-FM St. George and
WSSC(AM) Sumter, both South Caroli-
na. wDbXZ has an urban contemporary
format on 104.5 mhz with 28 kw.

WDSC(AM)-WZNS-FM Dillon, S.C. m
Sold by KAT Broadcasting Corp. to
Metropolitan South Broadcasting As-
sociates LP for $800,000. Seller is
headed by Roger A. Akin and Bank-
ing Services Corp., co-receivers, and
has interests in WWTR(FM) Bethany
Beach, Del.; WETT(AM) Ocean City,
Md.; wrLB(AM) Fayetteville and
WHCC(AM)-WQNS(FM) Waynesville,
both North Carolina, and WSVS-AM-FM
Opelika, Ariz. Buyer is headed by
David W. Evans and has interests in
WRCQ-FM Dunn, N.C. wDpSC has a
Christian format on 800 khz with 1 kw
day, 382 w night. WZNS has a classic
rock format on 92.9 mhz with 100 kw.

KZXL-FM Great Bend and
KGNO(AM)-KDCK(FM) Daodge City,
both Kansas ® Sold by Breadbasket
Enterprises Inc. to Lesso Inc. for
$700,000. Seller is headed by Eugene
Johnson and has no other broadcast
interests. Buyer is headed by Law-
rence E. Steckline and is the licensee
of KWLS-AM-FM  Pratt, KYUU(AM)-
KSLS-FM Liberal, KXXX(AM)-KQLS-FM
Colby, KEGS-FM Emporia, KLLS-FM
Augusta and KILS-FM Minneapolis, ail
Kansas, and KXLS-FM Enid, Okla.
KzXL has an adult contemporary for-
mat on 107.9 mhz with 100 kw. KGNO
has an oldies format on 1370 khz with
5 kw day, 1 kw night. KDCK has a
CHR format on 95.5 mhz with 100
kw.

BUSINESS *

Another radio I1PO?

Broadcasting Partners to decide fate of WYNY New York

By Geoffrey Foisie

aking an initial public offer-
ing (IPO) on the heels of a
major-market radio acquisi-

tion seems to be the thing to do. Fol-
lowing in the footsteps of group own-
ers Infinity and Evergreen,
Broadcasting Partners may go public
several months from now, and a major
part of the New York-based group
owner’s sales pitch to potential inves-
tors would be its ability to improve the
performance of newly acquired WYNY-
{FM) New York.

Broadcasting Partners was founded
in 1988 by Lee S. Simonson, now vice
chairman and chief operating officer,
and Bary Mayo, president and general
manager of wvAaz(FM) Oak Park, Il
Simonson had been general manager
of WOR(AM) New York, and Mayo
general manager of WRKS-FM New
York. The majority stockholder of the
company is Morgan, Lewis, Githens
& Ahn, a New York-based investment
and leveraged buyout firm, and Perry
J. Lewis, a partner in the firm, is
Broadcasting Partners’” chairman and
chief executive officer.

Asked how definite the IPO is, Si-
monson said there were still some “‘in-
ternal questions’’ that had to be an-
swered within the next month or so
before the company’s board would
give the go-ahead for the IPO. *‘We
wouldn’t have gone this far if there
were not a strong desire to do it,”
Simonson said.

At least one other station group,
SEX Broadcasting, is also contemplat-
ing an offering (see page 44).

What makes WYNY important is that
it will account for almost a third of the
company’s revenue and cash flow.
Other major properties are WKQI(FM)
Detroit and wvAz(FM) Chicago. Other
stations in the company’s portfolio are
KSKY-AM Dallas and WPEG(FM)-WGIV
(AM), Charlotte, N.C., where the com-
pany is in the process of adding a third
station, WCKZ-FM. The initial five sta-
tions were bought in late 1988.

The filing said that between 1989
and 1992 the initial five stations’ cash
flow increased at a 40% compound
rate and revenues 16%.

The company’s ability to improve

WYNY derives in part, according to its
SEC filing, from inadequate manage-
ment under the previous owner,
Westwood One: “*WYNY has not had
the benefit of a consistent approach
regarding sales and marketing devel-
opment or audience research and has
had significant executive management
turnover.”’

The filing said that although wyNY
is the only FM country station serving
the metropolitan New York area, the
station bills less and has a smaller
audience than other country music sta-
tions in eight of the top 10 markets.

To correct the situation, Broadcast-
ing Partners said it would apply its
strategy of spending heavily on re-
secarch and developing relationships
with local advertisers. Broadcasting
Partners said that in fiscal 1992 it in-
vested more than $500,000 in research
for the five stations it held at the time.
That research, said the company, in-
cluded ‘‘music testing’’ on a weekly
or biweekly basis. As for advertising,
the company said its schedules for a
given advertiser often are ‘‘more con-
centrated’’ than is typically the case in
the industry.

The company would use the rough-
ly $35 million it would receive from
an offering to pay down debt. The $51
million consideration for WYNY was
raised through a revised bank loan, a
$17 million contribution from the
company’s majority owner and $10
million placed with two institutions by
Dugan & Associates.

The PO, which would be conduct-
ed through Alex. Brown and First
Boston, would give Broadcasting Part-
ners 6.75 million shares outstanding,
which, when combined with $55 mil-
lion debt, would result in a value for
the company at roughly 10 times trail-
ing station cash flow of $13.6 million
(assuming the WYNY acquisition was
completed during the fiscal year end-
ing June 30, 1992), on revenue of
$34.3 million. For the nine months
ending March 30, cash flow, exciud-
ing WYNY, is up 5% on a 7% gain in
revenue. The company reported that
cash flow at wvaz in fiscal 1993
would decline from ratings slippage. ®

48

Jul 19 1993 Broadcasting & Cable




Edited by Sean Scully

Jefferson-

Pilot Data Services
and Donovan Data
Services have formed
El Express, a joint ven-
ture electronic invoicing
service. The combined
service has 89 TV sta-
tion clients sending in-
voices to 35 ad agen-
cies. The company
says it will target both
TV and cable operators
for future growth.

Mad River Technolo-
gies of Santa Monica,
Calif., has demonstrat-
ed what it calls “Video-
fax,” a service that
sends full-motion video
over conventional tele-
phone lines. The ser-
vice is intended for ad-
vertising agencies,
broadcasters and other
companies to review
video projects from a
distance. The first
Videofax client was
Foote, Cones & Beld-
ing's Crange County,
Calif., office, which
used it on an advertis-
ing contract with Mazda
Motors of America.

AT&T said last week
that Hughes’ DirecTv
would use the AT&T In-
terSpan Information Ac-
cess Service to handle
customer program ot-
ders and billing. Inter-
Span will transmit pay-
per-view selecticn infor-
mation from the cus-
tomer’s home decoder

L

to DirecTv’s central op-
erations center using
standard phone lines.
DirecTv plans to launch
its first direct broadcast
satellite this fall. A sec-
ond satellite will go up
next summer. The com-
pany will offer at least
150 channels of pro-
graming, much of which
will be pay-per-view.

PBS has purchased
three TCS90 Cart Ma-
chines from QOdetics.
PBS said that, since it
plans to enter high-defi-
nition television as soon
as possible, it was
seeking a cart machine
with as much format-in-
dependence as possi-
ble, meaning it could
convert easily from D-3
and D-5 to future HDTV
tape formats.

Marketing firm Litle &
Co. of Salem, N.H.,
said 21 of its clients are
looking at ways to use
interactive TV firm TV
Answer to enhance
their ordering and mar-
keting. Among the par-
ticpating clients are
allen allen usa, Ben-
come Uniformas, Cata-
log Ventures, Eastbay
Inc., and Pfaltzgraff.

Cox Newspapers and
Prodigy Services will
launch a nationwide in-
teractive service that
will allow newspapers

TECHNOLOGY

Cutting Edge

to provide electronic
sarvices to their read-
ers, first over comput-
ers then over cable
television. Cox papers
in Atlanta and West
Palm Beach, Fla., will
be the first to offer such
services over Prodigy, a
nationwide computer
network.

Arianespace plans to
launch the HISPASAT
1B and the INSAT 2B
from the Kourou space
port in French Guiana
on July 22.

Dallas-based Ultimate
Graphics Systems has
changed its name to
Digital Sight & Sound
and opened a new of-
fice in Houston. The
company will add desk-
top audio and video
software to its existing
line of iliustration and
animation software.

Jerrold and TV An-
swer have agreed to
include TV Answer’s in-
teractive TV hardware
in the next generation
of cable converter box-
es. Jerrold will include a
spot for an optional RF
transmitter module,
which is used to provide
the return path for the
viewer's interaction with
the system. Use of such
RF return paths is regu-
lated by the FCC, which
has yetto seta
timetable for issuing
such licenses.

The FCC is seeking
public comment on
items tc be placed in
the agenda of the Inter-
national Telecommuni-
cation Union’s 1995
conference. The ITU is
the international body
charged with coordinat-
ing broadcasting and
the use of the radio
spectrum.

The commission plans
to ask the U.S. State
Department to propose
a review of international
radio regulations, use
of international mobile
satellite service, satel-
lite digital audio broad-
casting, wind-profiler
radio system, space
science services and
high-frequency broad-
casting. The commis-
sion is seeking com-
ment on these items
and any others that
might be worth interna-
tional consideration.

The State Department
will collect the items in
September and present
them to the ITU in No-
vember.

The FCC conducted
its first test of new
EBS equipment last
month in Denver. The
equipment is under
study as part of the first
upgrade of the EBS
system in almost 20
years. The new system
may include home alert
devices, auto warning
signals that are activat-
ed even if the on-board
radio is off, warnings for
the visually and hearing
impaired and personal
pager-style warning de-
vices. A second test will
be conducted in Balti-
more later this summer.

Broadcasting&Cable Jul 19 1993

49



RADIO
HELP WANTED MANAGEMENT

General manager: One of America's top-raled
AQR's is looking for an experienced. results-orient-
ed manager with a true understanding of the for-
malt. Please send resume and philosophy. in confi-
dence, to Jay Williams, WIZN Radio, Box 1067,
Burlington, VT 05402. EQE.

Local sales manager: Major market Northeas! rat-
ings leader is locking for an exceplional leader/mo-
tivalor. Rare opporlunily for take-charge winner
wilh a proven record of success in broadcast sales
management. Join an expanding, progiessive
broadcast group. Sell us! Send resume to Box
M-12. Strictly confidential. EOE M/F.

Radio manager position available with Prairie Pub-
lic Broadcasting. Looking for a creative, self-moti-
vated individual to manage a five-station ND pubiic
radio network. Manager answers 10 Ihe President
of Prairie Public Broadcasting, inc. Manager will
represent stations in communily aclivities and work
closely with staff in setting financial and program-
ing goals. Announcing and sales skills helpful.
Minimum  salary $42,000 plus excellent fringe
benefits. Bachelor degree required. Minimum 3
years broadcast management. Send resume and 5
references 1o: Dennis Falk, President, Prairie Public
Broadcasting, PO Box 3240. Fargo, ND 58108.
Deadline is August 15Ih. We are an EEO/alfirmative
action employer.

Top rated CHR radio station needs dynamic
sales manager on the booming lropical island of
Guam. in lhe Western Pacific. Competitive market
place with 6 other radio stations and Gannel! news-
paper. We need seasoned sales manager with
successlul track record who can lead. rain, moti-
vate. innovale, and gel results. Show history how
sales increased when advertisers stopped buying
spots. Send resume to: Ernie Galito, General Man-
ager, Hit Radio 100, 530 W. O'Brien Drive, Agana.
Guam 96910 or fax 671-477-7647. EQE.

Investor-partner wanted for Class C FM in Texas.
It you have money 10 invesl and are strong in
sales . . . lel's tatk. Great area o live . . . Slation un-
der slaffed . . . Good polential. Reply to Box M-21.
EQE.

Street savvy general manager for Ft. Myers, Flori-
da Oldies station. 5 yrs sales manager experience
preferred. Send resume to: Steven E. Humphries,
President. Heritage Broadcast Group. Inc., 4210
Metro Parkway, Suite 315, Fort Myers, FL 33916.
Minorities encouraged. Equal opportunity employ-
er.

General sales manager: Remarkable opportunity
with top performing CC/ABC's WROX, Washington,
D.C. Four-plus years radio managemenl track re-
cord as leader, trainer and molivator. Know'edge
of markel preferred. Slrong retail/new business
and agency background. Responsible for all sales,
traffic and continuity. College degree or equivalent
preferred. Resume to: Jim Robinson, President &
General Manager, WRQX-FM, 4400 Jenifer Streel,
NW, Washington, DC 20015. EQE.

Top-rated, top-billing AM/FM in plains state small
market seeks GM/GSM with proven sales manage-
ment experience 1o lead heritage stations to next
level. If sales is your #1 radio priority and you are
interested in equily for long-term effort and commil-
menl, reply in confidence to Box M-22 1o learn
more aboul this opportunity in our growing radio
group. EOE.

General sales manager: New England. Cape
Cod's all-talk WXTK-FM and all-news WUOK-AM
has a challenging opportunity for a speciaf individ-
ual. We offer exclusive formats, new facility, excep-
lional compensation health/dental benelits, profit
sharing pius the great Cape Cod lifestyle. Even if
you are salisfied in your presenl position, we urge
you lo respond. Contact: Area, Cary Pahigian, Vice
President/General Manager, WXTK/WUQK, 278
South Sea Avenue, W. Yarmouth, MA 02673. Tel:
508-775-7400, Fax: 508-771-3420. EOE/M/F.

General manager: KSKIi, in the resort lown of Sun
Valley, 1dano is looking for a molivated, results
orienled leader. Exceptional sales and people
skilis are a must. Call 208-788-4504. EQE.

General manager: Expanding group seeking qual-
ified general manager candidales. Prior posilive
sales and general management record is required.
We reward good performers. Send resume 10 Box
M-23. EOE.

HELP WANTED SALES

Account executive for lop-rated suburban Chica-
go Country FM. Excellent opportunity for campeti-
tive sales prolessional. Send resume to: Lenny Fri-
saro, GSM. WCCO, 1520 N. Rock Run, Joliet, 1L
60435. ECE.

Major radio network seeks aggressive account
executive for NY office. Sefling and/or agency plan-
ning experience required, Strong writing/presenta-
lion skills necessary. Musl be persisient, energetic,
eager to learn, wilh strong people skills. Send re-
sume and cover letler to Box M-24. EQE M/F.

Radio sales: Your years of successiul radio sales
can qualify you for a once in a career opporlunity.
Be willing 1o relocale and travel lo Southeastern
resort markels to recruit, train, and supervise a
great sales team in mulliple markets. You will be
paid what you earn without limit. Females are en-
couraged to apply. EOE. Resume & references to:
Partech Communications Group, Inc. 3366 River-
side Drive, Suite 200. Columbus, OH 43221.

NELP WANTED ANNOUNCERS

Sales manager: Skilled seller and manager need-
ed to work with GM to build and lead sales organi-
zation of oldies station in NC. Send resume ang
cover letter to WAZZ-FM, PO Box 470, Fayetteville,
NC 28302. EOE.

Sports announcer: Coilege/high school. Part time
quatified, quality person. EQE. Resume: V. Warren,
WMCR. 237 Genesee St. Oneida. NY 13421

HELP WANTED TECHNICAL

Chief engineer: Immediate opening for chief engi-
neer for one ol America's greal radio legends,
WWVA AM and WOVK FM, Wheeling, West Virgin-
ia. Musl have experience in 50 KW AM directional
array, FM transmilter maintenance, and sludio
maintenance. Formal technical training is manda-
lory and SBE cerlification is a plus. EQOE MF/H.
Conltact: Larry Anderson, Vice Presidenl, General
Manager, 1015 Main Street, Wheeling, WVA 26003.
304-232-1170.

Radio station engineer: FCC operators license
and minimum 15 yrs. exp. required. Multiple local-
ity exp. required. Must be willing to travel exlen-
sively Southeast U.S. Send resume w/salary history
to Mark S. Manafo, Partech Communications
Group, inc. 3366 Riverside Drive, Suite 200, Co-
lumbus, OH 43221. EQE.

Corporate engineer sought for Benchmark Com-
munications. To be based out of Norfolk-Va. Beach
market. Will serve as chief engineer for new 3-
station group in Norfolk plus consultant for one of
the country’s premiere radio groups. Must be profi-
cient with latest computer technology, STL's, and
experienced in refocaling station facilities. Position
open immediately. Send salary hislory and resume
to Mark Kanak, GM, WLTY/WTAR, 720 Boush St.,
Norfolk, VA 23510. No phone calls. EQE.

HELP WANTED NEWS

News director/Spanish language: One of Ameri-
ca's premier radio news organizations i1s seeking
candidates for a hemispheric Spanish language
news service. The successful candidale will be
English/Spanish bilingual, have proven journalistic,
leadership and management skills, and be experi-
enced in the subtleties of South and Central Ameri-
can press issues. Porlugese language skills are a
plus. This is a EEO employer. All replies will be
held in confidence. Reply to Box M-25.

Top-rated Sunbelt newstalker seeks strong an-
chor/reporter. Candidates should possess pol-
ished on-air and wriling skills, sincere dedication
and outstanding news judgement, No beginners
please. EOE M/F. Send resume in confidence to:
Box M-26.

Radio reporter/anchor, Minimum AS plus cone
year experience. $15K +, excellent benefits. Send
letter, resume, transcripts, references 10: Director
of Personnel, Vincennes University, Vincennes, IN
47591-5201. Affirmative action/egual opportunity
employer.

Anchor-ICRT Radio-Taiwan has an opening for a
news anchor capable of carrying a one-hour news
block. Strong wriling and organizational skills and
solid years of experience required. ICRT is an En-
glish language radic station which serves an audi-
ence of more than one million people in Taiwan's
major population centers. ICRT would also wel-
come applications from experienced broadcast
journalists who speak and read Chinese. Send
tape and resume lo: Rober Blum, News Direclor,
ICRT, 8-1 Chung Yang 2nd Road, Yang Ming Shan,
Taipei 111, Taiwan R.O.C. EQE.

News director: Seeking talented and experienced
molivaled leader for award winning news and infor-
mation systems. Send resume, tape and news phi-
losophy to: General Manager, KAAAKZZZ, PO
Box 3939, Kingman, AZ 86401. No phone calis.
ECE.

The radio stations of the New York Times needs
a ful-time experienced newsperson. If you can
deliver news to the nation's smarest audience,
send your 1ape and resume to "News Auditions,”
WOXR/WQEW, 122 Fifth Avenue, New York, NY
10011. No phone calls. please. EEQ.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

P.D. needed for heritage Mid-Atlantic radio station.
Pleasant lifestyle, quick drive to beaches, lakes,
streams, etc. Small market just got a big-market
attitude: Arbitron, head-to-head format batiles,
P.D.'s from all formats considered: Country pre-
ferred. You'll do an air shift, production, remoles,
etc. Demonstrate superior marketing skills and
FCC-legal knowledge. Resume plus salary lo: Box
M-14. EEQ
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SITYATIONS WANTED MANAGEMENT

HELP WANTED FINANCE

East coast broadcasters: Considering a swilch to
Couniry? Energetic, bottom line and sales oriented
general manager. currenlly operaling successiul
Country turn-around desires similar opporiunity on
native Easl Coasl. Virlually lurn-key in all areas of
marketing., promotion, sales and programing.
Would consider equity posilion. Reply 1o Box D-32.

Your talk format need leadership, innovation, pro-
motlion? Veteran broadcaster wants smail/medium
OM or slalion manager post. Welcomes challenge!
Willing to carry shor list. 805-659-4794.

General manager: Excel in stalion lurnarounds.
Looking for new challenge in top 150 markel. Pret-
erably Southeast. Strong on sales. Programing,
station visibility. Dynamic people person. Calalyst
for enthusiasm. Call Jack at 501-578-2842.

Seeking GM position al Chrislian owned station in
South or East. Implement compulerized automation
system, drastically reduce overhead, train/motivate
sales staff. Experienced in small and major mar-
kels, local level and satellite nelwork. Reply to Box
M-27.

SITUATIONS WANTED NEWS

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

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Renaissance broadcaster. Creative programing,
production, talk and music personality. Chief engi-
neer {AM/FM). Former owner and GM. Also exlen-
sive computer background and expertise. Seeks
interesling siluations in New England, including
conlract or parl-time. Let's talk: 603-465-7136.

TELEVISION

HELP WANTED MANAGEMENT

Traftic manager: "Channel 6 for the heartland” is
seeking an energetic and ambitious individual
searching for a fast-paced chalienge. Ideal candi-
date will have an associale or bachelors degree (or
related equivalenl experience) and three (3) years
experience with Jefferson Pilot System. IBM 36
Mainframe and broadcasling. Prior supervisory ex-
perience is preferred as well as experience with
various PC software packages and queries. Re-
sumes should be sent o WOWT-TV, 3501 Farnam,
Omaha, NE 68131. EQE.

Business manager: Seeking an individual for the
southeast section of the U.S. with an accounting
degree or 2-3 years experience. Responsible for
financial reporting and analysis, budgets and bill-
ings. Experience with personal computers and Col-
umbine a plus. Send replies to Box M-16. EQE.
Television start-up for full power station. 5 years
experience. Compensation wilh ability, can include
profit sharing. Positions available are general man-
ager, general sales manager, national sales man-
ager, local sales manager. chief engineer. busi-
ness manager, program manager, promotion
manager. lraffic manager and production manag-
er. Please send resurne lo Box M-17. EOE.

Controller: Television group seeking a corporale
controller with solid financial background and per-
sonne! management skills. Excellent opporlunity
with eslablished company. EOE. Reply to Box M-
28

RELP WANTED CONSULTANT

Broadcast consultants for Washington DC area
and Los Angeles area. Expanding operalions re-
qQuire consultant with 7-10 years experience in se-
nior television news management or promotion/
markeling. Applicants should be well grounded in
developing competitive strategic and lactical plans
lor television slalions, their programing, and plan
implementation. Experience should include utiliza-
tion of qualitative audience research and rating
analysis. Send resumes 1o: McHugh & Hoffman,
Inc/MSI; 8301 Greensboro Drive, Suite 490;
Mclean, VA 22102. EQOE.

Corporate/controller: Midwestern based media
company seeks accountant/controller 1o manage
corporate accounting and tax functions. Responsi-
bilities include financial statemenl preparation and
consolidation; monthly. guarterly and annual re-
porting; perform or assisl in performing analysis
and reconcilialion process; assisl in the year end
audit coordination with independent accountants;
perform or assist in performing on-site lelavision
stalion audits; special projects lhal may be as-
signed as needed. Posilion reports directly ta CFO.
Proficiency with a PC, Lolus and experience work-
ing in a television environment required. Knowl-
edge of EEQC regulation a plus. The company
currently owns six recenlly acquired TV stations
which are located in the southeaslern and south-
western Uniled States The successiul candidate
will have a minimum of 3-5 years of broadcasling
industry experience. This individual will be a leam
player who will be involved in the future growth of
the company as well as in managing the exisling
business. Company wants 10 hire the besl and the
brightest and is willing 10 pay salary and fringe
benelits necessary 10 attract such a person. Send
resumes to: Personnel Direclor, PO Box 10986, East
Lansing, M| 48826-1096. EOE.

SCi Television assistant controller: SCi Televi-
sion, Inc., the owner of 7 major market television
stations, is relocating ils corporate headquarters 1o
Allanta, Ga. in Seplember, 1993 and is seeking a
seli-motivated hands-on assistant corporale con-
troller. Prospective candidale should have 4 1o 6
years of Big 6 public accounting experience or
equivalent broadcast experience, be knowledge-
able of computerized general ledger syslems, and
proficient with microcompulers and Lotus 1-2-3.
Position will be responsible for corporate account-
ing, consclidation and public financial reporting
functions for SCI. Send resume (o Eric Froistad,
Vice President, SCI Television, inc., 555 17th
Street, Suite 3300, Denver. CO 80202. EQE.

HELP WANTED MARKETING

TV station sales and marketing manager: WSVi-
TV, the ABC affiliate in St. Croix, U.S. Virgin Islands
is seeking sales and markeling manager. He/she
must be objective oriented, level headed, people
person manager. Experience in local advertising,
as well as products advertising sales. Send re-
sume and salary required to: Slation Manager, PO
Box 7112, Sunny Isle, St. Croix, VI 00823. No
phone calls please. ECE.

HELP WANTED PERSONALITY/TALENT

Co-host: Progressive Christian television station is
looking for co-host for flagship program. Mus! have
on-air experience. Send non-returnable lape and
resume 1o Jim Chierp, Box C. Newark, OH 43058.
EQE

RELP WANTED SALES

Account executive: Studio Six Productions, a
slate-of-the-art Orlando. FL production facility,
seeks a highly aggressive accouni executive (o sell
corporate/indusirial training videos and commer-
cials. Must be a self-starter and have complele
Jnderstanding of video and film production. Mini-
mum 3 years production sales or related experi-
ence required. Send resume 10 Kelly Puckell, 4466
John Young Pkwy. Orlando, FL 32804. EQE, Pre-
employment drug lest required.

Experienced AE wanted ior VHF indy with college
and pro sponts, killer fringe, kids club and monihly
sales promotions. High achiever wilh solid track
record 10 rmanage key agency-represented adver-
lisers and bHuild a booming direct-to-advertiser
business. Fax resume lo 317-780-5454 or amil to
Local Sales Manager. TTV4, 3490 Bluff Road, Indi-
anapolis, IN 46217, EOE

Sales promotion director wanted. Create, pro-
duce and implement advertiser cross promotions,
clienl entertainment, and sales promotion video
and print. Fax resume to 317-780-5464 or mail
resume o Director of Sales, TTV4, 3490 Blulf Road,
Indianapolis. IN 46217. EOE.

San Francisco account executive: Kelly Broad-
casling seeks A.E. wilh TV sales experience in
afiiliated & independenl stalions. Need strong pro-
motional & motivational skills. Send resurme & sala-
ry requirements to Kelly Broadcasling, 505 San-
some, 5th Fir., San Francisco, CA 94111, No calls
please. EQE. Employment contingent on passing
medical lest for drug & alcohol use.

NELP WANTED RESEARCH

Rights and clearance research: Major network is
seeking clearance researcher with al least 2 years
of experience in negaliating footagedalent rights
for TV or film. Knowlege of archive stock - shol
producer sources is also essential. NYC-based po-
sition. Send resumes to: Box 712, 12 West 37lh
Street, 10th Floor, New York, NY 10018, Equal op-
portunity employer.

HELP WANTED TECHNICAL

TV maintenance engineer: Must have al least five
years experience in troubleshooling all phases and
lypes of broadcas! equipment. Competilive salary
and good benefils. Send resume and qualifications
lo Box M-28. EOE, M/F.

Maintenance engineer wanted o service VHF TV
transmitter and studio equipmenl. Minimum 4
years experience servicing analog , digital and RF
equipment. Require 2 years lechnical school or
military electronic lraining. Send lelter of applica-
tion and resume by 8/15/93 to KOLN/KGIN-TV,
Personnel Coordinator. PO Box 30350, Lincoln, NE
68503. EOE.

Help wanted: Technical person to assisl in the
development, installalion and operation of TV
equipment for gavel-lo-gavel coverage of Pennsyl-
vania Senale proceedings. Individual will also op-

erate and maintain existing Senale TV ang radio

equipment. Compuier background helpful. Replies
to W. Russell Faber, Chief Cierk, Senaie of Penn-
sylvania, 83-E Main Capitol. Harrisburg. PA 17120.
No calls. Deadline, Augus! 31, 1993. EOE.

TV transmitter supervisor. Immediale opening.
Minimum 5 years hands-on transmitler and micro-
wave experience necessary. Familiarity with Harris
BTD5CH1 transmitter desirable. Send resume to
Myron Oliner CE. K'USA-TV, 500 Speer Bivd ., Den-
ver, CO 80203. We are an equal opporunity em-
ployer.

Wanted: Head engineer, privale satellile television
nelwork administers network policies, standards;
mainlains dependable, quality production and
transmission capability, Requires five years hands-
on broadcast experience, including studio and net-
work control facility, plus experience with satellite
communications. Mid 40s. Fax resume to Catholic
Telecommunications Network of America 202-541-
3313, or call 202-541-339.EQE.

Engineer: Television services. Operate, maintain
and repair master control and TV studios. General
Class FCC Engineer license or SBE cenrtification
required. Salary competilive.  Start:  9/1/93.
EOE/AAE. Send resume 10: Edward Kelly, 408 Al-
len Administration Bidg., SUNY Brockporl, Brock-
port. NY 14420.

Chief engineer: Southeast VHF NBC network affili-
ate is looking for a hands-on chief. Applicants must
have station studio and iransmitler experience.
Opportunity for assistant to move up. Send resume
lo General Manager, WSAV-TV, PO Box 2429, Sa-
vannah, GA 31402, EQE

Engineer: For KCSO-TV, position requires FCC
General Class or SBE certificate. Hands-on knowl-
edge of transmitiers, microwaves and siudio
equipment. Send resume: Personnel Officer, PO
Box 4159, Modesto. CA 95352. EOE
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Manager radio frequency engineering: To (est
performance of the Iransmitier, making technical
adjusimenis necessary to ensure uninterrupted
broadcasting and to maintain lhe station’s transmit-
ler facility and anlenna system in compliance with
FCC regulations. S years experience with power
transmitters  and eleclronic  equipment,  good
knowledge and understanding of the electronics of
TV: 2 years training in electionics or technical
schooi preferred. Must be self motivated, self start-
er, disciplined and delail oriented. Good benefits.
"Applicant finalists wili be required to lumish evi-
dence of employment authoarization and identifica-
ttion." EGE. Send resume, salary requirements and
references to David Carr, Chief Engineer, KHOU-
TV, Inc., PO Box 11, Houston, TX 77001. No phone
calls, please.

Needed immediately: Studio mainlenance engi-
neer for Northeast affiliate. Working knowledge for
the repair of videolape and audio production Sys-
lems. Previous experience in TV broadcast as a
maintenance engineer desirable. Full benefits.
EQE. Reply 1o Box M-5.

WPTT-TV 22 is searching for a chief engineer.
Applicant must have UHF transmitter experience,
an FCC license along with SBE certification. Indi-
vidual will be self-molivated and expected 1o main-
1ain entire operation. Communicalion skills are a
must. Send resume to: Kevin O'Leary, Operations
Manager, PO Box 2809, Fitisburgh, PA 15230. No
phone calls accepted. EOE.

TV technical director: Positior requires experi-
ence in master control and production control
rooms. Knowledge of Grass Valley swilchers,
SONY Betacart. Harris Iris Still Store, "on-air” aulo-
mation, and transmitter remote control i1s neces-
sary. Musl be able (o work under pressure on an
overnight schedule. Previcus protessional experi-
ence is required. Please send resumes to: William
Beam, WABC-TV, 7 Lincoln Square, New York, NY
10023. No phone calls or faxes please. We are an
equal opportunity employer

Chief engineer: To replace ours retiring afler 36
years. Transmilter, microwave, translator. tape.
camera and computer background helpful. Previ-
ous TV chief experience preferred. Team player,
good with people, supportive of all departments.
Salary DOE. EEQ. Salary requirement with letter
and resume lo: General Manager, KULR-TV, 2045
Overland Ave., Bilfings, MT 59102

NELP WANTED NFWS

Anchor: #1 news siation in medium Southern mar-
ket seeks anchor wilh dynamic on-set, live shot
and reporting skills. Salary negotiable. Send non-
relurnable resume and tape to: A1-BM, ¢/o Media
& Marketing Incorporaled, 4201 Edmondson Ave-
nue. Presion Suite, Dallas, TX 75205, EGE.

General assignment reporter: [f you are excellent
live... Develop your own sources and contacls.
Send me your 3/4” tape and resume. Walter Kraft,
News Director, WXYZ-TV, Box 7. Detroil, Ml 48231.
Tapes will not be returned. No phone calls or laxes.
We are an equal opporlunity employer.

Producer: Aggressive computerized newsroom
looking for creative leader. Must be a good writer
and well-organized. We have the tools if you have
the ability. Resumes and tapes to Chuck Bark,
News Director, WALA-TV. 210 Government Streel,
Mobile. AL 36602. EQOE, M/F.

Managing editor: Here's your chance lo make
your mark on one af the nation's premier news-
rooms! We're looking for a managing editor who is
highly crealive, energelic, self-confident, a good
teacher and a cheerleader. Responsibilities in-
clude daily story ideas. tracking updates on previ-
ous stories and working with crews on developing
and using superior communications skifls. Thig is a
challenging management position calling lor
strong subslance, slyle and people skils. Only
those who know they can do it need apply. Send
resume and news phiosophy to Alan Griggs,
WSMV-TV, PO Box 4, Nashville, TN 37202. EQOE.

Co-anchor: Top 75 market slation in Southeast is
looking for polished communicator ta complement
male co-anchor. Degreg and minimum two years
experience at commercial station required. Must
have pleasing personality. and be willing to repre-
senl stalicn at public evenls. Send resume to Box
M-30. EOE.

WFSB TV, A Post Newsweek station in top 25
market is seeking a lalented, aggressive newscasl
direclor wilh strong leadership skills. Candidates
should have a strong demo reel and must be elfi-
cient in direcling mulii-anchor formats. Handling
changes and updates with ability and confidence a
must. Position includes producing of specials and
public aftairs programs. Individuals must be able
to communicate well with technical staff and man-
agement and be an excellent problem solver
Please send resumes lo: Jeff Jeandheur, Produc-
lion Manager, WFSB Tv, 3 Constitution Plaza, Hart-
ford, CT 06103. Tapes will be requested later. EOE.

WICS TV in Springfield, lllinois is seeking appii-
cants for a general assignment reporter. Two years
lelevision news experience required. Live work a
plus. BASYS experience helpful. Resumes, refer-
ences, salary requirements, and non-returnable
videolapes (o: Les Vann, News Director WICS TV,
2680 East Cook Springfield, 1L 62703, EEQ. Phone
calls disqualify applicants.

KTVN-TV has an immediate opening for a news
producer. College education with emphasis on
journalism preferred. We're looking for an aggres-
sive journalist, Good writing skills, news judgment
and newsroom experience required. Send resume
and non-returnable tape lo Steve Krerner, News
Director, KTVN-TV, PO Box 7220, Reno, NV B9510.
No phone calls please. KTVN-TV is an equal op-
portunity employer

Reporter/anchor: Still haven't found what we're
fooking for! Earn valuable overseas experience
with award winning news leam, with lock on Wesl-
ern Pacific region. Compulerized newsroom, multi-
ple live shots, stale-of-the-arl production support,
reliremeni, profit sharing on tropical isle. Team
player. solid judgemenl and excellent wriling skills
are a must. Send non-ret. tapes, relerencesire-
sumes lhe first time by priority mail to News Direc-
tor. Guam Cable TV, 530 W. O'Brien Drive. Agana,
Guam 96910. EQE.

Reporter: Post Newsweek station in 24th market
needs a top-nolch general assignment reporter.
This individual must be a crealive slorytelier wilh
the ability to "humanize” each assignment. Send
tape (VHS only, please), resume and stalement of
philosophy 1o Robert Cizek, Assistant News Direc-
tor, WFSB-TV, 3 Conslilution Plaza. Harford, CT
06103-1821. No calls. ECE.

Meteorologist: Medium-market CBS alfiliale in up-
per Midwest needs meleorologis! for moarning and
noon newscasts. Would also co-anchor news
Should be familiar with Kavouras. Two years expe-
rience. Non-returnable tape and resume to News
Director, KCCI-TV, PO Box 10305, Des Moines, 1A
50306, M/F/EOQE.

Hands-on news manager wanted: News depail-
menl with talented stafl needs help turning good
Journalism into excelien! television. [deal candidate
is a hot shot producer at a major market turning out
great TV every night. If you want to make the tough
decisions and are willing to work your tail off to help
creale a winner, send a resume, last nighl's air-
check and a critique of same 1o: Box M-31. EEQ
employer M/F/D.

News expansion: Adding half hour newscasl Lhis
Falll Looking for reporter/producer to do some on-
air reporting and produce special franchise seg-
ments Tor anchors. Sports producer (part-time) 1o
produce sportscasls and fill-in sports anchoring.
Meteorologist (part-time) to assist on-air meleoralo-
qists and substitute on-air. Photographer/editors
(lwo) 10 shoot great 3/4" videotape and edil super
stories. Prefer experience in all positions! No calls,
please. Send non-returnable 3/4” tape and resume
immediately to: Scott Benjamin, News Director,
WROC-TV, 201 Humboldl Sireet. Rochester, NY
14610-0997. EOE, M/F.

— CLASSIFIEDS —

Videographer/editor: needed for KACV, 1he
award-winning PBS affiliate for the Texas panhan-
die. Duties include shooting and ediling for a week-
ly public affairs program and historical and news-
oriented documentaries. Three years news/special
projects shooting experience preferred. Send tape
and resume to: Personne! Services, Amarilio Col-
lege, PO Box 447, Amarillo, TX 79178. We are an
equal opporlunity employer

Anchor/reporter: Looking [or anchor/reporter to
complement our femaie anchor. Must have strong
news credentials and be a leader. No beginners.
Send resume and non-relurnable tapes to: WSAV-
TV, Dave Winsirom, PO Box 2429, Savannah, GA
31404. No phone calis, previous appls need not
apply. EQE

Future openings. WMDT TV in anticipation of fu-
lure vacancies in ils news department is soliciting
applicants for reporter, pholo-journalist, and an-
chor positions. Because we subscribe to the phi-
losophy of 'equal employment opporunities’ we
encourage members of the minority community to
apply. Send: Resume, references, and 3/4” 1ape 1o
News Director, 202 Downtown Plaza, Salisbury,
MD 21801. M/F.

On air talent: WCMH-TV Colurmbus is looking for
lop-notch on-air news and sports people. Begin-
ners and previcus applicants need not apply. Send
resume and non-returnable tape to Tom Burke,
WCMH-TV, 3165 Olentangy River Road, Colum-
bus, OH 43202, EOE. Absolutely no phone calls.

Investigative reporter: Our "I reporter was just
hired in Chicago! We want a seasoned. aggressive
journalist with 3-5 years experience 0 turn solid
investigative stories. Send non-refurnable 3/4” tape
and resume immediately lo: Scolft Benjamin, News
Director, WROC-TV, 201 Humboldl Street. Roches-
ler, NY 14610-0997. EQE, M/F.

Producer: tMust have journalism degree. with 3-5
years of “hard news” producing experience for M-
F 6:00pm newscasts. Looking for aggressive, inno-
vative person to take this newscasl to the next
level. Love for "hard news” a must. Send non-
returnable 3/4” tape and resume immedialely (o:
Scott Benjamin, News Director, WROC-TV, 201
Humboldt Street, Rochester, NY 14610-0997. EOE,
M/F.

NELP WANTED PROGRAMING
PRODUCTION & OTHERS

Assistant art director: Multi-media corporation
seeks energetic individual to fill position of fultime
assistant art director. Musi have 2-3 yrs. exp. as
graphic artist as well as extensive Macintosh exp.
Must have excellent production and creative de-
sign skills. Design portfolio a must. Send resume lo
Art Director, Creative Services Dept.. PO Box 5068,
Phoenix, AZ 85010. EQE.

AP, ASAP: A nationally syndicated news maga-
zine needs an associate producer in the on-air
promotion department. We are looking for some-
one who is Tamiliar with writing and producing daily
news lopicals for a local station. You should have
strong wriling skills, instinct for visuals, and ambi-
tion to make compeliing TV spots for a national
show. Rush your reel and resume, no phone calls
please, to Ms. Gretchen Kijak, American Joumnal of
On-Air Promotion, King World Productions, 402
Easl 76lh Street, New York, NY 10021. EQL.

Hot shot on-line editor: If you're visually innova-
tive and have quick inslincls for what makes a
compeiling spol, then send us your reel. Qur on-air
promotion department needs a seasoned pro o
help us with the challenging deadlines of a daily
news magazine. A brand new edit suile has a GVG
251 edilor, GVG 200 switcher, Abekas, and Beta
record/playback decks. For a unique opporiunily
o command your own room and receive recogni-
lion with a nationally syndicated show, send your
best edits (no phone calls, please) on Beta or 3/4”
lape to Ms. Gretchen Kijak, American Journal of
On-Air Promotion, King World Productions, 402
East 76th Streel. New York, NY 10021, EOE.
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— CLASSIFIED S

Program scheduler Chicago area: Must be accu-
rate! All Macintosh office (Filemaker & Excel). Han-
dle scheduling of movies, specials and syndicaled
product for (wo stations in divergent markels as
well as clearing shows for twenty other markets.
This is an entry tevel posilion with plenty of room for
growth. Resumes only to: SHOWPLACE Broad-
casting, 1962 N. Bissell, Chicago, 1L 60614-5015.
(No phone calls please.) EOE.

Graphic artist: ABC affiliate in 351h markel seeks
graphic artist with two years experience producing
electronic news graphics and prinl ads. Design
abilities, attention o delail and communicalions
skills are most important. Equipment includes AVA
paintbox, £55-3 slill store, and iB8M compalible
desklop. Send resume, demo reel, references and
salary history to: Personnel Director, WLOS-TV,
288 Macon Avenue, Ashevilie, NC 28804. No calls
please. EOE

Senior writer producer: ABC aililiate in 35th mar-
ket seeks news promo pro with al least two years
experience. We're looking for teamwork, crealivity,
and proven writing. editing and producing skills.
Send tape and resume to: Personnel Director,
WLOS-TV, 288 Macon Avenue, Asheville, NC
28804. No calls please. EOE.

Director of communication: Three station public
TV network on Seacoast 65 miles north of Boston
seeks dynamic. crealive, experienced professional
to lead public communications activities. Direct
and coordinate P.I. and graphics deparlments. de-
veloping effeclive creative messages and malen-
als 1o maximize audiences and constiluencies. De-
velop new awareness campaigns for broadcasling
and educational telecommunications departments
Requiremenis: BA and 5-7 years experience, three
as manager; demonstraled crealivity; strong lead-
ership ability; communications skills in variety of
media including video. Agency experience sliong
plus. Salary commensurate with experience. Send
resume, professional references, salary require-
ments 10 Search Committee, NHPTV, PO Box
1100, Durham, NH 03824. Review process begins
8-1-93. AA/EOE.

Producer: Studio Six Productions, a state-of-lhe-
art Orlando, FL production facility. seeks a creative
hands-on producer who has experience working
on corporalefindustrial lraining videos, commer-
cials and iull length programs. Candidate must be
abie to work under deadlines, handle heavy work-
joad and possess strong writing skills. Minirmum 3
years experience required. Send resume 1o Kelly
Puckell, 4466 John Young Pkwy., Orando, FL
32804. EOE. Pre-employment drug lest required

KDAF, Fox 33, is seeking a promolion producer
and director. A minimum of two years prior TV
station promation production expernence required.
Searching for individual with demo reel, which
demonstrales they can develop concept spots
Produce and direct on-air special evenl promos,
presenlations and a variely of video projects. Work
well under pressure with tight deadlines. Night and
weekend work when required. Send resume only
l0: Glenda Jones, Personnel, Fox Television Sta-
tion. 8001 J W. Carpenter Frwy. Dallas, TX 75247.
No telephone calls will be accepted. EOE. M/F/HNV

WRDW-TV has immediate opening for on-air pro-
molion producer to write, edil and produce all
news and programing promolion. College degree
preferred. Promotion experience required. Creativ-
ily, writing, shooting and editing skills a must. Send
resume 1o Jessica R. Guthrie, Creative Services
Direclor, WRDW-TV, PO Box 1212, Augusta, GA
30903-1212. EQE. No phone calls.

Director/TD: 3-5 years directing Christian pro-
graming plus lighting, graphics design and ad-
vanced editing. Leadership ard clienl skills re-
quired. Ability 1o direct nusic, drama and lalk
lormals. Tape, resume, salary requirements: Christi
Evans, KYFC-TV, 4715 Rainbow Blvd., Shawnee
Mission, KS 66205. EOE.

SITUATIONS WANTED ANNOUNCERS

Affordable lilinois television radio pro: Cornput-
er and automation systems, audio proguclion, mu-
sic programing, news. television hosl. community
involvement. CIliff 309-691-0798

SITUATIONS WANTED NEWS

Polished, seasoned newsman available. Man-
agement skills - degree. Ratings builder with excel-
lent work ethic and people skills. Some network
experience. 513-421-6532

Top-notch, technically competent, New York City
lelevision news assignment edilor seeks new op-
portunity. Respond in complele confidence 1o Box
M-32

Experienced radio news and sports pro in medi-
um market seeking career change. Looking for
eniry level TV news or sporls posilion, will relocate
Reply to Box M-33.

Meteorologist wilh years of experience, AMS seal
and awards. Looking to move. Slu 817-776-4844.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Immediate financing on all broadcasting equip-
ment. If you need $2,000-$500.000. Easy lo qualify,
fixed-rate. long term leases. Any new or used
equipment & computers, 100% financing, no down
payment, No financials required under $50.000.
refinancing existing equipment. Call Mark Wilson at
Exchange National Funding, 800-275-0185.

EMPLOYMENT SERVICES

Government jobs $16,040-$59.230/yr. Now hiring.
Call 1-805-962-8000 exl. R-7833 for currenl federal
list.

EDUCATIONAL SERVICES

On-camera coaching: Sharpen TV reporting and
anchonng/eleprompler skills. Produce quality demo
tapes. Critiquing. Private lessons with former ABC
News correspondent. 914-937-1719. Julie Eckhen,
Eckhert Special Productions

WANTED YO BUY EQUIPMENT

Producer/director/cameraman: 10 years experi-
ence in NY area broadcast. cable, and corporale
TV production. masters degree, seeks full time job
in production, will relocale. Terry 914-739-0682

Post production manager/editor, "On" and "Off"
Line, 30 animation, graphics, engingering, seeks
position with growth potential, will relocate 407-
438-0675.

Entry level production position wanted: Experi-
ence in bDroadcasling and related fields. Extremely
hard working, will relocate. Call Lisa at 412-381-
8913

A master at master control, a perfectionist in
production, knowledgeable in news, proficient at
much more. Cail 8ill 800-500-3664

MISCELLANEOUS

Written critique of your TV news resume lape. 24
years experience. 14 years as ND. Call for atford-
able rates. Studenl discounis. 207-775-5752.

SATELLITE
MISCELLANEOUS

State of the art studio facility with up-linking ca-
pacity and all inclusive equipment available for
lease (long term). Perfec! for cable network slan-
ups. Localed in Miami. Excellent labor available
loo. For further information contact: Studio Center
305-828-7231 or write 6175 N.W. 167th St., Build-
ing F, Miami, FL 33015 ECE

e
ALLIED FIELDS
NELP WANTED FINANCE

Director of development & analysis, Cox Broad-
casting: Major opportunity in highly visible new
position al Cox Broadcasting. Undergraduate de-
gree in accounting or finance required. MBA desir-
able. At least three (o five years work experience
Should be knowledgeable about broadcasting and
other media. Good people skills, self starter, willing
tc work flexible schedule. Some travel required
Should have analyiical aptitude with a strategic
perspective lowards acquisitions and new busi-
ness developmenl. Will reporl to presiden! of
Broadcasting. Send resumes to: President, Cox
Broadcasting, PO Box 105357, Atlanla, GA 30348
EQE

FINANCIAL SERVICES

Sale/lease backs: Sell your equipment to Carpen-
ter for cash. Carpenler leases your equipmeni
back to you. You wrile off the monthiy paymenls
and put the cash 1o work. Carpenter & Associales,
Inc. Voice 501-868-5023, fax 501-868-5401,

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

FOR SALE EQUIPMERT

AM and FM transmitters, used, excellenl condi-
tion, tuned and tested your frequency. Guaran-
teed. Financing available. Transcom. 800-441-
8454, 215-884-0888. Fax 215-884-0738.

Broadcast equipment (used): AM/FM transmil-
lers, RPU's, STL's, anlennas, consoles, process-
ing, Wwrntables, automation, tape equipment, moni-
lors, etc. Continental Communications, 3227
Magnolia, St. Louis, MO 63118. 314-664-4497 FAX
314-664-9427.

Computers: Complete 386 and 486 packages
Low prices. Fast delivery. Wrile, call, iax Morning-
star Group, PO Box 1010, Homewood, IL 60430-
0010: voice 1-708-754-8998, fax 1-708-754-9557

Sony BVP-50 3-CCD FIT broadcast camera. In-
cludes viewlinder & CA-3A back. Privalely owned
& very clean. $6,900 OBO. 818-766-0161

Used equipment: Excellent condilion. Sony Editor,
200CLE camera, portable recorders, CG's and
rmuch more. For list and prices, call 813-371-0024.

Save on videotape stock: Cvaluated broadcas!
guaranteed. Great for resumes. editing & dubbing.
3/4", 1" & SPs. Custom loaded VHS. Call |.V.C. 800-
726-0241 VS/IMC

Used/new TV/AM/FM transmitters, one wall 10
120KW, antennas, cable/rigid line, microwave sys-
lems, dishes, MA/COM radios. repair, etc. Save
thousands. Broadcaslting Systems 602-582-6550.
fax 602-582-8229.

Jampro antenna: Four years old, directional,
channel 49. 713-820-4900. Tim.

For sale: 500 ft. utilily lower. 11 years old. Call
Chris 210-689-3333 in South Texas.

CABLE

NELP WANTED RESEARCH

CNN audience/TBS corporate research ana-
lysts: Two Allanta-based analysts needed for pro-
graming and marketing research. PC knowledge
and experience with Nielsen dala and systems
(NTI. NHI, NSy required. Good written ang verbai
communication skills a musl. Requires 2+ years
TV/media research experience with local slation,
agency, broadcast or cable network, syndicator, or
marketing research firm. Resume and salary re-
quirements to Research Analysts. CNN Audience
Research, PO Box 105366, Atlania, GA 30348-
5366. No phone calls, please. EOE.
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CNN audience research project manager: Atlan-
ta-based manager needed for programing and
marketing research. Crealive oroblem-solver, ex-
lensive programing research experience a must.
Experience in news, cuslom research, survey de-
sign, focus groups required. Exiensive PC know-
ledge and experience with Niglsen data and sys-
lems (NTI. NHI, or NS required. Excellent writien
and verbal communication skills necessary. Re-
quires 4+ years TV/media research expertence
with local stalion, broadcast or cable network, syn-
dicalor, or marketing research firm. Resume and
salary requirements 10 Project Manager, CNN Au-
dience Research, PO Box 105366. Allanta, GA
30348-5366. No phone calls, please. EQE

HELP WANTED TECHNICAL

Engineer: Production facility is seeking an engi-

HELP WANTED TECHNICAL

MAINTENANCE ENGINEER

Major East Coast teleproduction tacitity is in
search of a highly experienced maintenance
engineer. This position is respansible for
the maintenance and repair of equipment
throughout this “state of the ant* facility
including editing, graphics, audio and
telecine. Applicants should have extensive
prior teleproduction facility maintenance
experience and a appreciation for time
urgent situations. Excellent salary and
benefits complement the security of a long
established company. Send resume in
confidence to box NF330 c/o Broadcasting
& Cable, 1705 DeSales St., NW,
Washington, DC 20036 or fax to (609)

HELP WANTED NEWS

ling edge” of local television news. Suc-
cessful Gulf Coast Fox affiliate in beautifut
Fort Myers/Naples, seeking successful
News Producer. One of the fastest grow-
ing television markets in the country
needs a fresh, creative and innovative
producer to “make a difference... to make
the FOX difterence.” Two years experi-
ence and college degree preferred. No
phone calls please.

Send non-returnable tape, resume and

- NEWS PRODUCER
Here's an opportunity to be on the “cut-

neer with al least 5 years of hands-on management
experience lo elfectively supervise engineering
stafl. Broadcast engineering background with
praven abilities in the areas of design. inslallation,
maintenance and repair of studio, post production
and field equipment are required. An undersland-
ing of digital repair and compuler proficiency are
also necessary. Excellent interpersonal and oral/
written communicalions skills are essential, Please
send resume and salary history to Box M-34, EOE.

RADIO
HELP WANTED TECHNICAL

LOOKING FOR SOMEONE TO
HANDLE THE FULL-TIME ENGI-
NEERING NEEDS OF GROWING
SMALL MARKET RADIC GROUP IN
NEW ENGLAND. SEND SALARY
REQUIREMENTS AND RESUME
TO BOX M-36.

news philosophy to: WFTX-TV, Mark
Pierce/Station Manager, 621 SW Pine
Island Road, Cape Coral, Florida
33991. We are an equal opportunity em-
ployer.

722-6779 attn: Engineering Dept. J

HELP WANTED MANAGEMENT

‘g President and CEO

Public Broadcasting Service

Founded in 1969, PBS is seeking a president/chief executive officer to
lead this private, nonprofit organization providing programming, inter-
connection/engineering and other services to its member licensees
which operate the nation's 347 public television stations. Headquar-
tered in Alexandria, VA, PBS has approximately 350 employees and a

MISCELLANEOUS

Associate Brokers Needed
BROADCASTERS
1-800-393-7292

TELEVISION
MISCELLANEOUS

moting your station...it's not what you
sty but how you say it! To get an idea of
what we are talking ahout CALL 1 800
831 6378 for FREE DEMO!!

When it comes fo successfully pro-

HELP WANTED LEGAL

ATTORNEY—IN-HOUSE

Major media institulion seeks experienced at-
torney for news and other preogram prebroad-
cast review and related counselling. Minimum 5
years directly related experience and top aca-
demics/credentials necessary. EQE. For imme-
diate consideration, contact:
Ann Israel
730 Fifth Avenue, Suite 900
New York, New York 10019
(212) 333-8730
Fax (212) 765-4462

budget for the current fiscal year of almost $170 million.

PBS requires a strong leader with a vision of how public television can
continue to set high standards in educational, cultural and public affairs
programming and also distinguish itself from the competition through
expanded community-based and national public service activities.

Candidares are sought who have a solid record of bringing an organiza-
tion te a recognizably high level of performance; are experienced in the
creation of intellectual property; and are knowledgeable of the commu-
nications industry, including an understanding of the convergences of
broadcast, cable, computers, phonesand other technologies. A commit-
mentto educationis essential, asisabeliefin the powerof broadcastand
other communications technologies to advance learning,

Forfurtherinformation, candidates and those wishing to refer potential
candidares should contact:

PBS Presidential Search Committee

cfo Dr. Leeda Marting, Search Consuitant to the Committee
Bovden

375 Park Avenue, Suite 1008

New York, NY 10152

212-980-6480

FAX 212-980-6147

PBS is an Equal Opportunity Employer

i
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HELP WANTED MANAGEMENT
CONTINUED

ONCE- IN-A-CAREER OPPORTUNITY

(GENERAL MANAGER

Major Market: Independent Commercial Station

Boston University has recently purchased WQTV, Channel 68, in Boston,
and is currently awaiting FCC approval. We expect to begin operations on
October 1, 1993,

We are currently inviting applications for the position of General
Manager.

The University will operate the station as a strong, competitive, commer-
cial independent, including innovative, high-quality, locally produced
programming in the nation’s sixth largest market. The General Manager
must assemble a management team with intelligence, imagination, solid
commercial experience, and exceptional operating skills. In addition to
leading the professional staff, the General Manager will also have the
opportunity to employ and direct a group of outstandingly qualified student
interns. Our management team will operate in an extremely aggressive sales
environment and will design and present a strong commercial program
schedule that will encourage the development of outstanding local pro-
grams utilizing the substantial resources of Boston University and the
Boston area. Competitive salary and benefits.

Send resumé and supportive materials to: Office of the President, Boston
University, 147 Bay State Road, Boston, Massachusetts 02215. Channel 68
is and will remain an equal opportunity employer. No telephone calls please.

HELP WANTED PROGRAMING

PROMOTION & OTHERS SALES TRAINING

MIAMI CBS 0&0 B
NEEDS PROMO WHIZ

(PROMOTION WRITER/PRODUCER} all for FR 0. Packe

If you're an idea person
with great writing skills,
join our team.

SITUATIONS WANTED NEWS

Must have at least 2 years experience
writing and producing breakthrough on-air
promos for broadcast or cable with a
heavy emphasis on news promotion, in-
cluding series, image and daily topicals.

College degree preferred.

Take your best shot. Send resume
and demo reel to:

PROMOTION DEPARTMENT
WCIX-TV-6
8900 NW 18 Terrace
Miami, FL 33172

CBS is an Equal Opporiunity Employer and encourages
women and minorities (o apply.

ANCHOR/REPORTER
#2 ADI.
SEEKS MED. MARKET
ANCHOR, ANCHOR/ND.
REPLY BOX M-35

ALLIED FIELDS
FOR SALE EQUIPMENT

[ SAVE OUR PLANET

SAVE YOUR MONEY.

Our recycled evaluated video tapes are
guaranteed as good
as new for less than
1/2 the price.Order:

(800)238-4300 '

EMPLOYMENT SERVICES
r----------‘

| calitornia Broadcast Job Bank |
' For application information call I

(916) 444-2237 |
I California Broadcasters Association I

Press[1] Radio jobs, updaled daily
Television jobs, updated daily

[3 Hear “Talking Resumés”

[4] To record *Talking Resumés” and
employers to record job npenings

[3] Entry level positions

1-900-7

SE99 Pt e

Anchors = Reporters ¢ Producers
Videographers = Editors » Personalities
DIRECT VIA SATELLITE
Your Tape Uplinked Nationwide to
News Directors = Agents
Head Hunters * Programmers
ENTRY LEVEL TO MAJOR MARKET
High Impact ¢ High Visibility
Low Cost ¢ Tremendous Value

TALENT/LINK

Call Toll Free 1-800-766-3331
Your Link To A Career

} 6. 8085808860480 0604

ﬁ Media Yousheard | on the grapehe
y Grapevine

[ Hundreds Ot TV/Radio Jobs.
@ Jobs In Large & Small Markets.

]

]

|

|

|

B Inexpensive And Reliable., :
To stort subseription today call '
|

|

|

:

N

1-602-797-2511

$6.951issu0 $19954 issues $39.95 12issues
o send check to:  Media Grapevine
117 W, Hamison Bhd. Suite R-347 Chicago, IL 60605

For jobs via the phore call

1-900-787-7800

£1.89 per min.
cder

) 0 6. 885000660 0 ¢

& [P oo ook e R L J
19 ¢ 3 0 0 000 5085068500664 09
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HELP WANTED LEGAL

CORPORATE COUNSEL

Nationwide communications company seeks
attorney with minimum 2-3 years in-house experi-
ence in cable or radio. Excelient benefits. Send
resume and salary history to: Greater Media, Inc.,
P.Q. Box 1089, East Brunswick, N.J. 08816.

Greater Media, Inc.
Eouel Onpo Lty A ptnt Acncn Emoloyer

CLASSIFED:S

TELEVISION
HELP WANTED PROGRAMING, PROMOTION & OTHERS

WANTED TO BUY STATIONS

BUYER INTERESTED IN CASH-
FLOW MID MARKET TV
STATIONS. PREFER DEALS
WITH SENIOR DEBT IN PLACE.
SEND INFORMATION IN
CONFIDENCE TO: BOX M-37.

FOR SALE STATIONS
BROADCAST MEDIA ASSOCIATES
NV COMBO $1.7M
WA COMBO $1.5M
CA FM B1 $1.2M
WA COMBO $900K
WAFMC3 $350K
CLIFF HUNTER

800-237-3777

Successful Central Az. AM-FM com-
bo. New equipment-excellent billing.
Small market resort-retirement area.
Prime real estate. $750K. Principals
only. Write C.D. Lungren, 730 No.
Diamond Bar Blvd., Diamond Bar,
CA 91765.

AM STATION LOCATED IN EASTERN PENNSYL-
VANIA SERVING ONE OF THE MOST LUCRA-
TIVE MARKETS IN QUR COUNTRY. OWNER RE-
QUIRES DOWN PAYMENT, WILL FINANCE
BALANCE.

INTERESTED PARTIES PLEASE FURNISH RE-
SUME OF PAST HISTORY AND EXPERIENCE.

RESPOND TO BOX D-25

4 AM’s IN SUBURBAN ATLANTA
F.T. AM FLORIDA GULF COAST
AM'S IN KNOXVILLE-
ATLANTA-PITTSBURGH
OVER 40 PROPERTIES
FOR SALE OR LEASE

We are pleased to announce new opportunities with
NewSport Television, an exciting new concept in sports
programming. Broadcasting via state-of-the-art production
facilities located in Clearwater, Florida, NewSport Television is
poised to change the fabric of sports programming.

We seek talented individuals for the following positions:

PRODUCERS/Sports News

Responsibilities include organizing and assigning

responsibilities of show staff and talent. Requires a minimum
of five years of sports show production experience and strong
writing, editing and control room skills.

DIRECTORS

Coordinate all live studio material and pre-production of
programs and related segments. Integrate graphics, features
and live updates with talent and technical crew. Requires a
minimum of four years of progressively responsible production
experience with at least one year at the Director level, a
thorough knowledge of sports and a degree in TV Production
(or related experience).

LMS OPERATORS

Operate LMS equipment, format program schedules, and
coordinate with production team to log segments and
commercials. Requires at least three years LMS operations
experience and a thorough knowledge of sports programming.

EDITORS (Beta)

Assume responsibility for video quality and utilize VTR
equipment to edit packages for live and taped show segments.
Insert Chyron, mix audio. Requires at least four years' Beta
editing experience, Chyron, audio and computer ability,
knowledge of sports and a degree in TV Production {or
equivalent).

In addition, we have opportunities for skilled TECHNICIANS
in studio operations, as well as PRODUCTION opportunities.

NewSport prides itself on recognizing the value of team
players. If you seek to join a team of broadcasting
professionals, can work flexible schedules and thrive in a fast-
paced atmosphere, we invite your inquiry. We offer the
opportunity to become an integral part of an exciting new
concept in sports programming. For confidential consideration,
please send your resume, indicating position of interest, salary
history and requirements, to: P.O. Box 999-TS, Woodbury,
New York 11797. We are an equal opportunity employer,

FLORIDA SUNSHINE

FOR SALE

50 KW FM C2. Tejano statien
in 25th largest Hispanic
market. 495G, 225G down.
Owner has terminal illness.
(915) 366-3711.

AM - FM COMBO

Hadden & Assoc.
e Orlandoe
407-365-7832

BROADCASTERS
1-800-393-7292
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July 18- 23-—Manag-emﬁ'il Deve&upmef;t SR
R fmr!e[avrsmn exawlw&&sp@nsored by Na-
- tional Association of Broadeasters Evansion,

1 Inlmmmlan (202} Fr5:3627.

July 19—20—’Cgmmunlcailpﬂ4 Skills for Cable

issties,” alning course sponsorad by Commu-
rify Antenna Television Association and fhe
Cable Televislon Public Affairs Association,
Charlotie, N.C. Infarmation: Janenne Springer,
(703] 6218875

July 22-23—"Commubinications Siiils far Cable
Isstes,” fraining course sponsored by 'Commiu-
nity Antenna Television Association and the
Cable Television Public Affalrs Association.
Raleigh-Greenshoro, MG Intarmation, Janenne
Springer, (703} 631-8875,

July 25-2B—New York State Broadcasiers
Assoclation 32nd annual executive conferance,
Gideonh Putnam Holel and Shaeraton Hotal and
Conference Canter. Saratoga Springs, N.Y. In-
Tarmatien: (518) 456-8888.

July 27-29—Florida Cable Association an-
nual conventioh. ‘Hegistry Resor, Naples, Fla.
Infarmation: Joice Vantry, (804) 681-1880,

July 31--Associated Press Television-Radio
Association of California-Nevada, regionsl
seminar, KEYT=TV, Santa Barbara, Calif. [nfor-

= &%‘Wﬁﬁ

AUGUST

]

: Aug. 2-3—"Communications Skills for Gable 15-

sues,” fraiming course sponsored by Communfly
Antenna Television Association and the Ca-
ble Television Public Affairs Association, Ba-
tor Rouge. La. Information: Jananne Springer,

(703} BOT-BBYS.

Aug. B-8—Georgla Association of Broad-
casters conventicn, Amalia |sland Flantation,
Amedia Island, Ga. Information: (404] 395-7200,

Aug. 14-15—Peer panel judging held for Acade-
my of Telavision Arts and Sciences 45th annual
prime ‘time Emmy Awards. Baverly Hilton Hotel,
Bevedy Hills, Galit” Information: Murray Weissmarn
ar Mark Rosch, (818) 7832075,

Aug. 13.14— Pennsylvania Cable Pioneers
weskend. Tofirees Besont Hotal, State Callegs,
Pa Information: Alana Siga, (717) 234-2190.

Aug. 16-1B—Great Lakes Cable Expo. Indi-
anapoliz. information: {317) 845-8100,

Aug. 22-24—Minnesota Cable Communica-
tions Assoclation annual mesling Radisson
Arrowwood Hesort, Alaxandria. Minh, tnforma-
fion: Mike Martin, {6121 641-0268.

Aug. 29-31—Nebraska Breadcasiers Asso-
ciatien 60th annual convention, Heliday Con-

“vention Centre, Omaha, Neb.

Informaticn:
Fllcharcf Palmqumt HQ?} 333 9:134

S 1,

SEPTEMBER

Sepl. 10--North American National Broad- :

casters Association advisory counci rnﬁehng
HBO, New York, Inlarmation: (613} 738-6553,

Sept. 20-23—Inter-Union Satellite Opera-
tlons Group biannual meeiing: Washington. In-
formation: Kate Mormandeau, (613) 738-6553

Sepl. 28-30—Central Canada Broadcast Engl-
neers 1953 broadcast convertion and exposition
Skyway Trade and Conference Center, Toronio: n-
tarmation. Jo Anne Firminger, (519) 740-0037.

Sept. 16—Evereit C Parker Eihios In Telecormimu-
nications Lecture and Awards sponsored by Nation-
al- Council of Churches and United Church of
Christ. The Interchurch Canter, Mew York, Informa-
tion: Antirea Bant Flelds, (216) 736-2200.

Sept. 18 _Academy of Television Arls and
Sciences 45th annual prime time Emmys cra-
ative arts banquel. Pasadena Civic Exfilbition
Hall. Pasadena. Galil, Informatlion’ Murray
Weissman or Mark Rosch (818} 763-2075.

Sept. 19—Academy of Television Aris and

Seiences 45t annual prima time Enmy Awards
televized on ABC TV, Pasadena Clvic Auditori-
um, Pasadena, Gailf. Information: Murray Waiss-
man or Mark Rosch. (818} 763-2975,

“MAJOR MEETINGS

July 18-21—Cable Television Administration
and Marketing Society annual convention. At-
lanta. Information: (703) 548-4200.

July 31-Aug. 3—Wireless Cabie Association
International annual exposition and convention.
Marrictt Orlando World, Orlando, Fla. Informa-
tion: (319) 752-8336.

Aug. 25.27—Eastern Cable Show sponsored
by Southern Cable Television Association. At-
lanta. Information: (404) 265-1608.

Sept. 8-11—National Association of Broad-
casters radio show Dallas. Information: (202) 429-
5300.

Sept. 16-20—/nfernational Broadcasting Con-
vention. Amsterdam. Information: 44 71 240 3839

Sept. 20.21—Corporation for Public Broad-
casting annual meeting. Washington. Informa-
tion: (202) 879-9600.

Sept. 29-Oct. 2—Soclety of Broadcast Engi-
neers national convention. Miami Beach. Infor-
mation: (317) 253-1640.

Sept. 29-Oct.2—Radio-Television News Di-
rectors Association conference and exhibition.
Miami. Information: (202) 659-6510.

Oct. 5-7—Atlantic Cable Show. Atlantic City
Convention Center, Atlantic City, N.J. Informa-
tion: (60%) 848-1000.

Oct. 11-15—WPCOM, international film and
program market for TV, video, cable and satellite.

Palais des Festivals, Cannes, France. In
formation: (212) 689-4220.

Oct. 12.17—National Black Media Coalition
national conference. Radisson Plaza Hotel at
Mark Center, Alexandria, Va. Information: (202)
387-8155.

Oct. 14-17—Society of Professional Jour-
nalists national convention, Miami. Information:
{317)654-3333.

Oct. 16-20—Radio Advertising Bureau fall
board meeting. Phoenix, Ariz. Information: {212)
387-2100.

Oct. 17-19—Associaton of National Adver-
tisers 84th annual meeting and business confer-
ence. Naples, Fla. Information: (212) 697-5950.

Oct. 29-Nov. 2—Society of Motion Picture
and Television Engineers 135th technical con-
ference and equipment exhibition. Los Angeles
Convention Center, Los Angeles. Information:
{914) 761-1100.

Dec. 1-3—Western Cable Show sponsored by
California Cable Television Association. Anaheim
Convention Center, Anaheim, Calif. Information:
(510) 428-2225,

Jan. 14-20, 1994—National Association of
Broadcasters winter board meeting and legisla-
tive forum. Carlshad, Calif. Information: (202)
775-3527.

Jan. 24-27, 1994—NATPE International 31st
annual program conference and exhibition. Mia-

mi Beach Convention Center, Miami Beach. in-
formation: (310) 453-4440.

Jan 29.Feb. 1, 1994—National Religious
Broadcasters convention and exposition. Shera-
ton Washington, Washington. information: (703)
330-7000.

Feb. 10-12, 1994—Satellite Broadcasting
and Communications Association winter frade
show. Anaheim Convention Center, Anaheim,
Callif. Information: (703) 549-6990.

March 18-21—Broadcast Education Associ-
ation annual convention. Las Vegas Convention
Center, Las Vegas. Information: (202) 429-5354.

March 21.24, 1994—National Association
of Broadcasters annual convention. Las Vegas
Convention Center, Las Vegas. Information:
(202) 775-3527.

May 21-25, 1994—DBroadcast Cable Finan-
cial Management Association 34th annual con-
vention. San Diego. Information: (708) 296-0200.

May 22-25, 1994—National Cabie Televi-
sion Association annual convention. New Or-
leans. Information: (2G02) 775-3869.

May 22.25, 1994—National Assoclation of
Minorities in Cable annual convention. New Or-
leans, Informatin: (310) 404-6208.

June 8-11, 1994—PROMAX International
and Broadcast Designers Association confer-
ence and exposition. New Orleans. Information:
(213) 465-3777.
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CCON

Compiled by BROADCASTING & Ca-
BLE for the period of July 5-9 and
based on filings, authorizations and
other FCC actions.

Applications

BWYAI-FM La Grange, GA (BALH930625GG;
104.1 mhz; 60 kw; ant. 1,217 ft.}—Seeks assign-
ment of license from NewCity Communications of
Massachusetts Inc. to Cox Enterprises Inc. for
$8,000,000. Seller is headed by Richard A. Fergu-
son and has interests in 5 AM's and 7 FM's. Buyer
is headed by Robert F. Neil and has interests in
WSB-AM-FM and WSB-TV both Atlanta, GA,
KLRX(FM) Dallas, TX; KFIAM)-KOST(FM), Los
Angeles, CA; KTVU-TV Oakland, CA; WCKG(FM)
Elmwood Park, IL; WFTV-TV Orlando, WIOD(AM)-
WFLC(FM) Miami; WHQT(FM) Coral Gables and
WSUN(AM}-WWRM(FM) St. Petersburg, all FL;
WKBD-TV Detroit, MI; WPXI-TV, Pittsburgh, PA;
WSOC-TV Charlotfe, NC; Filed June 25.

8 WJRB(AM) Bradenton, FL (BAL930622EC;
1490 khz; 1 kw-U}—Seeks assignment of license
from Cameron-Reese Broadcasting of Bradenton
Inc. to Alar Television Inc. for $120,000. Seller is
headed by Karen E. Reese and has no other broad-
cast interests. Buyer is headed by Edward T. Gor-
man and has no other broadcast interests. Filed
June 22.

B WENG(AM) Englewood, FL (BAL930618EA;,
1530 khz; 1 kw-D}—Seeks assignment of license
from Sarasota-Charloffe Broadcasting Corp. to
Murray Broadcasting Co. for $165,000. Seller is
headed by Edward J. Ewing and has no other
broadcast interests. Buyer is headed by John H.
Murray and has no other broadcast interests. Filed
June 18.

B WFTW(AM) and WKSM-FM Fort Walton Beach,
FL {AM: BAL930608GI; 1260 khz; 2.5 kw-D; FM:
BALH930608GJ; 99.3 mhz; 3 kw; ant, 171 f{.—
Seeks assignment of license from New South Com-
munications Inc, to Holladay Broadcasting Co. Inc.

Abbreviations: AFC—Antenna For Communications:
ALI—Administrative  Law  Judge:  all.—alternate:
ann.—announced: ant.—-anlenna; aur.—aurali aux.—
auxiliary; ch.—channel: CH—<critical hours.: chg.—
change: CP—construction permit. D—duy: DA—di-
rectional antenna: Doe.—Docket; ERP—cffective ra-
diated power: Freq—{reguency; H& Y —horizontal and
vertical: khz—kilohentz: kw—kilowatts: lic.—license:
m—meters; mhz—megaheriz: mi.—miles: mod. —
modification: MP—maodification permitc: ML—maodifi-
cation license: N—night: pet. for recon.—petition for
reconsideralion. PSA—presunrise service  authority:
pwr.—power: RC—remote control: §-A—Scientific-
Allanta; SH—specified hours; SL—studio tocation;
TL—transmitter location: trans.—transmitter; TPO—
transmitter power outpul, U or unl,—unlimited hours:
vis,—visual;  w-——watts. *—noncommereial.  Six
groups of numbers at end of facilities changes items
refer 1o map coordinates. One meter equals 3.28 feet.

for $1,000,000. Seller is headed by Frank E. Holla-
day and has interests in 3 AM’s and 8 FM's. Buyer
is headed by Clay E. Holladay and has interests in
KRVV-FM Bastrop, LA, and WTUX-FM Meridian,
MS. Filed June 8.

BKZXL-FM Great Bend, KGNO(AM)-KDCK-FM
Dodge City, both Kansas (KZXL:
BALHY30608GF; 107.8 mhz; 100 kw; ant. 886 fi.
KGNO: BAL930608GG; 1370 khz; 5 kw-D, 1 kw-N,
DA-N; KDCK; BALH930608GH; 95.5 mhz; 100 kw;
ant. 570 ft.)—Seeks assignment of license from
Breadbasket Enterprises Inc. to Lesso Inc. for
$700,000. Seller is headed by Eugene Johnson
and has no other broadcast interests. Buyer is
headed by Lawrence E. Steckline and is licensee of
KWLS-AM-FM Pratt; KSLS-FM-KYUU(AM) Liberal,
KXXX(AM)-KQLS-FM Colby, KEGS-FM Emporia,
KLLS-FM Augusta and KILS-FM Minneapolis, ail
Kansas, and KXLS-FM Enid, OK. Filed June 8.

= WFPR(AM)-WHMD-FM Hammond, LA (AM:
BAL930615GJ; 1400 khz; 1 kw-U;, FM:
BALH930615GK; 107.1 mhz; 3 kw; ant. 328 ft.}—
Seeks assignment of license from Airweb Inc. to
Radio Works Inc. for $625,000. Seller is headed by
John A. Chauvin and has no other broadcast inter-
ests. Buyer is headed by Steven E. Chauvin and
has no other broadcast interests. Filed June 15.

u WHYN-AM-FM Springfield, MA, and WWBB-

FM Providence, Rl (WHYN-AM: BAL930624GG;
‘560 khz: 5 kw-D, 1 kw-N, DA-2; WHYN-FM:
.BALHS30624GH; 93.1 mhz; 8.9 kw; ant. 1,000 fi.;
'WWBB-FM: BALH930624GF; 101.5 mhz; 13.5 kw;
ant. 951 ft.)—Seeks assignment of license from
‘Wilks-Schwartz Broadcasting of Providence Inc. to
iRadio Station Management Inc. for $25,649,955.
'Seller is headed by Donald L. Wilks and has inter-
lests in 3 AM's and 6 FM's. Buyer is headed by
\George L. Sosson and has no other broadcast in-
terests. Filed June 24,

= KAHR-FM Poplar Bluff, MO (BALH930611GM;
'96.7 mhz; 3 kw; ant. 328 ft.)—Seeks assignment of
license from Gerald W. Hunt to Eagle Bluff Enter-
prises for $350,000. Seller has interests in WORM-
AM-FM Savannah and WDXI{AM)-WMMX-FM
Jackson, both Tennessee, and WZZF-FM-
WKQS{AM) Hopkinsville, KY. Buyer is headed by
Steven Fuchs and has no other broadcast interests.
Filed June 11.

mKSJQ-FM Savannah, MO (BALH930625GE;
92.7 mhz; 50 kw; ant. 492 ft.}—Seeks assignment
of license from Savannah Radio L.P. to KFEQ Inc.
for $450,000. Seller is headed by Gary D. Shorman
and has interests in KCLY(FM) Clay Center, KS.
Buyer is headed by Robert E. Schmidt and has
interests in KAYS(AM)-KHAZ-FM Hays, KHOK-FM
Great Bend, KLOE(AM)-KKCI-FM Goodland and
KWBW(AM)-KHUT-FM Hutchinson, all Kansas;
KFEQ{AM) St. Joseph and KSJQ-FM Savannah,
both Missouri; KQSK-FM Chadron, KCOW(AM)-
KAAQ-FM Alliance and KOOQ(AM)-KELN-FM
North Platte, all Nebraska. Filed June 25.

u WKBD-TV Detrolt, Ml (BALCT930621KE; ch. 50;
2,340 kw-V; ant. 960 ft.)—Seeks assignment of
license from Cox Enterprises Inc. to Paramount
Stations Group Inc. for $105,000,000. Seller is
headed by John Dillon and has 5 AM's, 8 FM's and
7 TV's. Buyer is headed by Ronald Nelson and has
interests in KTXH-TV Houston, KRRT-TVY Kerrville
and KTXA-TV Arlington, all Texas; WTXF-TV Phila-
delphia; WLFL-TV Raleigh, NC; WDCA-TV Wash-
ington. Filed June 21.

u KTSH-FM Tishomingo, OK (BAPH930624GE;
99.7 mhz; 25 kw; ant. 328 ft.}—Seeks assignment
of license from Ballard Broadcasting of Oklahoma
Inc. to South Central Oklahoma Christian Broad-
casting Inc. for $10,000. Seller is headed by Drew

STOCK MARKET PERFORMANCE AVERAGES NASDAQ: 708.57 (+0.90%)
S&P Ind.: 510.29 (+1.68%)
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Batlard and has no other broadcast interests. Buy-
er is headad by Randall Christy and has no other
broadcast interests. Filed June 24.

EWJAC(AM)-WKYE-FM .Johnstown, PA (AM:
BTC930628GF; 850 khz; 10 kw-U, DA-1; FM:
BTCH930628GE; 95.5 mhz; 57 kw; ant. 1,060 fi.)—
Seeks transter of control from Winston Radio Corp.
to Michael F. Brosig Sr. for $2,153,788. Seller is
headed by Richard H. Mayer, trustee, and has inter-
ests in WJAC-TV Johnston, PA. Buyer has no oth-
er broadcast interests. Filed June 28.

= WGTR-FM Bucksport, SC (BAPH930621GG;
107.9 mhz; 36 kw; ant. 174 m.}—Seeks assignment
of CP from G&M Communications to Atlantic
Broadcasting Company Inc. for $50,000. Seller is
headed by R. Stuart Graham Jr. and has interests
in WEZO(FM) Fairfield, ME, and WJMX(AM) Flor-
ence and WJMX-FM Cheraw, both South Carolina.
Buyer is headed by Fred C. Avent and has inter-
ests in WIMX(AM) Florence, WIMX-FM Cheraw
and WSQN-FM Scranton, all South Carolina. Filed
June 21.

u WDSC(AM)-WZNS-FM  Dillon, SC (AM:
BAL930623GH; 800 khz; 1 kw-D, 382 w-N; FM:
BALH930623GI; 92.9 mhz; 100 kw; ant. 1,801 ft.—
Seeks assignment of license frorm KAT Broadcast-
ing Corp. to Metropolitan South Broadcasting As-
soc. Ltd. Partnership for $800,000. Seller is headed
by Roger A. Akin, Esq.,, and Banking Services
Corp., co-receivers, and has interests in
WWTR(FM) Bethany Beach,
Ocean City, MD; WFLB(AM) Fayetteville and
WHCC(AM)-WQNS(FM) Waynesvifle, both North
Carolina, and WSVS-AM-FM Opelika, AZ. Buyer is
headed by David W. Evans and has interests in
WRCQ-FM Dunn, NC. Filed June 23.

# WDXZ-FM Mt. Pleasant, SC (BALH930621GJ;
104.5 mhz; 28 kw; ant. 656 ft.—Seeks assignment
of license from Faircom Charleston Inc. to Low-
country Media Inc. for $850,000. Seller is headed
by Joel M. Fairman and has interests in WSSX(FM)
Charleston and WSSP(FM) Goose Creek, both
South Carolina; WHFM(FM) Southampton, NY, and

DE; WETT(AM)

ft.)—Seeks assignment of license from New Hamp-
shire-Vermont Broadcasting Group to Dynacom
Corp. for $525,000. Seller is headed by Peter Mar-
shall and has no other broadcast interests. Buyer is
headed by Jeffrey D. Shapiro and has interests in:
WTSV(AM)-WHDQ-FM Ciaremont, NH; WNCQ-FM
Morristown, WNCQ-AM and WCIZ-FM Watertown,
WKRT(AM}-WYYS-FM Cortland and WVZM-FM
Essex, all New York. Filed June 22.

Actions
B KQEZ-FM Coolidge, AZ (BTCH930413GF;
103.9 mhz; 3 kw; ant. 300 fi.)—Granted transfer of
control from Chriscom Inc. to J.M. Wolz for
$641,922 (“Changing Hands,” May 24). Action
June 22.

m KQBR-FM Davis, CA (BTCH930325GG; 104.3
mhz; 2.96 kw; ant. 141 m.)—Granted transfer of
control from KYLO Radio Inc. to EZ Sacramento
In¢. for $2,000,000 (“Changing Hands,™ April 19).
Action June 22.

u KFRC-FM San Francisco (BTCH930302GJ;
99.7 mhz; 45 kw; ant. 1,241 ft.)—Granted transfer
of control from KYUU Inc. to Alliance Broadcasting
Holdings Inc. for $20,150,000 {"“Changing Hands,"
Feb. 1). Action June 21.

B WOLR-FM Branford, FL (BALEDS821223HP,
91.3 mhz; 3 kw-V, ant. 285 ft.)—Granted assign-
ment of license from Christian Family Cinema Inc.
to WOLR 91.3 FM Inc. for $75,000 ("For the Re-
cord,” Jan. 18). Action June 25.

8 WALG(AM)-WKAK-FM Albany, GA (AM: BA-
L930317EB; 1590 khz; 5 kw-D. 1 kw-N, DA-2; FM:
BALHS30317EC; 101.7 mhz; 3 kw; ant. 300 ft.)—
Granted assignment of license from Radio One -
WKAK Inc. to K-Country Inc. for assumption of debt

("“For the Record,” April 12). Action June 23.

2 WADM(AM)-WICIH(FM) Decatur, [N (AM:
BTCO930416EC; 1540 khz; 250w-D; FM:
BTCH930416ED; 105.1 mhz; 2 kw; ant, 397 fi.}—
Granted transfer of control from JAM Communica-
tions Inc. to John F. Dille Ml for $1.00 (“For the
Record,” May 10). Action June 28.

u WTLC-AM-FM Indianapolis, IN (AM:
BTC921222G; 1310 khz; 5 kw-D, 1 kw-N, DA-N;
FM: BTCH921222GX; 105.7 mhz; 50 kw; ant. 445
fi.)—Granted transfer of control from Panache
Broadcasting, L.P., to AltaPanache, L.P., for ex-
change of voting common and preferred stock ("For
the Record,” Feb. 1). Action June 23.

B WNKY(AM) Neon, KY (BAL930507EH; 1480
khz; 5 kw-D}—Granted assignment of license from
Pine Mountain Broadcasting Inc. to Letcher County
Broadcasting Inc. for $60,000 (“For the Record,”
May 31). Action June 25,

2 WEKY(AM) Richmond, KY (BAL930414EB;
1340 khz; 1 kw-U)—Granted assignment of license
from WEKY Inc. to Berea Broadcasting Company
Inc. for $130,000 (“For the Record,” May 30). Ac-
tion June 23.

s WERQ-AM-FM Baitimore, MD (AM:
BAL930401GG; 1010 khz; 1 kw-D, 27 w-N; FM:
BALH930401GH; 92.3 mhz; 37 kw; ant. 571 ft.)—
Granted assignment of license from United Broad-
casting Company of Eastern Maryland Inc. to Radio
One Of Maryland Inc. for $9,000,000 ("Changing
Hands,” April 5). Action June 21.

8 WEMB(AM)-WBMI-FM West Branch, M| (AM:
BAL930429GE; 1060 khz; 1 kw-D; FM:
BALH930429GF; 105.5 mhz; 3 kw; ant. 312 ft.)—
Granted assignment of license from Jack E. Kauff-
man and Robert S. Marshall to lves Broadcasting

SUMMARY OF
BROADCASTING & CABLE

WKMF(AM)}-WCRZ(FM) Flint, MI. Buyer is headed ADCAST

by Ronald E. Hoover and has interests in WQI- - B,RF' — ING =

Z(AM)-WBUB-FM St. George and WSSC(AM) Service  ONAIR o

Sumter, both South Carolina. Filed June 21. -

u KBHT-FM Crockett, TX (BALH30625GF; 93.5 Commercial AM 4,954

mhz; 50 kw; ant. 479 ft.}—Seeks assignment of i

license from BST Broadcasting Inc. to Nicol Broad- Sommsrdial F 4,853

casting Ltd. for $179,000. Seller is headed by Jim Educational FM 1,613 308 1,921
Mattox and has no other broadcast interests. Buyer : 7 ] S e
is headed by Tom Nicol and has no other broadcast - Total Radio .~ 11,420 1,395 - 12,815
i .Fi . :

interests. Filed June 25 Commercial VHF TV 558 12 570
m KIXS-FM Victoria and KYKS-FM Lutkin, both :

TX (KIXS: BALHI30622GK; 107.9 mhz; 100 kw; Commercial UHF TV 594 142 736
ant. 362 ft. KYKS: BALH930622GL; 105.1 mhz; 100 :

“kw; ant. 1,066 ft.)—Seeks assignment of license Educational VHF TV 124 4 128
from Radio Victoria Inc. to Guifstar Broadcasting, :

L.C., for $4,067,500. Seller is headed by J.0. Os- Educational UHF TV 241 7 248
bumn and has interests in KYKS(FM) Lufkin and Total TV 1.517 165 - . 1,682
KAGG(FM) Madisonville, both Texas. Buyer is - gt il 163 — chirt
headed by R. Steven Hicks and has interests in VHF LPTV 474 136 610
KVET-FM Austin, TX; WJDS(AM)-WMSI-FM Jack-

son, MS; WSSL(AM) Greenville and WSSL-FM UHF LPTV 859 g72 1,831
Gray Court, both South Carolina; WMYI-FM Hen- : R :
dersonville, NC, and WSIX-FM Nashville, TN. Total LPTV 1,333 108 - 2,467
= WSTK(AM) Colonial Heights, VA (BA- FM translators 1,993 390 2,383
L930621EA; 1290 khz; 5 kw-D, 41 w-Ny—Seeks

assignment of license from Central Virginia Radio VHF translators 2,421 81 2,502
Inc. to Fletcher Communications Inc. for $395,000.

Seller is headed by Kenneth R. Noble and has no UHF translators 2,416 386 2,802
other broadcast interests. Buyer is headed by S. A R,
David Fletcher and has no other broadcast inter- CABLE

ests. Filed June 21 2

EWTUS-FM Mannington, WV (BALH930624GI; Total subscribers 55’786’390

102.7 mhz; 3 kw; ant. 328 ft.—Seeks assignment Homes passed 89,400,000

of license from Joseph D. Powers to Richiand Ra-

dio Inc. for $90,000. Seller has interests in WSKR- Total systems 11,254

FM Petersburg, NJ, and pending FCC approval, CP 1

for FM Wildood Crest, NJ. Buyer is headed by John Household penetrationt 60.6%

Pefrini and has no other broadcast interests. Filed 5 i o

June 24. Pay cable penetration/basic 79%

uWNHV(AM)-WKXE-FM White River Junction,
VT (AM: BAL930622GM; 910 khz; 1 kw-D, 84 w-N;
FM: BALH930622GN; 95.3 mhz; 3 kw,; ant. 225

" Includes off-air licenses.
! Construction permit.

1 Penetration percentages are of TV household universe of 82.1 million.
Source: Nielsen, NCTA and Broadcasting&Cable’s own research.
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Inc. for $75.000 (‘For the Record,” May 31). Action
June 21,

uKCOZ-FM Point Lookout, MO (BA-
LED930318GF; 90.5 mhz; 40 kw; ant. 768 fi.)—
Granted assignment of license from School of the
Ozarks to Southwest Missouri State University for
$10 and assumption of seller's obligation to Nation-
al Telecommunications and Information Administra-
tion of approximately $39,712 ("For the Record,”
April 5). Action June 21,

s KDEB-TV Springfield, MO (BALCTS21116KI;
ch. 27: 5,000 kw-V; ant. 1,690 ft.)—Granted assign-
ment of license from Woods Communications
Group Inc. to BANAM Broadcasting Inc. for as-
sumption of debt ("For the Record,” April 5). Action
June 29.

m KSTQ-FM Alexandria and KMGK(FM) Glen-
wood, both MN (BALH930422GI; 99.3 mhz; 6 kw;
ant. 285 ft.)—Granted asssignment of license from
KSTQ Inc. to Branstock Communications Inc. for
$550,000 (“Changing Hands.” May 24). Action
June 18.

B WMTT-TV Cookevllle, TN (BALCT930311KG;
ch. 28; 1,051.2 kw-V; ant. 427 t.}—Granted assign-
ment of license from Steve Sweeney to Inavision
Broadcasting Inc. for $100,000 (“For the Record,"”
April 5). Action June 29.

u KVMX-FM Eastland, TX (BALHS30407GF; 96.7
mhz; 2.85 kw; ant. 306 ft.)—Granted assignment of
license from Eastland Broadcasting Inc. to Luck
Broadcasting Company for $100,000 (“For the Re-
cord,” May 31). Action June 23.

m KONO(AM) San Antonio, TX (BAL930402EC;
860 khz; 5 kw-D, 1 kw-N, DA-N)—Granted assign-
ment of license from Genesis Broadcasting Inc. to
Gillespie Broadcasting Co. for $1,125,000 {'Chang-
ing Hands,” April 5). Action June 25,

1 WDVA(AM) Danville, VA (BAL930511EA; 1250
khz; 5 kw-U, DA-N)—Granted assignment of li-
cense from Danville Broadcasting Inc. to Mitchell
Communications Inc. for $100,000 (“For the Re-
cord,” May 31). Action June 28.

= WPDR(AM)-WDDC-FM  Portage, WI (AM:
BTC930427GH; 1350 khz; 1 kw-D; FM:
BTCH930427GI; 100.1 mhz; 3 kw; ant. 300 ft.)—
Granted transfer of control from Kramer Broadcast-
ing Inc. to Shirley M. Kramer for 50% of licensee as

part of divorce settiement (“For the Record,” May
31). Action June 21.

e ==
NEW STATIONS

Applications

u Flagler Beach, FL (BPED930618MG)—Corner-
stone Community Radio Inc. seeks 90.3 mhz; ERP:
2 kw; ant. 56 m. Address: 2596 State Road 44, New
Smyrna Beach, FL 32168. Applicant is headed by
Richard Van Zandt and has interests in non-com-
mercial educational WJLU-FM New Smyrna Beach

BROADCASTING & CABLE is available
via Hand Delivery in the following
cities on Monday. If you presently
receive your issue via U.S. Mail
delivery at your home or office, you
may qualify for Hand Delivery to
your home or office.

Atlanta Monday
Boston Monday
Chicago Monday
Dallas Monday
Denver Monday
Detroit Monday
Houston Monday
Los Angeles Monday
Miami Monday
New York Monday
Orlando Monday
Philadelphia Monday
$an Francisco Monday
Washington, D.C. Monday

To inquire about a possible switch
please call 1-800-554-5729.

e FORTHE RECORD ===

and WMFJ(AM) Daytona Beach, both Florida, and
WILUJ-FM Petersburg, IL.

u Leonardtown, MD (BPED930617MD)—Greater
Washington Educational Telecommunications As-
s0C. Inc. seeks 91.7 mhz, 50 kw, ant. 89 m. Ad-
dress: P.O. Box 2626, Washington, DC 20013. Ap-
plicant is headed by Tom Livingston and has
interests in noncommercial educational UHF ch. 26
and noncommercial educational 90.9 (WETA-FM)
Washington, D.C., and noncommercial educational
89.1 Hagerstown, MD (WETH-FM).

= Blaine, WA (BP930622AD}—Birch Bay Broad-
casting Company Inc. seeks 1600 khz; 10 kw-N, 50
kw-D, DA-2. Address: 4840 Lincoln Road, Blaine,
WA 98230. Applicant is headed by George A. Wil-
son and has interests in KARIAM) Blaine, WA, and
KERKAM) Wasco-Greenacres, CA.

Actions

u Tulelake, CA (BPH920921MC)}—Wynne Broad-
casting Company Inc. seeks 96.5 mhz; 1.775 kw;
ant. 650 m. Address: 1338 Oregon Ave., P.O. Box
1450, Klamath Falls, OR 97601. Applicant is head-
ed by Robert Wynne and has interests in KFLS-AM
and KKRB-FM Klamath Falls, OR. Action June 22.

m Palatka, FL (BPED900521MD)}—Putnam Radio
Ministries Inc. seeks 91.90 mhz; ERP: 3 kw; ant. 46
m. Address: 3111 St. Johns Ave., Palatka, FL
32177. Applicant is headed by Michael Rippy and
has no other broadcast interests. Action June 25.

m Oakland, MI (BPED920213MB)}—Oakland Uni-
versity seeks 88.3 mhz; .126 kw-V; ani. 96.3 m.
Address: 49 Oakland Center, Rochester, Ml 48309.
Applicant is headed by Maura Selahowski and has
no other broadcast interests. Action June 24.

m Amarlllo, TX (BPED911202MK)—Wheeler Edu-
cational Broadcasting Foundation seeks 88.3 mhz;
20 kw-H, 6 kw-V; ant. 88 m. Address: 106 E. Texas
St., P.O. Box 469, Wheeler, TX 79096. Applicant is
headed by Jim Turvaville and has interests in
KPDR-FM Wheeler, TX. Action June 21.

mBig Spring, TX (BPH921013MB)—David W.
Wrinkle seeks 94.3 mhz; 20 kw; 114 m. Address:
P.Q. Box 1632, Big Spring, TX 79721. Applicant
has interests in KBST-AM-FM Big Spring, TX. Ac-
tion June 21.

SERVICES

—

BROADCAST DATABASE

dataworld

MAPS
Coverage/Terrain Shadowing
Allocation Studies - Directones
P.O. Box 30730 301-652-8822
BetHesda, MD 20814 B0O0-388-5754

Il

-
-

- I

RAOADCAST DATR RERVICES
A Div.of Moffer, Larson & Johuson, fne.
" AM. FM, TV, H-group databases
* Goverage. allocalion and ter-ain studies
* FCC research

703 B24-5666 FAX: 703 824-5672

dataworld
LPTV/TV Translator
Detailed Interference Studies
Regional Directories
Maps — Terrain — Popcount

301-652-8822 B800-368-5754

COMMUNICATIONS

INC
* Radio and Television System Design
* Transmitter ang Studio Instaliation
* Microwave and Satellite
Engineering and [nstailation
627 Boulevard
908-245-4833

Q% Qfainless, inc.

New Towers, Antenna Structures
Engineering Studles, Moditications
Inspections, Erection, Appraisals
North Wales, PA 19454
215 699-4871 FAX 699-9597

Shoolbred Engineers, Inc.

Serueture: Consubanc

Towers and Antenna Structures
Robert A. Shoolbred, PE.

149 Marrl
Charleston, 5.C. 294

@:LBL...... |

3F DESIGN & INSTALLATION SPECIALISTS
LARCAN SOLID STATE TRANSMITTERS
ALAN DICK ANTENNAS & COMBINERS
LEBLANC & ROYLE TOWER SYSTEMS
14440 CHERRY LANE CT. LAUREL MD 20707
TEL: 301-498-2200 FAX: 301-458-7952

o=y TOWER NETWORK
2 SERVICES

i

(305) 771-7180

WE . STROBE LIGHT SYSTENS
SERVICE - TOWERS AND ANTENNAS

AM FM TV

Addresses, Mailing lists,

Data Discs, Mailings to P.D.’s
& General Managers. For
details, call The Radio Mall

FOR WORLDWIDE

Kenllworth, NJ 07033
SATELLITE
TRANSMISSION

SERVICES CONTACT:

IDB COMMUNICATIONS GROUP
10525 WEST WASHINGTON BLVD.
CULVER CITY, CA $0232-1922
213-870-9000 FAX: 213-240-3904

1-800-759-4561!

DON'T BE A STRANGER

To Broadcasting & Cable's 117,323 Readers
Display your Prolessional a1 Service Card here,
fl will be seen by stauon and cable TV sysiem
owners and decision makerg

* 1989 Readership Sutvey showing 3 7 readers
per copy

comntact
BROADCASTING & CABLE MAGAZINE
1705 DeSales St., N.W,
Washington, D.C. 20036
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Phone: (202) 659-2340
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PROFESSIONAL CARDS

8601 Georgia Ave. #910
Silver Spring, MD 20910
ROBERT M. SILLIMAN, P.E.
(301) 5895-8288

THOMAS B. SILLIMAN, P.E
(812) 853-9754

Member AFCCE

Moffet, Larson & Johnson, Inc.
Consulling Telecommuaications Engineers
Two Skyline Place, Suite 800
5203 Leeshurg Pike
Falls Church, VA 22041
703-824-5660
FAX: 703-824-5672
MEMBER AFCCE

du Treil, Lundin & Rackley, Inc. ==UCARLT. JONES= LOHNES AND CULVER COHEN, DIPPELL AND
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“If [fairness doctrine] challenges succeed,
broadcasters will be the real losers.”

he return of the FCC’s former
‘‘fairness doctrine’’ seems immi-
nent. Bills are pending in Con-
gress to reinstate the doctrine by law.
The FCC itself is ready to reconsider
its decision canceling the doctrine.
Faced with this likelihood, several
members of the broadcast community
have already threatened to challenge
the fairness doctrine in the courts.
I believe that these challenges will
fail, but I want to make a different
point. If these challenges do succeed,

broadcasters operate their stations. But
the doctrine’s presence would vitally
affect the public policy chemistry
upon which broadcasting depends.
Communications policy is still ani-
mated by the idea that a broadcaster is a
public trustee. This status underpins
many of the privileges broadcasters en-
joy, such as must-carry requirements for
TV stations, and underlies Congress’s
opposition to spectrum fees and auc-
tions for broadcasters. Such payments
are increasingly likely to be imposed

broadcasters will be the
real losers. The fairness
doctrine is not a burden to
you, and your own inter-
ests call for maintaining it.

The fairness doctrine
has two features: First,
broadcasters must cover
controversial  issues  of
public importance; second,
they must report signifi-
cant points of view con-
cerning those issues. A
station need not, however,
grant airtime to viewpoint proponents.
Its programing need not be *‘objec-
tive’” or “‘balanced.”” It may present
and emphasize its own point of view.
It just has to report other points of
view also.

Almost all broadcasters will ac-
knowledge that these rules impose no
burden on them. Good journatism al-
ready requires them to cover all sides
of important controversial issues.

Nor should any fear arise from the
government’s modest role in policing
observance of these rules. Even in the
old days of uncritical regulations, the
FCC rarely found any fairness viola-
tions. It never took away a license
based solely upon such violations.

On those rare occasions when the
FCC found violations, almost its only
remedy was to tell the broadcasters to
cover additional points of view. That
is, very likely, the only remedy the
FCC would invoke today.

A revived fairness doctrine, in
short, would have little impact on how

By Michael J. Hirrel,
attorney, Washington

upon other users of the ra-
dio spectrum.

The faimess doctrine
embodies the public trust-
ee concept. To see why,
we need only look at the
Supreme Court’s 1969 de-
cision upholding the doc-
trine, Red Lion Broadcast-
ing Co. v. FCC. The court
observed that because of
the spectrum’s limitations,
few people can be given
licenses to  broadcast.
These few possess no greater First
Amendment rights than the many who
cannot be granted licenses. Thus,
these few may be required, consistent
with the First Amendment, to act as
fiduciaries for their unlicensed fellow
citizens. That includes reporting the
views of those citizens, even when the
broadcasters do not agree.

If the fairness doctrine is to be suc-
cessfully challenged, the reasoning in
Red Lion must be cast aside. The court
must hold that broadcasters can no
fonger be required to act as fiduciaries
for the public. In one decision, both
the rationale for the public trustee con-
cept, and that concept’s most funda-
mental manifestation in the fairness
doctrine, would be wiped out.

This loss of the public trustee con-
cept would leave broadcasting's public
policy privileges without any underly-
ing basis. But perhaps more impor-
tant, it would deprive broadcasters of
the special status—and unique respon-
sibility—they hold in our society. ®
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feller Center, John Silvestri re-

calls that his first sales job in the
early 197(0’s was conducted over the
hood of a truck.

Now, as executive vice president
for advertising sales for USA Network
and The Sci-Fi Channel, his deals are
in the multimillion-dollar range and
his sales territory has expanded dra-
matically. He still, however, likes to
close a deal face-to-face.

A native of the Detroit area and the
father of three, Silvestri heads the 22-
member sales staff of the top-rated
cable network in the country. Starting
at $15 million in annual revenue in
1983, USA Network’s yearly ad sales
under Silvestri now approach $300
million.

“You still have to make face-to-
face calls,”” he avers. ‘*Fax machines
and telephones are wonderful instru-
ments, but you still have to have per-
sonal contact with clients.’’

After graduating from Wayne State
University with a degree in English in
1961, Silvestri entered the Army for
what turned out to be a two-year stint.
Afterwards, he worked in marketing
and advertising at Uniroyal and Chrys-
ler, and while at Chrysler, often
worked with the company’s advertis-
ing agency in the field. There, he was
exposed to radio and TV buys for
dealerships around the country.

*‘It was an action-oriented medium
that I thought would be fun to be a part
of,”” Silvestri says, explaining why he
soon made the jump to sales. “*At first
it was tough. As a beginning salesman
you got all the local retail accounts,
calling on local roofers to buy a radio
schedule.”

Silvestri says he would monitor the
other radio stations in the market to
see if he had their clients on the air.
"“1f you didn’t, you’d track them down
and go after them.”’

He eventually became the station’s
national sales manager, and soon
thereafter was approached by NBC
Radio Network to run its Chicago and

F rom his office high above Rocke-

John H. Silvestri

Detroit sales offices. In 1972 Silvestri
was moved to Chicago to be head of
network radio sales for the Midwest,
and after six months made the jump to

happening on the landscape and saw
some exciting opportunities.’’

The transition from network saies to
cable sales was at times rocky. “‘It
was a very strange transition, and
there were some anxious moments.’’
Advertisers were interested in cable
television, Silvestri says, but skittish
about actually buying time. “*“When it
came down to putting the money on
the table, they backed off and said
they needed a little more time to see
how this new technology will work.”’

In 1983 Silvestri joined USA Net-
work and ran the Chicago office for
nine months before being asked by
Kay Koplovitz, USA’s president and
chief executive officer, to come to
New York and captain the network’s
sales operation.

Silvestri reveled in his first years

network TV,
During his move

. Silvestri’s client | Executive vice president, adver- 1 t written about
Up Hvestr1's chien tisingsales, UsANetwmrﬁsﬂndscl- rules yet wri n U

retail accounts to Fi Ghannel; b. Detroit; BA, Eng- “‘there was no one to
lish, Wayne State University, Detroit,

base evolved from

major corporate ad- | 1961, 1.5, Army, 1961-63;a¢c- say that’s not the way
vertisers; he learned count executive, WWI:AM-FM Detroit, | 10 do it.”

then how to deal 1970-72; regional manager, Chi- Silvestri says his
with the red tape of | ¢agoand Detroit sales offices, NBC early days at USA
large  corporations | RadioNetwork, 1972-76; ac. were fulfilling be-

and agencies. ‘It mﬁ;m:mﬁ::;ﬁf‘v cause he believed that
division, NBC-TV, 1981-82; vice

wasn’t quite as cre-

ative as selling to 12— president, sales, Hearst/ ABC uniq‘ue‘ That belief
cal retail accounts. Video Services, 1982-83; director, continues today, as ad

After two years as advertising sales, central region, revenue continues to
an account execu- USA Network, Chicago, 1982:84; grow at USA with its
tive, he became di- | vicepresident, advertising sales, expansion as a sports
rector for NBC tele- | USANetwork, New York, 1984-86; | and entertainment net-
vision  sales  in | Senior vice president, USA Net- work, the addition of

Chicago, a post he

ble.

work, 1986-91; present position
since 1991; m, Judy Strick, May. .
held for seven years 10, 1970; children: Kimberly, 22; graming and  the
before moving to ca- |  Christopher, 17; Stephen, 15. launch of The Sci-Fi

with USA, knowing
there  weren’t any

cable sales and that

his cable product was

more  original  pro-

| Channel.

Silvestri’s first
foray into cable was with Hearst/ ABC
Video Services in 1982, where he was
head of sales.

“*That was the start of Arts & Enter-
tainment and Lifetime. Cable was
coming on stream then, and I had been
in network television for about nine
years and was looking at what was

: “We are going to
continue to develop quality program-
ing that will separate the network from
all the other competitors, so in a
crowded environment—perhaps a
500-channel environment down the
road—USA will stand out and attract
viewership, and with that viewership
the advertisers will follow.” a
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TELEVISION

William Jemas, VP, business de-
velopment, National Basketball Asso-
ciation, New York, joins Marvel

Nancy Henson, freelance produc-
er, former executive VP, Laser Edit,
Los Angeles, joins Disney-MGM
Studios, Lake Buena Vista, Fla., as
GM.

Larry Hyams, VP, prime time au-
dience analysis, ABC Television Net-
work., New York, named VP, audi-
ence analysis.

William Jemas

Marvel! Entertainment Americana

Entertainment Group there as VP, en-
tertainment, business development.

Joe Weber, VP/eastern division
manager, Western International Syn-
dication, Los Angeles, joins MTM
Television Distribution. Studio City,
Calif., as VP/GSM.

David Spiegelman, VP, New Line
Television, New York, named senior
VP.

John McConnell, operations direc-
tor, KGO San Francisco, joins ABC
News, New York, as VP.

Beth Comstock, director, enter-
tainment publicity, CBS/Broadcast
Group, New York, joins NBC there
as VP, news information.

Robert Wallace, VP/executive
editor, Rolling Stone magazine, New
York, joins ABC News there as se-
nior story editor, Primetime Live.

Jonathan Hogan, senior publicist,
Murphy Brown, Hearts Afire, In the
Heat of the Night and Major Dad,
CBS, Los Angeles, joins Fox Broad-
casting Company, Beverly Hills,
Calif., as senior manager, publicity.

Paula Askansas, senior publicist,
CBS Television Network, Los Ange-
les, joins Arsenio Hall Communi-
cations, Ltd., Hollywood. as director,
marketing.

Sharen Glassman

Judy Girard
Lifetime

Los Angeles. joins Disney-MGM
Studios, Lake Buena Vista, Fla., as
GM.

Appointments at Saban Entertain-
ment and Saban International, Bur-
bank, Calif.: Roxsanna Mobley,
manager, licensing sales, Applause,
Woodland Hills, Calif., joins Sa-
ban Entertainment as sales manager,
domestic licensing; Carol Holds-
worth, publicity coordinator, Saban
International, named director, pub-
licity.

Appointments at Multimedia Enter-
tainment, Inc., New York: Suena
Williams, manager, sales promo-
tion, marketing services, named direc-
tor, promotion, special events;
Sandra Shutak, manager, advertis-
ing, marketing, named VP, creative
services.

Appointments at King World Pro-
ductions, New York: Charles Lach-
man, executive managing editor,
Inside Edition, assumes addittonal re-
sponsibilities as senior producer,
American Journal; Sheila Sitomer,
producer, nside Edition, named se-
nior producer.

Michael Moore, executive direc-

tor, studio operations, Stephen J. Can-
nell Productions, Hollywood,

named VP.

David Hall
Gaylord

Richard Montesano, VP, market

Kevin Hale
TNN

research, ABC Television Network,
New York, named senior VP,

Albert Lewitinn, news editor,
WNYW-TV's Good Day New York,
New York, joins Multimedia Enter-
tainment’s Donahue there as producer.

Diana Dionisio, special projects
coordinator, WGN-TV Chicago, named
publicity, promotion coordinator.

Vincent Giannini, senior financial
analyst, WGN-TV Chicago, joins KTLA-
TV Los Angeles as director, finance.

Appointments at KTLA-TV Los An-
geles: Mark Sonnenberg, director,
program planning, acquisitions,
named director, original programing,
development; Virginia Hunt, di-
rector, finance, administration, named
director, program planning, acqui-
sitions.

Appointments at WCVB-TV Boston:
Andy Hoffman, national sales man-
ager, named local sales manager;
Jordan Wertlieb, research analyst/
national account executive, Katz
American Television, New York,
joins as national sales manager;
Mark Rosenthal, weekend meteorol-
ogist, named weather anchor, early
morning, midday newscasts; Ellen
Ferrara, weekend meteorologist,
KARE-TV Minneapolis, joins in same
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capacity.

Keith Cate, weekend anchor/re-
porter, wBNS-TV Columbus, Ohio,
joins WMAR-TV Baltimore as week-
end anchor.

Christina Sanchez, director, spe-
cial projects, children’s programing,
KWHY-TV Los Angeles, named di-
rector, community affairs.

Appointments at WNBC-TV New
York: Jim Paymar, GM, KCNS-TV
San Francisco, and former corre-

spondent, Fox Networks, The Repori-

same capacity.

Michael McCanham, assignment
editor, wDIV-TV Detroit, joins WXYZ-
Tv Southfietd, Mich., as assign-
ment manager.

Suzy Kolber, sports reporter,
WPEC-TV West Palm Beach, Fla.,
joins ESPN?2 Sports Network, Bris-
tol, Conn., as sports anchor.

David Richards, VP, marketing,

| sales, Greensboro (N.C.) News &

Record, named VP, Landmark
Communications, Norfolk, Va.

=
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Bruce Morton, correspon-
dent/weekend commentator, CBS
Weekend News, CBS News, Wash-
ington, joins CNN there as national
correspondent.

Martine Mahoney, education liai-
son, Cox Cable Cleveland Area, Par-
ma, Ohio, joins History TV Net-
work, New York, as sales
coordinator, affiliate marketing.

Appointments at Time Warner Ca-
ble Full Service Network, Orlando,
Fla.: Harold Wolf, VP, affiliate

Bruce Morton
CNN

Lori Beber
Viewer's Choice

ers, New York, joins as general as-
signment reporter; Carolyn Gusoff,
reporter, News 12 Long Island,
Woodbury, N.Y ., joins as reporter,
Long [sland bureau.

Appointments at WBZ-TV-AM Bos-
ton: Uma Pemmaraju, freclance re-
porter, WBZ-TV, named general as-
signment reporter/fill-in anchor; Mark
Angotti, producer, news, WPLG-TV
Miami, joins as senior producer, WBZ-
TV; Paul Connearney, morning
editor, WBZ(aM), named managing
editor; Kim Harbin, public com-
munications director, WBZ-TV, named
marketing director, WBZ-TV-AM;

Lois Roach, director, public affairs,
WBZ-TV, named public affairs di-
rector, WBZ-Tv-AM; Francine Ach-
bar, manager, program develop-
ment, client marketing, WBZ-TV,
named director, enterprises, pro-
gram strategy; Paul Kelley, director,
sports sales, WBZ-AM, named na-
tional sales manager.

Appointments at WDIV-TV Detroit:
David Murray, national sales manag-
er, named local sales manager; Bob
Weed, sales manager, Blair Televi-
sion, Los Angeles, joins as national
sales manager.

Gary Schneider, VP/GM, KHTV-

TV Houston, joins KSTW-TV Seattle in

1",

Brian Kristofek
DMB&B
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CABLE

Jonathan Spaet, local sales man-
ager, WpIX-TV New York, joins NBC
Cable Ad Sales as VP.

Sharen Glassman, director, fi-
nance, administration, North Coast
Cable, Cleveland, joins Americana
Television Network, Inc., Branson,
Mo., as VP/CFO.

Appointments at Lifetime Televi-
sion, Astoria, N.Y.: Judy Girard,
VP, broadcasting, WNBC-TV New
York, joins as senior VP, programing
production, and group VP, Hearst/
ABC-Viacom Entertainment Services;
Justina Carlson, manager, adver-
tising, named director; Dana Leven-
burg, production manager, on-air
promotions, named director.

Appointments at Gaylord Entertain-
ment Co., cable networks division,
Nashville: David Hall, foun-
der/GM, The Nashville Network,
named senior VP, cable networks;
Kevin Hale, GM, KSTW-TV Seattle,
named GM, The Nashville Net-
work; Hal Willis, senior legal coun-
sel, Gaylord Entertainment Co.,
named VP/GM, worldwide, Country
Music Television.

David Lalich
AdValue Media Tech.

Jack Fenster
Scientific-Atlanta
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relations, Home Shopping Network,
St. Petersburg, Fla., joins as VP,
programing, interactive development;
Constance Beck, director, commu-
nity relations, Time Warner, Colum-
bus, Ohio, joins as director, public
affairs.

Lori Beber, manager, programing,
Viewer's Choice, New York, named
director, programing, feature film
acquisttion.
e ——

RADIO

Sina DeVito, assistant manager,
communications, CBS Radio Divi-
sion, New York, named manager.

Steven Humphries, executive VP,
TK Communications, Inc., and GM,
KXTN-KZVE San Antonio, Tex.,

Joins Heritage Broadcast Group, Inc.,
Asheville, N.C., as group presi-

dent.
= = —

ADVERTISING

Ira Carlin, executive VP/media di-
rector, McCann-Erickson North
America, New York, named execu-
tive VP/worldwide media director,
McCann-Erickson Worldwide.

George Mahrlig, director, media,
event marketing, Coors Brewing
Company, Golden, Colo., elected
chairman, event marketing committee,
Association of National Advertis-

ers, Inc., New York.

Brian Kristofek, account execu-
tive, Tatham Euro/RSCG, Chicago,
joins D’ Arcy Masius Benton &
Bowles, St. Louis, as account
manager.

Andrew Ward, sales director, Na-
tional Cable Advertising, Chicago,
named VP/GSM, National Cable
Advertising, New York.

Robin Rosen, sales director, Na-
tional Cable Advertising, Boston,
named director, client services,
new business development.

Bruce Raisner, manager, new
business development, northeast, Na-
tional Cable Advertising, Boston,
named sales manager, NCA, there.

_ e

TECHNOLOGY

David Lalich, VP, sales, market-
ing, Group W Televiston Sales, New
York, joins AdValue Media Tech-
nologies there as executive VP.

Appointments at Scientific-Atlanta,

Norcross, Ga.: Jack Fenster, manag-
er, operations, programs, broadcast
radio, data, systems, named director,
engineering, operations; Dr.

George Waters, senior engineer,
broadcast radio, data systems,

named principal engineer.

Appointments at IDB Communica-
tions, Culver City, Calif.: Eric Sil-
verthorn, VP, operations, IDB
Systems, named VP/GM; Sam
Schorr, director, MIS, named VP,
information systems; Mary Brennan,
controller, broadcast unit, named
VP/controller; Michel Gelinas, VP,
aeronautical services, IDB Mobile,
named VP, corporate development,
acquisitions.

Appointments at Hearst New Media
and Technology, New York: Charles
Schott, former chief of staff, then-
Chairman Alfred Sikes, FCC, Wash-
ington, joins as VP; Cella Irvine,
product manager, electronic mail ser-
vices, Prodigy Services Company,
White Plains, N.Y ., joins as VP; Wil-
liam Cook, attorney, Cravath,
Swaine & Moore, New York, joins as
special assistant to the Group Head;
Sharat Sharan, strategic planning,
new business development manag-

er, AT&T Cellular and Personal Com-
munications, Whippany, N.J.,

joins as director, technology.

WASHINGTON

Sondra Lee, executive VP, SA
Communication Services, Louisville,
Ky., elected president, American
Women in Radio and Television and
chair of the AWRT Foundation.

New board members, American
Women in Radio and Television: Lin-
da Tremere, director, financial
controls, Hubbard Broadcasting, St.
Paul, elected president-elect and

vice chair, The Foundation of AWRT;

Help us help you
get your magazine
delivered on time

If you are now receiving BROAD-
CASTING & CABLE via hand deliv-
ery, your issue should arrive be-
fore 8 a.m. each Monday. If not,
please call 800-323-4345 prior to
9:45 a.m. for a same-day re-
placement copy.
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Chris Stovall, community affairs
director, WPTY-TV Memphis, Tenn.,
elected secretary/treasurer; Frances
Larose, president, The Larose Group,
San Francisco, elected VP, market-
ing; Melodie Virtue, partner, Haley,
Bader & Potts, Arlington, Va.,
elected VP, government relations.

Appointments at CNN, Washing-
ton: Dan Silva, supervising producer,
named senior producer, Crossfire;
Beth Fouhy, producer, Crossfire,
named Washington producer, /n-
side Politics.

New regional directors, Radio-
Teievision News Directors Associa-
tion: John Sears, news director,

KpTV Portland, Ore., elected regional
director, region one; Nimi McCon-
igley, news director, KGWC-TV Cas-
per, Wyo., elected regional direc-

tor, region three; Mark Millage, news
director, KELO-TV Sioux Falls,

S.D., elected regional director, region
five; Paul Douglas, news director,
wTIC Hartford, Conn., elected region-
al director, region 11; Al Gibson,
news director, Broadcast News Limit-
ed, Toronto, elected international
director.

John E.D. Ball, president, The
National Captioning Institute, resigns.

DEATHS

Clifford Fisher, 62, VP/GSM,
WKBW-TV Buffalo, died July 8 after a
brief illness at his home there. A
30-year veteran, Fisher started as an
account executive with WKBW in
1963. He was named local sales man-
ager in 1997 and assumed Canadian
sales in 1981. In 1988 Fisher was
named VP/GSM. Survivors include
his wife, Beltsy, and four children.

James Dooley, 75, retired sports
director, wTvI-TV Miami, died May
31 from emphysema at Vencor
Hospital there. Dooley’s radio career
started during World War 1l when

he built the first radio station in the
southwest Pacific and was named
radio news editor for Armed Forces
Radio Services in New Guinea. A
spinal injury forced Dooley to retire in
1946, and he returned to Canton,
Ohio, where he joined WHBC as news
director. After a brief stint in adver-
tising he joined WTVJ. In 1961 Dooley
was named sports director. He re-
tired in 1963, Survivors include his
two sons and one daughter.
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INSIDER REPORT ON TELEVISION AND RADIO SINCE

Clesze] Clieu]s

WASHINGTON

Getting acquainted

FCC Chairman James Quello had
lunch last week with his heir apparent,
Reed Hundt. Quello says he told
Hundt that the job was ‘‘no bed of
roses,”” and added that Hundt’s law
partner at the Washington firm of
Latham & Watkins, former FCC
Chairman Mark Fowler, could con-
firm that characterization. Quelio
gave Hundt high marks and says he is
looking forward to working with
him,

Utility player

The electric utility industry last

week signaled its interest in becoming
a player in the delivery of advanced
telecommunications services. Michael
Niggli of Entergy Corp. told the
Senate Communications Subcommit-
tee that his company was already
deploying a fiber optic coaxial cable
network to its customers. Niggli
discussed the electric utilities role in a
national information infrastructure
during a meeting with Tom Kalil, di-
rector of science and technology for
the National Economic Council, who
is a key player in helping define ad-
ministration policy on telecommunica-
tions and infrastructure. Kalil was
likely a receptive audience. The Pro-
gressive Policy Institute’s Mandate
for Change suggested that the Presi-
dent press for regulatory changes

that would encourage electric utilities
to become investors in a national
information infrastructure. PPI is part
of the Democratic Leadership
Council, an organization Clinton
helped create.

NEW YORK

Film talk

Movie producer [smail Merchant,
whose Merchant-Ivory Productions
has produced such critically ac-
claimed features as “‘Mr. and Mrs.

Interactive lottery looms

The long-awaited FCC lottery to select licensees for interactive television
services in the nation’s nine largest markets should come in the middle of
September, said Bob McNamara, head of the special services division of
the commission’s Private Radio Bureau. The lottery will select two opera-
tors for RF-based interactive systems, known as individual voice and data
services, for each of the nation’s top nine markets. A subsequent review
of the winners’ technical data may take about 30 days, said Private Radio
Bureau staff attorney Marc Martin. That means winners could receive the
license to operate in October. VDS systems will serve interactive televi-
sion services offered by companies such as Virginia-based TV Answer,
which uses a radio signal to provide the return path from a subscriber's
home. Richard Miller, group VP of marketing for TV Answer, said his
company .has already done the engineering and made construction ar-
rangements for most major markets, so TV Answer services could easily
be on the air by the first of January as long as the FCC issues the

licenses this fall.

— 8§

Bridge™ and ‘‘Howard’s End,’’ has
expressed interest in developing short
films for VH-1. Merchant last week
discussed the possibility with VH-1
President Ed Bennett, who just

signed a similar deal with Francis Ford
Coppola that will bring six 23-min-
ute, long-form music films to the
channel (see story, page 29).

Animated discussion

John Kricfalusi, creator of Nickel-
odeon’s runaway hit animated series
Ren and Stimpy, has found a unique
way of shopping his latest animated
project. He told one top cable net-
work executive last week that he
would meet with him to discuss the
project only if the network would
agree to give him complete autono-
my. Kricfalusi is still steaming over
his well-publicized falling-out with
Nickelodeon over editorial control of
Ren and Stimpy.

LOS ANGELES

Most wanted
Century Cable will offer $250,000

" to anyone with information leading to
the arrest and conviction of who-
ever cut the system’s fiber optic and
coaxial cable lines as well as back-
up lines at five different locations and
disrupted service in much of west-
em Los Angeles. About 55,000 homes
were without service for two to six
hours last Wednesday night.

DIC takes center ring

DIC Animation has acquired the
animated series rights to the characters
of the popular animal taming act,
Siegfried & Roy. Andy Heyward,
founder and president of DIC, con-
firmed that a deal with the entertainers
was struck during the Video Soft-
ware Distributors Association (VSDA)
convention in Las Vegas two weeks
ago, but he declined to disclose terms.
He said the independent animation
production house is still exploring
whether to develop Siegfried & Roy

as a network or syndicated series. In
the latter arena, DIC has most re-
cently teamed with Bohbot Communi-
cations to handle distribution of

such 1993-94 series as The Adventures
of Sonic the Hedgehog, Double
Dragon and Hurricanes.

1945
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FCC Chairman James Quello said
late last week that he still had no an-
swer for the Hill on when the com-
mission will implement its cable
rate regulations. “We're still ago-
nizing over it,” he told BROADCASTING
& CaBLE. Quello hoped to meet

with Senate Communications Sub-
committee Chairman Daniel Inou-
ye to gain his support for the FCC’s
decision to enact its new cable

rules by Oct. 1. But the two never got
together, and subcommittee coun-
sel John Windhausen was pressuring
the FCC to implement the rules by
Aug. 1. That deadline, Quello said,
would be “impossible” to meet.

House Telecommunications Subcom-

mittee Chairman Ed Markey wants
the FCC to act by Sept. 1. Quello said
he’ll get back to Markey by tomor-
row (July 20).

In an unusual move in a major mar-

ket, Group W’'s kyw-Tv Philadelphia
will soon pre-empt NBC pro-
graming with its own hour-long,
weekly prime time news maga-

Busy week for buyers and sellers

TV and radio station trading continued to be active last week. Clear
. Channel Communications signed a letter of intent to buy Fox affiliate
KITN(TV) Minneapolis from Nationwide Communiations. Nationwide's Ben

McKeel, VP, television, said KITN was the company’s only independent

- and that “nothing should be read into” the. proposed sale concerning the
company 's other properties.

‘& Ellis Communications; an Atlanta-based group formed by former Act
lll Broadcasting executives Bert Ellis and Ron Inman, was in the process
of making several acquisition. announcements. The Atlanta-based: com-
pany said it would purchase Fox affiliates KAME-TV Reno -and wupPw-Tv
Toledo, Ohio. Prices were estimated to be $8 million.and $29 million,
respectively. Ellis, whose adviser is McKinley Capital Partners, has $50
million in equity backing from New York investment firm Kelso & Co. and
a $110 million line of credit from Banker's Trust. The company.is expect-
ed to aninounce other acquisitions shertly, and they may. include several
stations from FCVS Communications (“'Closed Circuit,” April 19).

& NewTex Communications is buying kRzR(EM) Hanford, Calif., for
$1,150,000 from Louis C. DeArias, receiver, on behalf of the KGMX Corp.
Bob Sherman, former executive VP of the NBC Radio Group, is heading
the deal for New York-based NewTex Communications. Broker: Kalil &
Co.

N KRBL-FM Los Alamos, N. M was sold by KRBL Broadcasting-Pinnacle
Media to Plaza Broadcasting for $650,000. The seller, headed by Nick

_Popravsky, has no other broadcast interests. The buyer is a group
headed by ‘Richard Bloch that recently bought KNYN-FM Santa Fe, N.M.
Broker: Norman Fischer & Associates. —GF,JAZ

zine. The program, The Builetin with
Larry Kane, debuting Friday, July

30, at 8 p.m., is modeled loosely after
Dateline NBC and will include in-
depth coverage of local news stories.
The show will pre-empt a new NBC
drama, Against the Grain, which kyw
will air over the weekend.

Attorney General Janet Reno told

a group of Boston reporters last week
that “what America cares most

about is violence.” Reno said that ex-
cessive television violence is a
factor in the increase of crime. She
suggested that Americans "“should

let advertisers know what they want
on television.”

Warner Bros. Domestic Television
Distribution’s The Jane Whitney
Show, airing at 9-10 a.m. ET on
wCBS-TV New York averaged a 4.6
rating/19 share last Thursday

(NS), July 15), beating out wABC-TV's
Live with Regis & Kathie Lee
(4.5/19) for the first time since the
rookie talk show debuted in the Big
Apple last October. Whitney's score
marked a 90% improvement in
share from its CBS This Morning lead-
in (2.2/10), while Regis & Kathie
Lee’s average was a 15% decline
from ABC’s Good Morning America
lead-in (5.0/22).

Ted Snider, owner of KARN(AM) Lit-

tle Rock, Ark., and the Arkansas Radio
Network, was named last week as

the 1993 recipient of the NAB'’s Nation-
al Radio Award, recognizing a life-
time of service to the radio industry.

Don Taffner’s DLT Entertain-

ment has sold Shirley, a Canadian
Television talk show hosted by
Shirley Sclomon, to wrix-Tv New York
and KCAL-Tv Los Angeles. wPix will
faunch the show Aug. 2 at 1 p.m., and
KCAL is expected tc launch it in ear-

ly August as well, at midnight. DLT's
syndication effort comes seven
months after ABC agreed to pick up
the show for its daytime lineup but
then changed its mind after a number
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of key affiliates threatened not to
carry it. The network ended up paying
DLT a settlement fee of around $8
million, sources said at the time. The
show is being offered for cash and
one minute of barter in syndication.

According to a survey released Fri-
day (July 16), talk radio is dominated
by a “vocal minority in American
politics” that is “much more critical of
Bill Clinton and his policies than is

the average American.” The survey,
by the Times Mirror Center for the
People and the Press, finds that con-
servatives are twice as likely to be
regular talk radio listeners as are lib-
erals.

Unistar Radio Networks’ syndicat-

ed Imus in the Morning, starring
New York morning man Don imus,
will debut in Washington today (July
19) on wTEM(AM), an ali-sports sta-
tion.

In a further effort to get back into
first-run syndication business,
Worldvision Enterprises last

week named Karen Miller to the
newly created position of senior
VP of programing (development).
Miller comes from CBS Television
Stations, where as VP of programing
she was responsible for program
development and acquisition for sev-
en O&O’s. Earlier this season,

Miller was actively involved in CBS's
co-production of the syndicated
Cristina [Saralegui] with Columbia
Pictures Television Distribution in a
limited test that was terminated last
winter.

The Community Antenna Televi-
sion Association board last week
voted to “chart a new strategic
plan®’ and come up with a new name
by its next meeting in October.

CATA says these changes are a re-
flection of changes within the in-
dustry. “As the industry evolves, it's
the board's hope to fully define CA-
TA’s role in the new environment, and
to identify ways through which we

e =

can fulfill our mission,” said CATA
President Steve Effros. The CATA
board also endorsed the efforts of a
new organization, the Small Cable
Business Association, that will lobby
the FCC on behalf of small cable
operators who want relief from cable
rate regulations.

The NAB asked the FCC last

week to act against state and local
laws that prevent broadcasters

from building transmission towers, or
prevent consumers from using
roof-top antennas to receive radio and
TV signals. NAB urged the FCC to
adopt a new and stronger federal pre-
emption policy tc aid broadcasters

in dealing with state and iocal restric-
tions on towers and antennas.

NAB says such restrictions will im-
pede introduction of new technol-
ogies such as HDTV and digital radio.

ABC News is airing a preview of

its new prime time news magazine,
Turning Point, Tuesday, July 27, at
10 p.m. Barbara Walters will host the
show and interview switched-at-

birth 14-year-old Kimberly Mays, now
the subject of a notorious custody
battle. The series will premiere on a
weekly basis early next year. No
word yet on Walters's continuing in-
volvement. In development, the
show had the working title Moment of
Crisis. Phyllis McGrady is the ex-
ecutive producer.

The title of the new NBC News
magazine is now set: Now with Tom
Brokaw and Katie Couric. Pro-
ducers had to cut a deal with a Flori-
da-based producer for rights to the
Now title, and had considered going
with Here & Now with Tom Brokaw
and Katie Couric. The show is set to
debut on Aug. 18.

Direct-broadcast satellite service
DirecTv has signed a deal with
Turner Broadcasting System al-
lowing the DBS service to offer CNN
International and Turner Classic

Movies. DirecTv, scheduled to launch
in first-quarter 1994, now has

signed deals with 18 basic cable net-
works.

Perry Simon, executive vice
president, prime time programs,
NBC Entertainment is leaving the
department to pursue independent
production, confirming Hollywood
speculation of the past few months.
Simon, who joined the network in
1980, will remain at NBC under a non-
exclusive production agreement.
Under his new deal Simen will over-
see the launch of NBC’s Great Es-
capes, a series of six-hour roman-
ce/adventure miniseries. “The

Great Escapes franchise, which Perry
conceived and guided since its in-
ception, represents the kind of inno-
vative thinking that is critical to the
future of network television, and Per-
ry's vision is ideally suited for this
task,” said Don Ohlmeyer, president,
NBC West Coast.

Direct-to-home satellite company
TVN has created the TVN Satellite
Store, an unscrambled shopping
channel featuring movies, sports and
star-related merchandise. It will

also offer computers and other con-
sumer electronics gear.

VH-1 is teaming up with Poly-
Gram Diversified Entertainment to
promote the Aug. 7 Pete Town-
send Psychoderelict PPV event.
VH-1 will conduct an on-air promo-
tional campaign to build viewer
awareness. The network is also
distributing promos to local affiliates.

E! Entertainment Television has
also announced a new program to
help cable operators promote

PPV events. Falcon Cable TV and C-
TEC Cable Systems have signed

up to use E! programing to promote
PPV on local origination channels.

E! said it is working with the systems
to use its programing to increase
awareness and build buy rates.
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OMMITTED TO

THE FIRST AMENDMENT AND THE FIFTH ESTATE

Getting there

must-carry sweepstakes, but so far it looks as though

cable is coming close to stonewalling broadcasters—
as far as cash payments are concerned. The Continental
Cablevision-Capcities-Hearst deal last week followed in
the spirit of the precedential TCI-Fox arrangement, and
the NBC feeler for three cable channels suggests that that
network, too, puts more premium on space than on coin.
{Although some of these deals have cash components, the
emphasis is elsewhere.) Only CBS among the Big Four
remains committed to a second revenue stream; cable’s
strategy may be to squeeze CBS into an odd-man-out
position,

The good news is that there’s been progress, relatively
without bloodshed, and that the new way of life may
survive its inaugural year with less disruption than many
thought. We can’t wait until Sept. 6, when all concerned
can go back to work with relative certainty about the
future.

I t's hard to keep score in the retransmission-consent/

Think again

taking its toll on the reasoning of the armchair poli-

cymakers. The Twentieth Century Fund, a think
tank whose public TV task force includes some respected
names, put a lot of thought into its recommendations for
revising the public broadcasting system. It’s just that some
of that thinking was off the mark.

Not that the system doesn’t need revising—a point
driven home by a glance at the TV listings, which recently
showed a *‘noncommercial’’ station airing the ‘‘educa-
tional’’ double feature **Bikini Beach’ and *'Beach Blan-
ket Bingo.”” Enough said there. What with commercial-
length credits and program-length commercials for the
latest PBS marketing bonanza, Barney (Merchandisa-
saurus Rex), you can’t tell the noncommercials from the
commercials, except that the government extends a hand
to the former and shakes a fist at the latter.

Given that scenario, we were disturbed to find the
Twentieth study suggesting that commercial broadcasters
underwrite their competition through a funding scheme in
which spectrum auctions and user fees would be used to
help fill the PBS coffers, and at increased dollar amounts.
Frankly, given its competitive position vis-a-vis the
crowded communications marketplace, commercial
broadcast television needs all the help it can get. And it
seems to us that the continued health of universal, free,
over-the-air television should be a priority to a govern-
ment concerned with serving the public interest, since, as

T he oppressive heat in Washington appears to be

the Nielsen people will tell you, the public is primarily
interested in commercial television,
]

The real question to ask about public TV, of course, is
whether it should continue to exist. lIts service has long
since been diluted by cable, which now addresses all the
minority markets public TV once met virtually alone.
Discovery, Arts & Entertainment, Bravo, Nickelodeon,
C-SPAN, some elements of Court TV—all now populate
the alternative programing side of the agenda that was
once public TV’s virtually exclusive province. With 500
channels in prospect, how much longer should the govern-
ment reserve valuable spectrum space for, or invest tax-
payer revenues in, a service that loses uniqueness by the
day?

This page was never comfortable with the idea of public
TV, which too easily could become Big Brother TV. That
that hasn’t happened hasn’t quieted our concern that it
might. Similarly, committed as we are to free enterprise,
we never thought much of subsidizing a television system
that avoided the marketplace and pandered to the elite.

There must be a better way.

The career of
living dangerously

producers—know the risks. They are sent to the

world’s hot spots, the mean streets of war and civil
unrest, where a press pass is precious little armor and a
camera or a microphone can be a red flag. That was the
case last week, when Western journalists became the
targets of a Somalian mob enraged over a UN attack on a
clan compound there. The result: four journalists dead,
two others wounded. We are again, sadly, reminded of the
high price of bringing the world back home.

F oreign correspondents—photojournalists, reporters,
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"We've converted entirely to digital.”’
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Get high performance in the Asia-Pacific region with
PAS-2. PanAmSat combines the transoceanic reach of an
international satellite with the focused power of a regional
satellite.

PanAmSat — Purveys Power! PAS-2, a Hughes 601
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other satellites in the Asia-Pacific region.
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