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The
Larry Sanders
Show
STARRING GARRY SHANDLING
QUTSTANDING COMEDY SERIES

Lead Actor

CITHZEN CORN

QUTSTANDING

MADE FOR TELEVISION MOVIE

Lead Actor
JAMES WOODS

Supporting Actress
LEE GRANT

ATTHE GATE

OUTSTANDING
MADE FOR TeLEVISION MovVIE

Lead Actor
JAMES (GARNER

Supporting Actor

GARRY SHANDLING

Supporting Actor
JEFFREY TAMBOR
Rir TORN

Guest Actor

. Dana CARVEY (GUEST HOST)
f

Guest Actress
CAROL BURNETT
('THE SPIDER EPISODE)

Writing
GARRY SHANDLING,
DENNIS KLEIN (PILOT)

GARRY SHANDLING,
Paur S1mms, PETER TOLAN,
ROSIE SHUSTER
(‘THE SPIDER EPISODE)

TALIN

QUTSTANDING
MADE FOR TELEVISION MOVIE

Lead Actor
ROBERT DUVALL

Supporting Actor
MAXIMILIAN SCHELL

Supporting Actress
JOAN PLOWRIGHT

Writing
Paulr, MONASH
Cinematography
Art Direction
Sound Editing
Sound Mixing
Makeup

BEETHOVEN
LiVYES vPSTAIRS

OuTSTANDING CHILDREN'S PROGRAM

JONATHAN PRYCE
PETER RIEGERT

Writing
LARRY GTELBART
Directing
GLENN JORDAN
Editing (Single Camera Production}
Art Direction
Sound Mixing

Writing
DAvVID FRANZONI

Directing
FrRANK PIERSON

Editing (Single Camera Production)
Art Direction
Sound Mixing
Costume Design
Hairstyling
Makeup

THEPRSIINELY A AIATURIS
¢ OHTHE MIEGED 1RS>>
GHEERLEADER-
MURDERING MOM

QUTSTANDING
MADE FOR TELEVISION MOVIE

Lead Actress
Hory HUNTER

Supporting Actor
Beau BRIDGES
Writing
JANE ANDERSON

Directing
MICHAEL RITCHIE

Sound Editing

The Kids
In The Hall

Qutstanding Writing in a Variety or
Music Program

Dave FOLEY,
Bruct McCULLOCH,
KEvIN MCDONALD,

MARK MCKINNEY,
ScoTT THOMPSON,
PAUL BELLINI,
BriaN HARTT,
Norm Hiscock

AN AMERICAN REUNION

THE PEOPLE’S
I NAUGURAL
E

CELEBRATION

Outstanding Technical
Direction/Camera/Video for a Miniseries
or a Special

Lighting Direction

EARTH

AND THE AMERICAN DREAM
A 500-YEAR ODYSSEY
QUTSTANDING
INDIWVIDUAL ACHIEVEMENT—
INFORMATIONAL PROGRAMMING
Directing
BiLr, COUTURIE

Editing

Outstanding Guest Actor in a
Comedy Series

Davip CLENNON
(FOR PETER'S SAKE)
Guest Actress
GWEN VERDON
(FOR PETER'S SAKE)
Writing
Davip CRANE,
MARTA KAUFFMAN
(FOR PETER'S SAKE)

Directing
RETTY THOMAS
(FOR PETER'S SAKE)

ERrRIC LANEUVILLE
(AND BIMBO WAS HIS NAME-O)
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NBC’S OLYMPIC BID: WHAT PRICE PROFIT?

Despite taking a tremendous financial beating on the 1992
summer Olympics, NBC made the winning bid for the 1996
games. The $456 million price tag has affiliates wondering l
how much the coverage may end up costing them. /6

CapCities/ABC says its next generation of leadership will come
from within its own ranks. / 10

ABC’s ‘NYPD Biue’ has ome a rallying

WAR OF WORDS ON VIOLENCE point for anti-violence activists, even
As entertainment industry representatives begin their long- though the show has yet to be seen by the
anticipated conference on TV violence, the war of words public. / 12

between Hollywood and Capitol Hill escalates. Each side
accuses the other of turning a blind eye to the causes of violence in society. /12

FCC Chairman James Quello is considering options for a limited freeze on authorizing new FM stations,
The freeze could lead to a broad revision of FM allocation rules. / 14

Now that the FCC has approved its request to buy a stake in a major station group, Ronald 0. Perelman’s
Andrews Group may form a “mini-studio” organization, some in Wall Street and Hollywood believe. / 15

SIX MORE SIGN WITH FOX

Six more cable operators have joined TCI in giving Fox a cable
channel instead of paying retransmission consent fees. Adding
Cox, Viacom, Times Mirror, TeleCable, InterMedia Partners, and
Prime Cable will let Fox reach 5 million more homes. / 14

Time Warner predicts that cable rate reregulation, due in October, will
cost it nearly $100 million next year. / 15

ABC HOTLINE PROVIDES VIOLENCE WARNINGS

To help viewers identify violent programing in
advance, ABC is offering an 800-number that
lists each violent show and summarizes its con-
tent. Meanwhile, the network trimmed some

| sexually suggestive material from Steven On the Cover:
Bocheo’s controversial new show “NYPD Blue,” In his three years in
but nudity and adwult language will remain when | office, Comcast Corp.
the show debuts this fall. / 16 President Brian
Roberts has made his
Time Warmner and Nynex Corp. will test an interactive company a frontrun-
video system in 2,500 Manhattan apartments. / 18 ner in both wired and
wireless cable. This
WIRELESS CABLE GROWS UP wroeks he talks about

R . 3 the promise of technol-
Recent financial and programing deals suggest ogy and the problem of

that wireless cable is finally carving out a per- regulation. / 29
manent niche. As it moves toward digital com- Photo: Sal DiMarco/
pression, wireless hopes to go head-to-head with | pracic Star

ul Amerian

Xuxa is bringing her
children’s show to . I
North America. /23 Cable even in competitive markets. /21

e ———

“We’re no longer in d.1apers. We’re in long pants now.”—Comedy Central
Sr. V.P. Larry Divney, noting that advertisers are paying serious attention
to smaller cable networks this year. / 42
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After years as a household name in South America, Xuxa wiil soon be transiat-
ing her popular children’s program for North American audlences. Production of
the syndicated strip is under way at MTM. / 23

British satellite broadcaster BSkyB, hoping to lure viewers away from broad-
cast outlets with a fall schedule of major American minjseries, has launched a
$22.5 million image campaign for its flagship channel Sky One. / 24

FRIES WARNS RADIO AGAINST COMPLACENCY

With the revenue climate showing signs of improvement, stations are
reverting to traditional cost-per-point sales methods that will fail in
the long run, says Gary Fries, president of the Radio Advertising
Bureau. Solid revenue growth, he says, depends on building market-
ing partnerships with advertisers. /27

l\

Atlanta’s latest Arbitron ratings, discredited by the Electronic Media Ratings Rad may be in for more
Council because of a diary promotion undertaken by area stations, showed lean times, warns RAB
modest improvements in listener response. Rankings remained mostly President Gary Fries. / 27
unchanged. / 27

MURDOCH GRABS A RISING STAR

Media entrepreneur Rupert Murdoch may have gained a head start over his competitors in
the potentially lucrative Asian market with the purchase of 63.6% of Asian satellite net-
work Star TV. Murdoch can claim access to three-quarters of the world's population. / 34

BARELY MAKING THE GRADE

A Maryland-based watchdog group gave TV stations there and in Washington a D+ for
their programing for children. The stations demand a retest, saying their progress toward
complying with the 1990 Children’s Television Act will be evident this fall. / 38

Songwriters are worried that a performance rights bill in Congress will give record companies too much
power over artists’ creative efforts. / 39

The old fairness doctrine for broadcasters is on the comeback trall: key House Energy and Commerce
Committee members say they plan to introduce a bill before Congress leaves Washington for its annual
August recess this week. / 39

BULLS AND BEARS RATE CABLE UPFRONT
Cable sales executives say early indications are that cable ad sales will be strong during
the annual upfront buying period, but some agencies warn that the market may end up as
flat as the broadcasting upfront market earlier this
year. /42

Children’s Broadcasting Corp., through its Radio AAHS service,
is making a major play for the attention of America’s children—
and the advertisers who covet them. / 43

TCI TAPS LORAL FOR SATELLITES

TCI's direct broadcast satellite arm will buy two satel-
lites, worth $400 million, from Loral, but so far won't
say what it will do with them. The company could use
the satellites either for high-power DBS or more conven- [ 4 { sl .
tional medium-power telecommunications. Other DBS Radio AAHS is hoping to reach America’s
companies are watching closely. /45 children. / 43
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NBC affils to help carry
Olympic torch

Network predicts profit from its 3456 million purchase
of '96 summer Olympics, but there are a lot of
unknowns, including affiliate and cable deals

By Steve McClellan

N BC officials say the company
will profit from its $456 million
investment in the Atlanta Olym-
pics, but it will need help from affili-
ates to make the numbers work.

Other factors include what kind of
cable deal comes together, how well
the owned stations sell the games and
the health of the advertising market-
place between now and July 20, 1996,
opening day of the summer Olympics.

On the cable front, NBC expects to
resume talks with Turner, HBO, USA
and ESPN after Labor Day.

NBC has its work cut out for it. The
games are expected to cost at least
$560 million, which means that—ca-
ble deal aside—the network must have
gross sales of $645 million to hit that
mark (assuming a 15% agency com-
mission). NBC has agreed to split rev-
enues equally with the Olympics once
it reaches $615 million in gross net-
work ad sales. NBC Sports President
Dick Eberso! said there was a 50-50
chance of reaching that figure. In ef-
fect, $675 million gross network sales
is break-even.

In 1992, NBC's losses (around
$100 million) from the Barcelona
games would have been worse but for
the $30 million or so in Olympic day-
time and late-night inventory secured
from the affiliates.

Ebersol predicts a minimum profit
of $10 million from televising the At-
lanta games. He says the figure will be
higher if, as expected, the overall tele-
vision advertising marketplace im-
proves between now and when the net-

work begins to sell the games.

Affiliate advisory board members
have talked with Ebersol and other
NBC executives about possible finan-
cial “*contributions’” the affiliate body
may make toward the ‘96 summer
games. No agreement has been
reached, according to affiliate board
chairman Jim Waterbury, who runs
KWWL-TV Waterloo, lowa.

Waterbury declined to discuss how
the affiliates might contribute to
NBC's Olympic effort. The only thing
ruled out, he says, is direct cash pay-
ment to the network. An inventory
contribution, as during Barcelona, is
clearly an option.

There was also speculation last
week that NBC might tie the issue to a
discussion on new reductions in net-

work compensation. NBC officials did

Atlanta1996

not respond to requests for an inter-
view on that speculation. Last fall, the
network and the affiliates agreed to a
new compensation plan that earmarks

Continues on page 15

Summer Olymbics | Threé R’s

Rights Revenue

Year Network Locale (millions) (millions) Ratings
1996 NBC Atlanta $456 — —_—
1992 NBC Barcelona $401 $420 17.1/33
1988 NBC Seoul $300 $320 16.6/32
1984 ABC Los Angeles $225 $370 23.5/46
1980 NBC Moscow $85 n/a n/a
1976 ABC Montreal $25 $40 24.1/47

Sources: Nielsen ratings, Broadcasting & Cabie research. Notes: Revenue cited is
estimated network ‘net advertising sales; rating and share cited are for prime time
average; NBC did not air Moscow games due to U.S. Olympic boycott that year.
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Capcities/ABC promotes lger, two others

Corporate restructuring hints at successor to soon-to-retire President/CEQ Burke

By Peter Viles

have announced the company’s
next CEO, but most people
weren’t sure.

At the very least, by promoting two
baby-boom-era executives to top posi-
tions, the company hinted strongly
that its next generation of corporate
leadership will come from within the
company.

At week's end, observers agreed
that Robert Iger, president of the ABC
Television Network Group. appeared
to have the inside track to succeed
Daniel Burke as president/chief execu-
tive officer. But almost nobody inside
or outside the company said Iger's
next promotion s a done deal.

Burke has made clear his intention
to retire when he turns 65 in February.
The leading candidates to succeed him
are the three executives promoted last
week: Iger, who is 42, Stephen A.
Weiswasser, 52, and David Westin,
4. a relative newcomer to the compa-
ny whose star has risen quickly. Some
handicappers still have not ruled out as
a possible successor one of several
other executives: Phillip Meek, Mi-
chael Mallardi or Ron Doerfler.

n announcing the promotions last
Monday (July 26), Capcites/ABC
took pains to downplay speculation
that lger is the clear successor. One
person pointed out that if Burke want-
ed to anoint Iger, he could also have
named him chief operating officer, a
position vacant for three years.

Analysts also pointed out that it is
possible an outsider will get the job,
particularly if Capcitiessf ABC com-
pletes a large merger or acquisition
with another entertainment concern. In
such a case, the top executive at the
other company might take over.

But board member Leonard Golden-
son, ABC founder and now chairman
of the executive committee, expects
the next leadership to come from in-
side the company. Asked whether it
will be lIger, Goldenson said: *'That
certainly seems tc be the trend.””

Regardless of who succeeds Burke,
observers said, CapCities/ABC Chair-
man Thomas S. Murphy will remain a
dominant presence, overseeing the

lasl week, Capcitiess/ ABC may

Robert A. Iger—Executive VP, Capcities/ABC, and

president, ABC Television Network Group. At 42, seen
as the leading candidate to succeed Dan Burke as
president/CEQ. Nineteen-year ABC veteran, has

| extensive experience in programing, network

matters. Well-rounded, credited for network’s recent
successes, respected for willingness to take
creative risks with programing.

Stephen A. Weiswasser—Senior VP, Capcities/
ABC, and president, Capcities/ABC Multimedia Group.
Seen as solid contender for top job. At 52, oldest
member of new leadership trio that includes Iger and
Westin. Extensive network experience. Now
responsible for coordinating and expanding efforts in
interactive, PPV, HDTV, digital TV. Also

responsible for legal and governmental affairs.

David Westin—Senior VP, Capcities/ABC, and
president, production, ABC Television Network Group.

| Age 41. Starts too far back of pack to make serious

run. Moving from head of legal and governmental
aftairs to head of production, key area of expansion.
At Capcities/ABC less than three years, but has
impressed with sharp mind, good people skills.
Lacks network experience.

Michael P. Mallardi—Senior VP, Capcities/ABC,
and president, Capcities/ABC Broadcast Group. Age
(59) lengthens odds of succeeding Burke. But

heads company’s biggest profit center: its stations.
Viewed as strong operational executive. Joined

o ABCin 1956; current tenure dates to 1971.

Ronald J. Doerfler—Senior VP/CFQ,
Capcities/ABC. Age 52. Has been involved in all the
company’s dealmaking, including 1986 Capcities-
ABC merger. Regarded as extremely bright, but lacks
“line” operating experience. Perceived as insider.
Odds of reaching top slim.

Phillip 4. Meek—Senior VP, Capcities/ABC, and
president, Capcities/ABC Publishing Group. Age 55.
Least known in broadcast circles. Rarely mentioned
as Burke successor. Capcities executive since 1975,
oversees publishing of eight dailies and dozens of
magazines, with revenues exceeding $1 bilion per
year.

10
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From now on,
you can expect better news
from Moscow.

On 15th July, we opened the new Reuters center in Moscow - creating
the most advanced newsgathering center in Eastern Europe and an
important link in our worldwide network of 118 bureaux.

Just minutes from the Kremlin in the Slavyanskaya complex,
the new center brings together television, text and stills in a totally
integrated service for broadcast and press media around the world.

It includes crewing and editing facilities, plus a rooftop studio with
views of the White House, the Foreign Ministry and the Moscow River.

It provides direct access to a global satellite network from a
state-of-the-art master control room.

And outside Moscow, Reuters offers bureaux in Kiev and Thbilisi,

local knowledge and contacts plus a full crewing and editing service

throughout the CIS and a flyaway earth station to facilitate newsgathering
anywhere in Russia, the Ukraine and the Caucasus.

Today, in fact, we're in the best possible position to provide you
with the timely, accurate and unbiased reporting that has been the
Reuters tradition since 1851.

For full details, call +7 095 941 8301/2, or fax +7 095 941 §804.

And hear some distinctly better news.

ELEVISION




company’s biggest strategic decisions.
“*As long as Murphy's there, things
aren’t going to change very much,’’
said one ABC executive.

What is clear from the announce-
ments last week is Capcities/ABC's
commitment to expanding its efforts in
programing production and in new and
emerging media technologies.

**Along with cable and our interna-
tional investments, these changes un-
derscore the importance of in-house
production and new media as targeted
areas of growth for this company,”
Burke said. ""We are determined to be
an important supplier to today's di-
verse marketplace and to the emerging
technologies here and abroad.™

The changes, in brief:

B Weiswasser was put in charge of
a new division, Capcitiesf ABC Multi-
media Group, with responsibilities for
guiding the company through a rapidly
changing technological landscape.
The new division is to develop busi-
ness opportunities in interactive TV,
PPV, video-on-demand, computer
technology, HDTV and digital TV.

B Westin, whose brief Capcities/
ABC resume contains no production
experience, was put in charge of a new
unit that will consolidate all in-house
production. He will also oversee do-
mestic syndication activities. These
areas are likely to become increasingly
important to ABC if the networks get
some relief from regulatory limits on
production and syndication.

Iger, meanwhile, will continue as
president of the television network,
with Westin reporting to him. Both
Iger and Weiswasser report to Burke.

**All three of these are logical can-
didates, all well-regarded by the finan-
cial community,”" said John Reidy, a
media analyst at Smith Barney Shear-
son. “*It becomes a question of who's
best equipped to steer the ship in an
uncertain television future. And that's
not something anybody outside the
company can judge with confidence.””

Analysts further observed that Cap-
cities/ABC is a relatively decentral-
ized company and that its various op-
erations executives are given wide
latitude in running their divisions.

““While the appointment of a new
president and chief executive is clearly
important, the impact is somewhat
mitigated because you've got strong
operating people,’” said media analyst
Peter Appert of C.J. Lawrence. ‘“The
continuity, 1 suspect, 1s going to be
pretty good in that respect.”’ |

Y

Washington is pulling no punches in its effort to stem TV violence. Above: ‘Kung Fu:

The Legend Continues' (Warner Bros.)

Violence debate heats up,
shifts from D.C. to L.A.

On eve of conference, cable networks approve warnings,
Markey blasts no-show advertisers...and more

tolence on television captured

the spotlight last week on the

eve of the violence summit in
Los Angeles.

Among the latest developments:

® The major cable networks agreed
to carry violence warnings on their
programing.

® Congressman Ed Markey held a
hearing on advertisers and violence
and almost nobody came.

w ABC unveiled an 800-number
viewers could call to identify pro-
grams carrying a violence warning,
but said Steven Bochco's NYPD Blue
would not carry a violence warning
(see story, page 16).

W The University of Pennsylvania’s
Annenberg School released a study
showing a slight decline in prime time
violence for the 1992-93 season.

B Motion Picture Association of
America’s Jack Valenti advised critics
of TV violence to look elsewhere for
scapegoats.

The |5 cable networks agreeing to
run violence warning labels; HBO,
Showtime, Lifetime, MTV, USA Net-
works, Disney Channel, Arts & Enter-
tainment, Family Channel, Comedy
Central, Nickelodeon, Nick at Nite,

Discovery Channel, Learning Chan-
nel, TNT and the rest of Turner Enter-
tainment Networks.

But cable executives said their
pledge will have little practical effect,
as most networks have long attached
content advisory to potentially offen-
sive programing. ‘*We’ve always had
disclaimers where we’ve felt it appro-
priate,”” said a spokesman at Arts &
Entertainment.

In Washington, House Telecom-
munications Subcommittee Chairman
Markey blasted the nation’s top adver-
tisers for declining his invitation to
testify at his hearing last week on the
role of advertisers in TV violence.
Only AT&T showed up.

“*It’s plain that America’s largest
corporations are attempting to wash
their hands of any responsibility for
the violence on the screen,”” Markey
said.

At the hearing, AT&T took some
hits for sponsoring Murder in the
Heartland, Total Recall and Another
48 Hours. But AT&T’s Richard Mar-
tin said the company generally avoids
programs that “‘contain wvulgar lan-
guage, excessive violence, sexual con-
duct judged too explicit for family

12
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Mississippi-based TV activist Donald Wildmon took
out a full-page ad in the New York Times asking ad-
vertisers and viewers to protest Steven Bochco's up-
coming NYPD Blue. An ABC spokesman said the
show has secured advertisers "“in a broad range of
categories.”” One agency buyer suggested the show
is not for advertisers who are “‘at all content-sensi-
tive,” but added that he had bought time on the pro-
gram for a major movie studio. ““It’s a great show,’’ he

said. ‘It will get a big rating and it's priced to move.”

200
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VIOLENGCE INDEX*
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50

Composite ABC

VIOLENCE ON PRIME TIME
DRAMATIC PROGRAMS
8590 | '90-91 ] '91-92 | '92-93 |

Source: University of Pennsylvania’s Annenberg School of Communications.
* The Violence Index factors % of programs with violence, viclent scenes per hour, duration of violence and % of
major characters involved in killing & viclence. Index for all three netwaorks averaged 153.7 from 1873 to 1883.

CBS

NBC

viewing or inflammatory or demean-
ing portrayals of anyone's religion,
ethnicity or gender.”’

Markey also promised quick sub-
committee action on his **V block”
bill, which would require TV sets to
contain a computer chip enabling par-
ents to block violent programs.

Markey said the hearing no-shows
were General Motors, Procter & Gam-
ble, Philip Morris, Johnson & John-
son, Sears, McDonalds, Pepsi, Has-
bro, Levi’s and Kellogg's. Markey's
response:

At least two of the missing advertis-
ers—Pepsi and one declining to be
identified—said they did not receive
notice in time to attend. Others con-
tacted did not return calis.

Betsy Frank of Saatchi & Saatchi,

who testified at the hearing, said her
clients adhere to strict guidelines when
selecting programs. But even if some
refuse to sponsor violent shows, she
told subcommittee members, others
will and will keep them on the air.

The latest study by the University of
Pennsylvania's Annenberg School for
Communication, shows a slight de-
cline in violence on the big three’s
prime time programing for the 1992-
93 season. Gerbner's Violence Index
for ABC and CBS in 1992-93 went
down, while NBC’s went up.

NBC’s Washington Vice President
Jim Rowe said the network is *‘flab-
bergasted that Gerbner concluded vio-
lence went up on NBC during a year
when we had more comedy and took
cartoons off.”” Rowe said: “'It's im-

possible to counter Gerbner when he
refuses to release his data.”

Meanwhile in Los Angeles, Jack
Valenti was priming the pump for the
violence conference.

Valenti told a luncheon crowd that
the country is “‘kidding itself* if it
thinks TV violence is the *'prime rea-
son the society has gone shghtly
mad.”’

“*Cure TV, say critics, and the surly
streets become tranquil. But wait a
minute—the TV shows Americans
watch are the same TV shows viewed
by Canadians, Japanese and the Brit-
ish. Yet, homicide rates in the U.S.
are three and a quarter times higher
than those in both Canada and Britain
and nine times higher than Japan.
Why? Is something else out there?”’
he asked.

There is no easy fix for violence,
Valenti warned, and called for tougher
gun control laws, more focus on pov-
erty, better schools and greater em-
phasis on parental responsibility rather
than a focus solely on television as the
problem. *‘Parents have the responsi-
bility for setting standards of conduct
for what their children read and
watch,”” he said. That is a parental
duty, a family area into which govern-
ments, agencies or self-appointed
groups should never, ever intrude,”
he said.

But that said, Valenti added that
broadcasters and program producers
must be sensitive to the perceived
anxieties of the society.

“‘Both the broadcasting industry
and the creative community have
pledged to try to reduce excessive vio-
lence on the screen. We will do this
because we think we ought to."

The Los Angeles summit is expect-
ed to draw 500 members of the broad-
casting, cable, production and distri-
bution communities, as well as
politictans and academics.

Although its principal aim is finding
ways of mitigating TV violence, many
believe Hollywood will use the con-
ference to counterattack the claims of
watchdog groups and critics in Con-
gress.

Senator Paul Simon (D-IIl.) is to
give the luncheon address. He is au-
thor of the law giving competing TV
companies an antitrust exemption to
discuss TV violence remedies. u

Contributors to this story: Kim McA-
voy, Joe Flint, Jim Cooper and John
Eggerton.
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Fox channel adds six MSO’s

Addition of 5 million subs brings pledged carriage to 25%

=u TOP OF THE WEEK

of cable homes; programing details promised soon

By Joe Flint

ix more cable operators last

week signed on for the Fox cable

channel, guaranteeing carriage in
an additional 5 million homes,

Counting the original deal with
Tele-Communications Inc., the yet-to-
be-named Fox service has commit-
ments for 15 million subscribers, or
close to 25% of all cable homes.

Cox Communications, Viacom Ca-
ble, Times Mirror Cable, TeleCable
Corp., InterMedia Partners and Prime
Cable signed deals similar to the one
with TCI, according to Fox execu-
tives. With the exception of Prime Ca-
ble, all the operators also own televi-
sion stations. (Times Mirror is in the
process of selling its four stations.)

As in the TCI deal, operators will
pay Fox 25 cents per subscriber for the
channel. Of that, Fox is offering its
broadcast affiliates a choice of 5 cents
and a piece of the channel or a straight
7'/4-cent payout.

As part of the deal, Fox and its
affiliates are granting the operators re-
transmission consent-—that is, the
right to carry their local broadcast sig-
nals.

Unlike other cable programers, Fox
1s not offering its service free during
the first year or two of its rollout. Fox
Basic Cable Chairman and Chief Ex-
ecutive Officer Anne Sweeney said
there will be no delay between when
the channe! launches and when opera-
tors start making payments.

Sweeney is pushing for a first-quar-
ter 1994 launch, but the contracts give
Fox until December to get the network
up and running.

Fox is expected to give a compre-
hensive report to operators and broad-
cast affiliates within the next few
weeks regarding programing for the
channel. The company has told opera-
tors the channel will go after the 18-49
demographic and spend upwards of
$100 million on programing, which
will include at least 50% original
shows. Fox is confident the network
will deliver a 2 rating, in which case
rates will go up.

The latest deal for carriage ‘*shows
the plan is real and has legs,” says

Preston Padden, senior vice president,
Fox Affiliates.

Padden emphasized Fox’s success
with these operators is due to the fact
that the network has always had strong
cable ties. *“This is not a cable-friend-
ly strategy we invented yesterday. The

Fox affiliates never endorsed S. 12,",
he said, referring to the Senate version

of the 1992 Cable Act.
Other major operators have ex-

Fox Cable’s MSO lineup

and subscriber totals
TC1 9.5 miillion
Cox 1.7 million
Times Mirror 1.3 million
Viacom 1.1 million
TeleCable Corp. 664,000
Prime Cable 525,000
InterMedia Partners 290,000

pressed reluctance about the new Fox
network and its ties to retransmission
consent. How much of this stance is a
negotiating ploy and how much repre-
sents legitimate doubts will become
clear over the next month. |

FCC chairman ponders
freeze on FM stations

‘[ don’t see where the public interest would be served
by allowing other people to go bankrupt,” says Quello

By Sean Scully

sidering a limited freeze on new

FM stations. *‘l1 think in the
name of diversity and competition,
we've licensed too many radio sta-
tions,”’ Quello says. 'l never thought
I’d live to see the day when 60% of
radio stations are losing money.”

It’s not clear how the other two
FCC commissioners view a possible
freeze. On Friday, Commissioner An-
drew Barrett said Quello had never
mentioned it and he seemed surprised
the commission’s Mass Media Bureau
had prepared a report for Quello out-
lining ways to implement a freeze. 'l
don’t support anything until | see it in
writing,"" he said.

Likewise, Commissioner Ervin
Duggan has heard nothing from
Quello about the issue, said Duggan’s
aide, John Hollar. Since Quello raised
the possibility at the National Associa-
tion of Broadcasters convention in
April, there has been no talk of a
freeze among the commissioners.

At NAB, Quello said he would act
quickly to slow down the proliferation
of FM stations. He raised the issue
again in a speech to the New York
State Broadcasters Association last

F CC Chairman Jim Quello is con-

Monday, saying he wanted to see ac-
tion within a month. “*I don’t see
where the public interest would be
served by allowing other people to go
bankrupt,’” he said Friday.

Quello refuses to say what form
such a freeze might take. Mass Media
Bureau Chief Roy Stewart says he out-
lined some options to Quello on Fri-
day, possibly leading to a broad FM
improvement docket, similar to the
AM improvement dockets recently un-
dertaken by the commission.

‘It doesn’t mean there won’t be any
more [new stations]....Just imposing a
freeze on all FM allocations, it seems
to me, isn’t the answer,’’ he explains.
*“There may very well be communities
that need another FM channel, or a
first FM channel.””

Stewart refuses to discuss the spe-
cifics of his recommendations, but he
says a 1992 petition by the NAB might
offer a model for the commission.
NAB suggested the commission study
the economic viability of a new station
before granting a license and asked the
FCC to eliminate all unused FM chan-
nels. It also asked the commission to
switch the emphasis from creating
new stations to improving existing
ones. L]
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New
‘mini-studio’
rumored

By Mike Freeman

TOP OF THE WEEK

ill The Andrews Group soon
be more than the sum of its
parts?

Now that the group, headed by in-
vestor Ronald O. Perelman through
his MacAndrews & Forbes holding
company, apparently has FCC approv-
al to acquire a 52% interest in Gillett
Communications’  six major-market
TV stations, sources on Wall Street
and in Hollywood are speculating that
Perelman wants to combine those
holdings and his current production
interests into either a ‘‘mini-studio™
or a vertically integrated pipeline for
programing and distribution.

Those production interests include
minority or controlling stakes in Gene-
sis Entertainment, Marvel Entertain-
ment Group and New World Interna-
tional.

According to senior executive
sources at one of The Andrews
Group’s recent acquisitions, Perelman
has yet to seek final approval from the
various companies, but it is believed
that Perelman will add live-action pro-
jects to Marvel Productions’ animation
offerings.

‘1 get the feeling it is [Perelman’s]
goal to create a full-service studio
structure, but I am not sure how close
he is to doing that,”” said one senior
executive, who requested anonymity.
““‘While Perelman owns controlling in-
terests in New World International and
Marvel Productions, he has a non-vot-
ing half interest in Genesis.”” The
source added that no meeting to dis-
cuss a merger has been called.

Neither Perelman, Andrews Group
President/CEQ Bill Bevins, Marvel
Productions President Rick Ungar nor
a spokesman for the parent holding
company was reachable for comment.

After reportedly paying $20 million
for a 50% interest in Genesis Enter-
tainment last spring (BROADCASTING
& CABLE, May 24), Perelman per-
suaded Genesis to handle syndication
of Marvel’s weekly Biker Mice from
Murs cartoon, which is sold in over
80% of the U.S. for fall 1993. ]

Time Warner’s $100 million lament

For Time Warner, $30 million-$100 million is what might have been.
That's the amount the company predicts it will lose in the 12 months
beginning this October as a result of FCC controls on basic service rates,
equipment charges or any other regulated services.

At 4% of the division’s roughly $2.3 billion annual revenue, the lost
revenue would be at the low end of percentage reductions already
announced by other MSO's (BROADCASTING & CABLE, July 26). It is also
less than 1% of the company's overall revenue.

What about the effect on cable division cash flow? A spokesman would
say only that it would be reduced by a number representing the “bulk” of
the revenue reduction. In 1992 the division had cash flow of $977 million,
which anaiysts expect to increase to roughly $1.1 billion for 1993.

The lost revenue does not take into account revenue growth from such
services as pay TV or advertising, or from subscriber growth. A recent
report from securities analyst Lisbeth Barron of S.G. Warburg said that
second-quarter pay-per-view and advertising revenue were up 20% over
the year-ago period.

Thus, the cable division's revenue and cash flow are expected to
increase, despite the regulation.

Changes in the way cable networks are packaged are expected to be
part of Time Warner's response to regulation. “We are going to make a
major effort to price and package premium services in a way that will
increase our revenue...We expect to sell more premium services,” said a
spokesman.

Time Warner did say the average subscriber should see a “substantial”
decrease in the basic service charge. Asked whether such repackaging
of services would change what are currently considered basic or expand-
ed basic services, the spokesman responded: “The packages will vary
greatly from division to division.”

There were no indications that the cable division’s capital spending
plans would be affected by the revenue reduction. James Dolittle, presi-
dent and chief operating officer of Time Warner Cable, said the company
“remains firmly committed to our $5 billion plan to upgrade virtually all of
our cable operations to full-service networks by 1988.” Half of that sum
has already been committed by US West.

Tommy Harris, TW chief financial officer, said the number-two ranked
MSQ will use cost-of-service challenges “very sparingly.” —GF

network’s winning bid was $6 million

NBC Olympics

Continued from page 6

many more dollars to promoting
NBC’s lineup. The 1993 affiliate com-
pensation pool totals slightly more
than $113 million.

Network sources say NBC wants an
agreement in place with affiliates be-
fore it puts together a cable component
for the games. Ebersol says he wants a
cable partner for the games and that it
is *‘unlikely’’ the network will pro-
ceed without one. But he insists that
NBC'’s ability to profit from the games
is not contingent on a cable tie-in.

NBC will carry 168 hours of Atlan-
ta coverage, compared with 161 hours
in Barcelona. The games start a day
earlier, on Friday night, and will run
17 days, instead of the usual 16. The

higher than ABC’s final offer of $450
million, while CBS came in at around
$420 million.

NBC has created ground rules for
interested cable parties. The network
expects to be paid a ‘‘substantial’’
rights fee, says Ebersol. The network
will not pay a cable service for car-
riage, a proposal raised by Turner in
early talks. Also, NBC will be the
exclusive national sales agent for the
games, although a cable partner may
receive a percentage of the take, Local
sales are to remain the exclusive do-
main of the NBC affiliates, with no
local avails for cable systems.

One cable element Ebersol does
rule out is pay per view. Last year, the
Barcelona Triplecast was the biggest
contributor to the network’s $100 mil-
lion loss on the games. L]
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ABC to viewers: dial M for murder

Network installs hotline; Bochco cuts 15 seconds from ‘NYPD Blue’ pilot

Entertainment President Ted Harbert faces the critics at the press tour in Los Angeles.

By Steve Coe

s tarting Aug. |, ABC viewers can
dial {-800-213-6ABC to find out

which programs will carry vio-

lence warnings.

Ted Harbert, president, ABC Enter-
tainment, unveiled the ABC Advisory
Hotline during the Television Critics
Association press tour last week. The
number taps into a recorded message,
updated twice weekly, featuring the
show’s title, air date and a summary of
the content.

To alert viewers to the service, the
network will air announcements in
prime time starting Aug. |. In a week
when no program airs an advisory, the
service will provide information about
programs targeted to children.

In other news, NYPD Blue execu-
tive producer Steven Bochco has
trimmed [5 seconds from a love scene
in the show’s pilot, at the request of
Dan Burke, president and CEQ, Capi-
tal Cities Inc., and Bob lger, execu-
tive vice president, ABC Network.
““They both guaranteed me this show
would go on the air as delivered if
that’s what [ ultimately asked them to

do,”” Bochco said.

Bochco said the cut did not elimi-
nate any nudity in the scene and he
stressed that he did not cut any of the
adult language or other footage.

At the ABC affiliates meeting last
month, about one-third indicated they
probably would not run the show as is.
Last week, however, Harbert said he
was unaware of any affiliate who *‘has
said they will not clear the show.”” He
noted that no affiliates had seen the

revised version and insisted none
would make a decision until doing so.
““In the end,’” he said, *‘it will be a
very small number of affiliates, if any,
that do not clear the show.””

Harbert acknowledged that the
show is ‘‘an experiment...a risk, and
if for some reason it doesn’t work, we
may not do it again.”’ He also said he
doesn’t see any double standard by
giving Bochco creative freedom while
holding other producers to existing
standards.

He also doesn’t foresee a wave of
producers rushing to make similarly
controversial shows. *‘Even with Ste-
ven’s failures there’s been some excel-
lent work there. It is because he deliv-
ers high-quality shows that we are
willing to experiment with this risk.
This is not going to be the green light
for ali other producers to come in and
say, ‘Steven’s doing it, I getto.” *’

Harbert also said the NYPD Blue
pilot will not carry a violence advisory
or a V-sign that would designate it as a
violent program. However, the show
will carry an advisory warning of adult
language and partial nudity. He said
the exact language of the warning will
be: **This police drama contains adult
language and scenes with partial nudi-
ty. Viewer discretion is advised.”” ®

Donahue re-ups for another year

Phil Donahue has agreed to a one-year contract extension that will mark
his 26th season in broadcast syndication. Under the terms of his contract
with Multimedia Entertainment, he will host Donahue through Aug. 31,
1995, the end of the 1994-95 season. : _

The short-term renewal fueled speculation that Donahue may be con-
sidering oplions such as politics, semi-retirement or other broadcast
opportunities. The shorter contract, according to a Hollywood production
‘source, also might be a “negotiating ploy" to get Multimedia to increase
the reported $20 million figure (salary, stock options-and other perks) of

his last 18-month contract.

Bob Turner, president, Multimedia Entertainment, declined comment
on compensation terms but acknowledged that the talk show veteran is

“looking at his options season-to-season.”

—MF
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Tartikoff producing comedy show for PBS

Other projects include ‘Future Quest’ science show, health and medical series

By Steve Coe

randon Tartikoff is returning to

network television, but this time

he’ll be producing and writing a
series for PBS.

Jennifer Lawson, executive vice
president, national programing and
promotion services, PBS, announced
the project at a Wednesday press con-
ference during the Television Critics
Association press tour.

Lawson also said PBS has ordered,
for fall 1994, 22 episodes of Future
Quest, a weekly half-hour series
blending science and popular culture.
““We think this show is proof that edu-
cation and entertainment can exist to-
gether,”” she said.

The Tartikoff project, titled Under
New Management, will take a humor-
ous look at topical issues. Set in a
restaurant/bar in New Orleans and em-
ploying local talent, the show will be

taped and broadcast the same day to
enhance its timeliness. Tartikoff, now
working in New Orleans on a chil-
dren’s show, will co-write 13 scripts
with Stephen Tyler. The show is pro-
duced in collaboration with public
television station WYES-TV New Or-
leans and Tyler.

Lawson says talks with Tartikoff
began more than a year ago. ‘*We told
him we had an interest in doing more
original comedy and drama shows. He
suggested we could create low-budget
programs,’” she said.

Don Marbury, director, Television
Program Fund, Corporation for Public
Broadcasting, announced grants of
nearly $3.5 million for the develop-
ment and production of new pro-
grams. Three of the new programs se-
lected for funding stem from CPB’s
Health Imtiative, which looks for in-
novative and informative programing

about health and medical issues. Pro-
grams will include:

B The People’s Plague: Tuberculo-
sis in America, a two-to-three-part se-
ries.

B Who Plays God? Medicine, Mon-
ey and Ethics in American Health
Care, a three-to-four-part project
looking at the ethics behind modern
medicine.

B fealth in America: Search for a
Cure, a series of three documentaries
on the economic and social aspects of
health-care reform.

In other PBS announcements, Law-
son said Ken Burns’s documentary on
the history of baseball will be ready to
air in the fall of 1994, No specific
length has been assigned. Also, Math-
line, the network’s cable service de-
signed to increase mathematics profi-
ciency, will be tested on a limited
basis sometime next year. |

TPN will close curtain on movies, minis

By Mike Freeman

he Tribune Premiere Network

(TPN) is getting out of the made-

for-syndication movie and mini-
series business at the end of next sea-
son, an apparent casualty of studio
domination of prime time real estate
on independents.

The success of Warner Bros., Para-
mount, MCA and others with long-
form action-adventure programing has
taken its toil on small and medium-
sized program suppliers.

Over the last half-dozen years, Tri-
bune Entertainment Co. has provided
one of the few long-form programing
alternatives to independent stations.

Even with its seven owned indepen-
dent stations serving as launch plat-
forms, and co-production partners to
share costs, Tribune’s return was not
enough to justify continued produc-
tion.

According to George Paris, Tribune
Entertainment’s vice president of pro-
graming, TPN will close out its com-
mitment to stations with the produc-

Tribune’s decision will make room for long-form projects such as MCA's Tek Wars
movies, based on novels by William Shatner (above).
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ACI action plans on hold

The fallout in the first-run movie market (see story, this page) has
apparently extended to ancther independent player, ACI (Allied Commu-
nications. Inc.), even before it could get its action-adventure slate into
production for next season, Although the telefiim consortium company,
which represents eight long-form production companies, had announced
it would produce four made-for-syndication telefitms (under the ACI Film-
leader Premiere banner), an ACI spokeswoman said those plans are:now
on hold but could be revived at a later time. Sales are still ongoing for
-ACI's Filmleader | package of 18 off-network titles.

tion and distribution of the four-hour
miniseries sequel Venderta I/ and two-
hour telefilm The Vernon Johns Story
next season. However, Paris noted
that if a long-form development proj-

ect “‘stands out,”” TPN may reappear
on an ‘‘irregular’” basis.
With production costs typically

ranging from $3 million-$3.5 million
per title, Paris says the ‘‘economics
were too tough’™ and the content re-
quirements of overseas partners ‘‘too
cumbersome.’’

MCA, on the other hand, is prepar-
ing to spend in that range for four new
telefilms next season for its Universal
Action Network (UAN). It has signed
big-name theatrical directors—includ-
ing John Landis, Hal Needham, Rob
Cohen, Sam Raimi and George
Gallo—to produce them. MCA TV is
banking heavily on cornering the inde-

pendent stations” demand for long-
form action-adventure fare.

MCA TV President Shelly Schwab
says UAN has already been sold in
more than [00 markets representing
80% of the U.S., and includes major
independent deals with Tribune, Gay-
lord, Renaissance, Chase and River
City station groups.

One of the key elements in going
forward with the venture, says
Schwab, was the stations’ willingness
to commit double-run exposures—an
initial airing in prime time on week-
days, a second in weekend access or
prime time—so MCA could sell the
national barter advertising inventory
for a reported 10-12 cume rating guar-
antee.

““No one else is making action-ad-
venture features—not the networks,
not the cable networks and not the

e e PROGRAMIN G e
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syndicators,”” says Schwab, who not-
ed that Atlantis Films has begun pro-
duction for MCA on the first of four
planned science-fiction telefilms based
on William Shatner’s Tek War novels.

“Obviously, we see a long-term
profit potential in the domestic mar-
ketplace,” which, he adds, could in-
clude possible home video and cable
windows. ‘*The one programing form
that plays best internationally is the
action-adventure genre, so we have
several strong revenue streams going
into this.””

Warner Bros. Domestic Television
Distribution’s ad hoc Prime Time En-
tertainment Network, which expands
to three hour-long series (airing on
two separate evenings) next season,
will air two films—/sfand City and
Trigger Man—that, if successful,
could reappear as series for a third
evening for the 1994-95 season.

With 13 hour-long drama series set
to launch next season, and Fox affili-
ates clearing out local scheduling for
seven evenings of network programing
from Fox Broadcasting Co., WBDTD
President Dick Robertson acknowl-
edges that the *‘current economic con-
ditions are not favorable for the small-
er guys,”” meaning the independent
suppliers. ‘“Time periods have really
tightened up, and sadly enough, it is
going to be the smaller guys who will
feel it the worst.”’ ]

Time Warner, Nynex team for video test

Deal gets cable giant into apartment buildings it says were off-limits

By Joe Flint
ime Warner Cable and Nynex
Corp.’s New York Telephone
will team to test what could be

the nation’s first fully operational vid-

eo dialtone system.

Under the agreement, Time
Warner, which has previously avoided
the video dialtone business, will offer
its cable channels and programing ser-
vices to New York Telephone. The
company will, in turn, carry the sig-
nals on fiber optic cables to about
2,500 apartments in three Manhattan
buildings.

Programers will be able to store
programing on New York Telephone’s
system, giving subscribers the chance

Lto view movies on (or near) demand.

““This is a win-win for Time Warner. By
applying for this we get to get into buildings
we have wanted to enter for six years. We
also contend that video dialtone has
limitations, and now we can prove that.”’

Time Warner executive

Nynex also promises interactive ele-
ments, including shopping.

The yearlong video dialtone trial is
set to start in October.

Time Warner's motivation does not
necessarily involve advancing new
technology or finding new distribution

methods for its programing services.
In fact, Time Warmner has called Nyn-
ex's system ‘‘inferior’” technology.
But by signing on with Nynex, which
already has a video dialtone partner-
ship with wireless cable operator Lib-
erty Cable, Time Warner will be able
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to offer its programing services to two
apartment buildings previously served
exclusively by Liberty.

Time Warner has claimed that Lib-
erty parent company Milstein Proper-
ties, which owns the buildings in
question, has illegally blocked Time
Warner from offering its cable ser-
vices there. By partnering with
Nynex, Time Warner officially ends
its year-old fight to prevent Liberty
from working with Nynex.

“This 1s a win-win for Time
Warner. By applying for this we get to
get into buildings we have wanted to
enter for six years. We also contend
that video dialtone has limitations, and
now we can prove that,”” says one
Time Warner executive.

Liberty President Peter Price says
Time Warner’s decision is a sign that
the cable giant **wants to see how far
advanced we are....Nynex approached
Time Warner about participating in
this a year ago, and they said no. Then
Time Warner spent a year decrying
this trial with Nynex as inappropriate,
illegal and immoral,”” he says, “*and
now they’re saying maybe it is some-
thing they should have a look at.”

As for Time Warner's claim that
Liberty has refused to let them into
two of the three buildings where the
test will occur, Price counters: ‘*We
have invited them into the buildings
every day of the week. In 82 buildings
[where Time Warner and Liberty comn-
pete] subscribers choose us. We have
a proposal to let them in the two build-
ings, and they don't want to sign it.”

For Nynex, Time Warner's climb-
ing aboard means they get to burn the
candle at both ends.

“*Nynex is happy to accommodate
any provider. We are kind of a neu-
tral, willing vendor or partner,”” says
New York Telephone spokesperson
Paul Davidson.

Morrow named to new post

Also at Time Warner, Time Wamer
Cable has named Thomas Morrow,
vice president, US West Cable Com-
municattons,  president of newly
formed Time Warner Communica-
tions, which will oversee the compa-
ny's entry into the alternative access
telephone business. Earlier this year,
US West bought a 26% stake in Time
Warner’s entertainment division for
$2.5 billion, and the two companies
are working on building a full-service
network in Orlando, Fla., that would
include video on demand and telepho-
ny. u

PROGRAMING

BVT picks ‘Crusaders’

By Mike Freeman

B uena Vista Television has
named the starting lineup for its
syndicated consumer/social ad-
vocacy weekly, The Crusaders, which
premieres Sept. 10.

Reporter/hosts Mark Hyman, WSB-
Tv Atlanta; Wilham La Jeunesse,
KNSD-Tv San Diego; Howard Thomp-
son, WNBC-TV New York, and Carla
Wohl, WTNH-TV Hartford, Conn., will
anchor a 16-member on-air investiga-
tive team headed by executive produc-
er John Butte.

Named senior producers are former
60 Minutes producer Greg Cooke and
independent  producer Edward .
Asiano.

David Lowe, who has worked 17
years in various capacities with CBS
News, was named coordinating pro-
ducer, and Grace Diekhaus, a 20-year
veteran of 60 Minutes, will serve as a
consultant.

The other members of The Crusad-
ers reporting team are Katrina Daniel,
WTVI-TY Miami; Silvia Gambardella,
WCCO-TV Minneapolis; Sandra Gin,
KCOP(TV) Los Angeles, and Diana
Nyad, ABC Sports. Also, Randy
Paige, WMAR-TV Baltimore; Brook
Skulski, NBC News and CNN, and

Newly named ‘Crusaders’ reporter/hosts
(I-r): Mark Hyman, Howard Thompson,

Wiiliam La Jeunesse and Caria Wohl

Ted Wayman, wBZ-Tv Boston.

Buena Vista has sold the weekly
series in 145 markets representing
90% of the U.S., including the NBC-
owned stations. u
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Wireless cable looks to expand its niche

New financing, new technology and access to cable programing have helped put spring
in industry’s step, but battle remains uphill against entrenched competition

By Rich Brown

PROGRAMING

has arrived, but it’s clearly on the
move.

The broadcasting of cable program-
ing over microwave channels appears
finally to be carving out a permanent
and profitable niche for itself in the
television marketplace.

The evidence:

m New sources of financing. Some
wireless cable companies have gone
public as a way of trying to overcome
the industry’s long-standing problems
in finding capital.

Philadelphia wireless operator ACS
Enterprises made an $11.3 million
secondary stock offering in December,
Houston-based People’s Choice TV
Corp. just made a $26 million initial
offering. and Chicago-based Preferred
Communications is preparing a $15
million 1PO of its own.

B The coming of digital compres-
sion. Several wireless companies are
collectively investing $1 million in the
start-up of Wireless Cable Laborato-
ries, a Philadelphia-based operation
that is developing compression tech-
nology. Industry players say the move
to digital compression by late 1994
will enable wireless cable systems
eventually to expand channel capacity
from 33 to 300 channels.

® Complete program lineups. The
program-access provision of the 1992
Cable Act allows wireless operators to
offer subscribers all the popular cable
services.

I t's too early to say wireless cable

Cross Country’s fleet of trucks stand ready to serve its 40,000-and-counting wire-
less cable subscribers in Riverside, Calif. The system is the nation’s largesi.

Some 140 wireless cable systems
now serve 400,000 homes, according
to the Wireless Cable Association,
which is holding its annual convention
in Orlando, Fla., this week. However,
Bruce Dickinson, an investment bro-
ker with Daniels & Associates, says
that the number is closer to 100. Of
those, about 75 are rural systems serv-
ing farms, ranches, housing units and
other areas not passed by coaxial ca-
ble. The average system has 1,300-
1,400 subscribers, he says.

Finding capital continues to be dif-
ficult for most wireless cable opera-
tors. At least part of the problem is
that many banks have invested in co-

Top U.S. wireless cable operators

Compny:
Cross Country Wireless Cable
American Telecasting Inc.

Microband Wireless Cable
ACS Enterprises

Pacific West Cable TV

360 Corp.

People’s Choice TV
Charter Wireless Cable

Areay served Subseribers

Riverside/San Bernardino, CA 40,000

Orlando and Fort Myers, 40,000
FL; Colorado Springs;
Billings, MT; Toledo

New York City 35,000

Philadelphia 20,000

Sacramento 15,000

Corpus Christi 15,000

Tucson 13,000

Austin 13,000

luforiration from Wireless Cable Association. Subscriber couns pased on estimoles.

axial cable system that might see wire-
less cable as a threat to their business.
Most of the capital so far in the wire-
less cable business has been in the
form of equity from entrepreneurs
around the country, says Dickinson.

Some debt capital is available, but it
is limited, he says. Only about one-
fifth of the wireless cable systems in
the country have been able to arrange
some kind of bank loan, he says.

A growing number of financial in-
stitutions are showing interest in the
technology but are nevertheless ap-
proaching the business cautiously.
Fleet National Bank, which closed a
wireless cable investment with one of
its clients about seven months ago, is
not rushing to sign additional deals,
according to James Miller, vice presi-
dent. The Fleet deal involved a $30
million investment into some Texas
systems by Galaxy Cablevision and
Charterhouse Group International.

“*We want to follow that deal before
we load up on other deals,”” says
Miller. “*We still want to see that the
business is what we think it is, since it
is a relatively new business.™

Miller says the wireless cable busi-
ness is attractive to him because there
is already a proven market for coaxial
cable and there appears to be a niche
for wireless to serve those areas not

20

Aug 2 1993 Broadcasting & Cable



served by coaxial cable. Wireless is
also attractive because upfront ex-
penses are small, he says.

But Miller questions the wireless
cable industry’s ability to compete
head-to-head with coaxial cable sys-
tems. “There is an element of risk
there that, as a senior lender, we
would look long and hard at before
investing,”” he says. *‘My gut tells me
that the dynamics don't work for the
new entrant.’’

Conventional systems usually have

the financial muscle to underprice the |

wireless upstarts, if necessary, Miller
says.

Regardless, WCA President Bob
Schmidt says wireless systems have
the potential of grabbing as much as a
25% share of competitive markets.

Guaranteed access to cable pro-
graming has given the industry a
boost, wireless operators say. Prior to
passage of the program access law,
they say, some services played hard to
get. Indeed, Turner’s TNT refused to
deal with anybody but conventional
operators.

‘It is helping the industry primarily
because it convinces the lending com-
munity that we can get the programing
and hold on to it,”” says J. Patrick
Dugan, president and CEOQ of Micro-
band Wireless Cable of New York.

Cross Country Cable’s wireless sys-
tem in Riverside, Calif., is the na-
tion's largest, serving nearly 40,000
homes. Cross Country’s chairman and
CEO, George Ring (see “‘Fifth Es-
tater,”’ page 63), says he will not need
digital compression technology and
channel expansion to reach his goal of
100,000 subscribers in Riverside, but
says compression will be important in
larger markets.

**If you want to go into major mar-
kets in Boston, New York and Los
Angeles, compression is absolutely es-
sential,”” says Ring. “‘In those major
markets there are only 33 channels,
and those channels are already being
used. How can an industry grow if
there is no capacity?'’

Cross Country is one of the five
wireless companies investing in the
Wireless Cable Labs. Other wireless
investors include People’s Choice
Television, ATI, Coastal Wireless Ca-
ble and ACS Enterprises. Electronics
companies participating in the lab in-
clude Zenith Electronics Corp., Phil-
ips Electronics, CMIS Ltd. and NTN
Communications.

At least on the surface, wireless ca-

PROGRAMING —

WCA pursues digital dreams
and technological realities

Wireless cable executives dream of the day when digital compression will
enable them to expand from 33 to 300 channels. This week, they'll get a
glimpse of the technoelogy that can make that dream-come true.

Digital demonstrations are likely to be among the highlights at the sixth
annual Wireless Cable Associdtion convention at the Marriott's Orlando
World Center (July 31-Aug. 3). The convention—titled " Tomorrow's Tech-
nology...Today!"—will include panel discussions on digital compression
and an ‘exhibit hall showeasing new products from more than 75 exhibi-
tors. Demonstrations will include the wireless cable system of the near
future and a digital interactive hookup between two grade-school class-

rooms using wireless cable.

Organizers for the WCA convention expect attendance to be about
3b% higher than last year's 1,200. Helping to boost that number will be
more international participants than‘ever before, according to WCA Presi-
dent Robert L. Schmidt. The wireless cable business overseas now
numbers about 1.5 billion subscribers in 40 countries; he says, with new
systems under construction in Asia, Africa, Europe and Latin America.

Also contributing to a boost in attendance is a growing number of
attendees from the traditional wired cable business, says Schmidt.
Among those preregistered for the show are executives from Austin-
based Supreme Cable and Multimedia of Oklahoma City and Wichita, he

says.

: -RB

ble system operators do not appear to
be alarmed by the additional competi-
tion due to appear early next year in
the form of satellite broadcasting.
Hughes Communications’ DirecTv
and Hubbard Broadcasting's United

“Everybody is arrogant
and everybody thinks
they’ve got the better

mousetrap, and they’re
all going to go along

until they stub their toe
and the red ink is the size
of the Pacafic Ocean.’’

Cross Country's George Ring

States Satellite Broadcasting plan to
beam via satellite scores of pay TV
services to homes equipped with 18-
inch dish antennas.

Cross Country’s Ring says it will be
difficult for DBS to compete because
its overhead costs are much higher

than those of wireless cable. He says
he also anticipates problems in install-
ing and servicing DBS home equip-
ment.

“If I were God, I would say to the
DBS companies to do a joint venture
with the cable guy or the wireless guy
because you’ve got somebody right
there,”” says Ring. “‘But everybody is
arrogant and everybody thinks they’ve
got the better mousetrap, and they're
all going to go along until they stub
their toe and the red ink is the size of
the Pacific Ocean.’’

Daniels & Associates’ Dickinson
says wireless cable will continue to
have advantages over DBS because it
has lower equipment costs and is able
to offer local programing as well as
local sales and service.

But Dickinson also says that coaxial
cable will continue to have certain ad-
vantages over wireless cable.

“‘There is tremendous inertia in
people’s buying habits,”” says Dickin-
son, In most cases, wireless cable sys-
tems have smaller marketing budgets
than the competition, he says. And
wireless systems also continue to have
to contend with factors such as terrain
and foliage that limit the homes they
can reach, he says.

““There are a lot of variables here,”
says Dickinson. =
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Bravo beefs up schedule;
going 24 hours next year

By Christopher Stern
fter 13 years as a part-time net-
work, Bravo will go full time

A beginning early next year.

General Manager Kathleen Dore
says the decision to expand to 24
hours from the cultural entertainment
channel’s current 10 hours on week-
nights and 13 hours on weekend nights
comes as cable operators are express-
ing greater interest in networks with
brand recognition.

Dore says she expects that 75% of
Bravo’s affiliates will carry it as a 24-
hour channel. The network is current-
ly available in 11.5 million homes.

Bravo will skew its new daytime
programing toward women, and it
plans to add an educational block
aimed at students in high school class-
rooms, according to Dore. The net-
work does not carry commercials, but
some programs have corporate spon-
$SOTS.

PROGRAMING *
Dore says Bravo will aim for a pro-

graming mix of films, music and
Broadway theatrical programing in ad-
dition to series.

Bravo recently acquired Max Head-
room for its TV Too Good for TV, a
show the network calls a showcase for
“cult’ TV series. It premiered this
summer with Twin Peaks.

While Bravo continues to expand its
off-network programing, Dore says it
will not become another rerun net-
work.

Bravo 1s offered on some systems as
a premium service, but the 24-hour
expansion will be marketed as a flexi-
ble basic channel. “*We still believe
there is such a thing as a basic net-
work,”” Dore says. ]

INTERNATIONAL WIRE

Portman acquires
- Zenith Productions

UK independent production
company Portman Entertainment has
completed its acquisition of Zenith
Praductions, which had been held by
Carlton Communications and
Paramount. As holder of the London
weekday broadcast franchise,
Carlton was obliged to give up its
majority shareholding in Zenith,
since [TV broadcasters are restricted
from holding more than 15% of
independent production companies.
The deal was reportedly worth $3
million.

Austria to privatize radio

The Austrian parliament recently
voted to move forward with the
privatization of the country’s radio
stations. The commercialization of
television is expected to follow,
bringing competition to the state-run
public broadcast network, ORF.

Astra plans sixth bird

Astra satellite owner Societe
Europeanne des Satellites has
announced plans for the launch of
its sixth satellite, Astra 1F, in 1996.
The 40-transponder satellite will be
the Astra systems’ second ‘*dedicated
digital’* bird; it will provide
enhanced coverage in northern,
southern and eastern Europe. SES
will use digital compression
technology for pay per view.

UK cable finances

In the most recent boost for the UK
cable industry, TeleWest, the
partnership between TCI and US
West, has reportedly secured major
new financing to continue building
its southern England cable networks.
The UK'’s largest MSO, TeleWest
has raised £190 million ($285 million)
through a fully underwritten loan
facility raised by the Toronto-
Dominion Bank, in association

with the Bank of Boston, Barclays,
the Bank of Nova Scotia and

others. TeleWest's combined cable
and telephony services currently
have access to roughly 3 million
homes. Cable penetration of homes
passed in the UK stands at 21% with
465,000 subscribers.

UK channel 5 back on

The UK’s Independent Television
Commission (ITC) will invite new
proposals for a fifth terrestrial
commercial channel. ITC outlined
three options for the Channel 5
license, which was aborted in
December 1992 when the sole
applicant, Channel Five Holdings
(backed by Thames Television and
Time Warner), was rejected as being
financially unfeasible.

Canal + revenues up

French pay TV group Canal +
continues its profitable ways,
reporting first-half 1993 revenue
gains of 9.5% over the same period

last year to 4.25 billion francs .
($720 million). In France, individual
subscribers stand at 3.6 million, '
while advertising and sponsorship
income went up nearly 33% over

the same period [ast year.

Mexican government
completes TV sale

The public sale of Mexico’s two

state TV networks, a movie theater
chain and several other media-

related companies netted 2 billion
pesos ($641 million). Radio
televisora del Centro, a new
entertainment division of electrical
goods company Grupo Elektra,
outbid Cosmovision to take control of
the networks. The group now must
contend with Televisa, the dominant
market player in cable and

broadcast TV in Mexico, with
holdings in the U.S. (Univision)

and Peru (Radio Defusion de Peruana)
as well as a partnership with TCI.
The privately held group will likely
seek international partners to
compete with the growing power and
influence of Televisa and

Multivision in Mexico and throughout
Latin America. Radiotelevisora del
Centro plans to make a public stock
offering on the New York exchange
within the year, offering as much as
49% of the newly privatized

group’s equity. Grupo Elektra also
will make a public offering, using

the proceeds to pay off the acquisition
of the new media assets.
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Xuxa works on

U.S. makeover

MTM begins production;
South American star
is studying English

By Mike Freeman

ention Xuxa (pronounced
““shoosha’’) to a South Amer-
ican child and the eyes will

likely widen in recognition. MTM
hopes to open some eyes in this coun-
try, too.

Productton has begun in Los Ange-
les on the new syndicated strip Xuxa,
in which Maria da Graca ‘‘Xuxa"
Meneghel will try to translate her dis-
tinctive brand of music and carnival-
style games into an English-language
format.

MTM is apparently sparing little ex-
pense to achieve that goal. Sources
estimate that the weekly production
will cost $150,000-$200,000. The re-
ported $2 million-plus set has an inter-
national/fantasy theme, with land-
marks (Statue of Liberty, Eiffel
Tower, etc.) from each of the seven
continents spread across the approxi-
mately 100-foot soundstage at CBS
Television City.

The sprawling set, which includes a
smoke-breathing dragon and a life-size
mock-up of a sailing ship, was also
needed to host the 150-200 children
recruited from Los Angeles-area ele-

Xuxa comes to (North) America

HHs. Rtg. Program Time (ET) Network

(000)
1. 2,266 3.8 Jaws 3 (movie) Sun. 2-4p USA
2. 2,142 3.6 Baseball (Atlanta—Pittsburgh) Thu. 7:30-11p TBS
3. 2,015 3.4 Saved by the Bell Thu. 5:30:6p TBS
4. 1,962 3.2 Baseball (Toronto-Texas) Sun. 8-11:33p ESPN
5. 1,919 3.2 Saved by the Bell Tue. 5:30:6p TBS
6. 1,844 3.1 Baseball (Atlanta—Pittsburgh) Sal. 7-10:43p TBS
7. 1,829 3.0 Field of Dreams (movie) Sat. 3-5p USa
8. 1,827 3.0 Jaws 2 (movie) Fri. 9-11:30p USA
9. 1,818 3.0 Caught in the Act (movie) Thu. 9-11p USA
10. 1,807 3.0 Murder, She Wrote Thu. 8-9p USA
11.:1,797 3.0 Murder, She Wrote Tue. 8-9p USA
12. 1,789 2.9 Larry King Tue. 9-10p CNN
13. 1,759 2.9 Murder, She Wrote Mon. 8-9p USA
14. 1,716 2.9 WWF Monday Night Raw Mon. 9:10p USA
15. 1,707 2.8 Baseball (St. Louis-Atlanta} Tue. 9:30p-12:30a TBS
16. 1,691 2.8 Baseball (St. Louis—Atlanta) Mon. 7:30-10:30p TBS
17. 1,643 2.7 Murder, She Wrote Wed. 8-9p USA
18. 1,628 2.7 Sjlk Stalkings Sat. 10-11p USA
19. 1,623 2.8 Ren & Stimpy Sun. 11-11:30a NICK
20. 1,616 2.7 Saved by the Bell Mon. 5:30-6p TBS
21. 1,597 2.7 Saved by the Bell Tue. 5-5:30p TBS
22. 1,594 2.8 Spenser: Ceremony (movie) Thu. 9-11p LIFE
23. 1,593 2.6 Silk Stalkings Mon. 10-11p USA
24. 1,581 2.6 Saved by the Bell Wed. 5:30-6p TBS
25, 1,577 2.6 Perry Mason: Case of Avenging Ace Sun. 7-9p TBS:
26. 1,523 2.6 Rugrats Sun. 10:30-11a  NICK
27. 1511 2.5 Saved by the Bell Fri. 5:30-6p TBS
28. 1,493 2.5 Saved by the Bell Mon. 5-5:30p TBS
29. 1,488 2.5 Baseball (Atlanta—Pittsburghy Sun. 1:30-4:30p BS
30. 1,486 2.5 Men at Work (movie) Sat. 12n-2p TBS
31. 1,437 2.4 Saved by the Bell Thu. 5-5:30p TBS
32. 1,435 2.4 Baseball (Altanta—Pittsburgh) Fri. 7:30-10:15p TBS
33. 1,416 2.4 Ren & Stimpy Sat. 9-9:30p NICK
34. 1412 23 Jaws 3 (movie) Sat. 8-10p USA
35. 1,406 2.3 Cheyenne Autumn (movie) Sun. 10:30a-1:30p TBS
35. 1,406 2.3 MacGyver Sun.1-2p LSA
37. 1,395 2.3 Murder, She Wrote Fri. 8-9p USA
38. 1,393 2.3 Baseball Wed. 8:30-11:48p ESPN
39. 1,354 2.2 MLB Tonight Sun. 7-8p ESPN
40. 1,346 2.2 WWF All-American Wrestling Sun. 12n-1p USAJ

PROGRAMING

The following are the top 40 basic cable

July 19-25

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 outside

. sources based on Nielsen Media Research.
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mentary and preschools as extras on
the six-week production.

MTM is going to the additional ex-
pense of conducting focus group test-
ing on some of the early ‘‘dailies”
from the show.

Although Xuxa is a household name
in the 15 countries now airing her
show, the former Ford Agency model
understands the challenge she faces.
Two months ago, she began a crash
course to learn English through the
Berlitz School. During a break in pro-
duction, Xuxa talked with BROAD-
CASTING & CABLE, expressing an ear-
nest desire to master the language of
kids here.

‘I do know that I have problems with
the language, and this is the biggest chal-
lenge of my life,”” says Xuxa, who
speaks Spanish and Portuguese. ‘‘It is
my problem, but if I go through this, 1
know I will become the kids® friend.
You know, the language of children
translates to everything—the hands, the
eyes, facial expressions—so | know that

[ can reach them in other ways. It |

doesn’t really matter where children are
from; they all know if you're honest in
your intentions and emotions, they will
return friendship and love.””

MTM Television network produc-
tion president Bill Allen, vice president
of development Bob George and exec-
utive producers Tom Lynch and Mar-
lene Mattos have kept the music and
games that have been the ingredients of
Xuxa’s success internationally, but
there is also obvious attention to pro-
social themes.

During a production run-through,
Xuxa showed a good command of En-
glish, with songs such as ‘‘Learn How
to Fly’’ (promoting the fundamentals
of reading) and ‘‘Say Things Peopie
Would Like to Hear’’ (about the impor-
tance of being earnest).

To add to the educational content, as
well as to alleviate some of the pres-
sure on Xuxa to master English imme-
diately, George says that remote pack-
ages from Disney World’s Epcot
Center and NASA’s Space Museum
will be part of the mix.

**Either through Xuxa’s songs, word
and alphabet games [or] the education-
al field pieces, it was always our inten-
tion to incorporate educational, social
and environmental messages into each
episode,”’ says George, who, along
with Lynch, will oversee the produc-
tion of the initial 65 half-hour episodes.

Celebrity guests will also be part of
the mix. |

PROGRAMING

BSkyB polishes its playlist

UK satellite broadcaster unveils fall lineup

By Meredith Amdur

aving corralled the kids with

Beverly Hills, 90210 and The

Simpsons, British satellite chan-
nel Sky One is hoping Queen and
Scarlert can pull in their parents.

As the flagship entertainment chan-
nel in Rupert Murdoch’s BSkyB pack-
age of satellite programing, Sky One
has unveiled a ‘‘fall program
launch™’—its first—that 1s heavy on
new program acquisitions, many of
them aimed at adult audiences. The
schedule is accompanied by a £15 mil-
lion ($22.5 million) image campaign
designed to lure new subscribers on
board when the service encrypts its
signal in September.

The most likely
targets of Sky
One’s aggressive
program play,
made against a
background of slow
growth in satellite
dish sales and
cable TV
connections, are
viewers of the
BBC, ITV and
Channel 4.

The fall lineup keeps many of the
top-rated U.S. shows on the schedule
but eschews such ‘*downmarket’’ ef-
forts as Studs. Among the new entries:

8 A full slate of miniseries, includ-
ing Queen, Scarlett, JFK: Reckless
Youih, Return to Lonesome Dove, The
Adventures of Ned Blessing, Blood-
lines: Murder in the Family and Sid-
ney Sheldon’s Sands of Time.

B A weekend lineup highlighted by
Matlock, Star Trek spin-off Deep
Space Nine, Australian soap Paradise
Beach, the live-action Mighty Mor-
phin Power Rangers and X-Men.

The most likely targets of Sky
One’s aggressive program play, made

against a background of slow growth
in satellite dish sales and cable TV
connections, are viewers of the BBC,
ITV and Channel 4. Its success with
the youth demographic is already evi-
dent: 55% of Sky One viewers are, in
fact, between the ages of 24 and 55,
compared with 42% of ITV viewers;
31% of Sky’s audience is between the
ages of 4 and 24, compared with 20%
for ITV.

The shift from Sruds to open-air
performances by Luciano Pavarotti is
a considerable one, and due largely to
the efforts of program director David
Elstein, formerly of Thames Televi-
sion. Out for the quality drama, El-
stein runs a program-acquisitions bud-
get that has grown by £42 million over
1992 and is expected to continue to
outbid its terrestrial rivals for premium
imported programing. Of Sky One’s
total programing budget of roughly
£18 million, 20% will be devoted to
original productions.

In the last year, BSkyB spent £200
million on programing, and, according
to Richard Brooke, its chief financial
officer, that amount should grow by
roughly 20% in 1994, In addition to
big-budget (largely American) ac-
quired shows, Sky One is gradually
focusing attention on its own produc-
tion. Now trading at an operating prof-
it of roughly £1.7 million per week,
Brooke says Sky One’s budget will
increase each year for the foreseeable
future.

"*We have greater resources and put
that money into programing, which in
turn brings in viewers—it's a virtuous
cycle,” he says.

But Sky One’s efforts could play
against the ambitions of some of its
new American partners and make pro-
graming life more difficult for planned
services. Imported services such as the
Family Channel and an eventual offer-
ing from Spelling Satellite Networks
will meet stiffer-than-expected compe-
tition. And children’s viewing will be
even further skewed come fall, thanks
to a choice of at least three niche ser-
vices in addition to Sky One and ter-
restrial channels.

Nevertheless, the expanded channel
lineup and high-profile shows should
win more viewers to the UK’s grow-
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ing multichanne] market. Niche new-
comers such as Nickelodeon, Family,
Nick at Nite and Discovery Europe,
which have signed on to Sky's en-
crypted tier on Astra, are expected to
lend brand power to Sky’s marketing
scheme and help wean viewers from
their four-channel terrestrial habit.

But attracting viewers and advertis-
ers from ITV is still an uphill struggle;
some UK advertising executives do
not expect audience shares to stray too
far from their current positions for at
least five years.

Nevertheless, Zenith Media fore-
casts that, by the end of the decade,
56% of UK homes will have access to
satellite channels, which are projected
to attain a 25% share of all TV view-
ing. Sky One itself anticipates at least
a 15% viewing share by 2001. In
1992, cable and satellite channels cap-
tured a 4.1% share of TV viewing,
with only 13% of homes able to view.
Subscription fees now account for ap-
proximately 85% of total satellite rev-
enues, but Sky expects its ad share to
rise along with program quality and
viewers. |

Buena Vista, that's where

DIC Animation City has licensed

the international distribution rights to
Where in the World Is Carmen
Sandiego? to Buena Vista. The series
is slated to air domestically on The
Fox Children’s Network Saturday
morning lineup this winter. DIC is
producing 13 episodes of the series.

In the Loop

Tribune’s WGN-Tv will be

scheduling two new syndicated series,
Real Stories of the Highway Patrol
(see above) and Wavelength at 6:30-7
p.m. and 4:30-5 p.m., respectively.
Real Stories, which has been
undergoing a slow roflout by
distributor Genesis Entertainment,
will be replacing Buena Vista’s
Golden Girls in prime access, starting
today (Aug. 2). Wavelength, a
teen-targeted magazine from Rysher
TPE, replaces Charles in Charge in
early fringe.

Success ‘Stories’

Genesis Entertainment’s Real

Stories of the Highway Patrol helped
KCBS-TV Los Angeles pull off a
major coup in prime access with a 9.9
rating/18 share (ARB, July 27)
winning the 7-7:30 p.m. time period
last Tuesday over KABC-TV's access
stalwart Jeopardy! (9.7/18). It marks
the first time Real Stories has won

its time period since its May launch.

' Flooded with news

CNN Newsource, a syndication
newsfeed service distributed by Turner
Program Services to more than 300
client stations, reports that it has
produced over 500 customized field
report packages from the ongoing
flooding of the Mississippi River in
several midwestern states. In addition,
CNN Newsource claims to have
provided over 680 customized tags
and more than 140 generic tags

since the flooding began June 30.
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SYNDICATION UPDATE

XEROX

You can’t Xerox

a XErox

ONn a Xerox.

But we don't mind at al] if you copy a copy on a Xerox copier.

In fact, we prefer it. Because the Xerox trademark should

only identify products made by us. Like Xerox copiers and

Xerox printing systems.

As atrademark, the term Xerox should always be used as an
adjective, followed by a noun. And it is never used as a verb.
Of course, helping us protect our trademark also helps you.

Xerox

© XEROX CORPORATION. XEROX." The Documen Company.® DoeuTesh® nd Dozument bl x=Rine: are tradamarks of (he XEROX CORPORATION
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Because you’ll continue to get what you’re actually asking for.

And not an inferior copy.

The Document Company
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'$:00 11.2/20| | 2. Eye to Eye with Connie | | 29. Cheers 9.5/17|'| 74. ILC: 1st Season 5.8/10
9:30 Chung 9.6/17 | | 16. Seinfeld 10.8/18| | 82. Down the Shore 4.8/8
10:00 g - . 62. The Comedy Store 20th e '
10:30 4. Primetime Live 14.0/25( | 51. Picket Fences 7.6/14 Anniversary 7.0/13
FRIDAY U.6 ‘
. 22. Family Matters 10.1/23 77. Golden Palace 5.2/12 ica’
8:00 ly /23 | olde ‘ / 80. Mancuso, FBI  5.0,/11 76. America’s Most Wanted
8:30 | 22. Step By Step 10.1/22 85. Brooklyn Bridge 4.3/10 5.7/13
9:00 | 37 Dinosaurs 8.4/18 80. Sightings 5.0/11
46. Street Stories 7.7/16 :
9:30 | 42. Perfect Strangers 8.1,/17 s /18| 1 71. NBC Movie of the 85. Code 3 2.3/9
. Week—A Woman Named : —
10:00) ¢ 50,20 13.4/27| | 77. Johnny Bago  5.2/10| | Jackie, Part 3 Bt
10:30 :
SATURDAY ¢ v U
- 8:00| 91 Young Indiana Jones 41. Dr. Quinn, Medicine 66. Cops 6.8/16
8:30 | Chronicles 3.5/8| | Woman 8.2/18 55, Juper Bloapery B399 46. Cops 7.7/17
. 56. Empty Nest 7.5/16|
20 . 57. CBS Saturday Movie— 82. Front Page 4.8/10
9:30 | 32. The Thorn Birds, Part 6 e el 51. Nurses 7.6/15
The President’s Child
10:00 9.4/19 7.4/15 64. Bob Hope — Young _
10:30 .| Comedians 6.9/14 : o
SUNDAY & :
7:00 r ., 90. Parker Lewis 3.6/8
88. Life Goes On 3.7/8 3. 60 Minutes  14.9/32
7:30 ' | 69. NBC Sunday Night 92. Danger Theater 3.4/7
8:00| 37. AmFunHmVid  8.4/17 | [ 7. Murder She Wrote Movie—Ghost Dad  6.4/13| [ 79, In Living Color 5.1/10
8:30| 22. AmFunHmVid 10.1/19 | 12.5/24 | 73. Martin 5.9/11
9:00 61 Mamied w/Chikin 7.1/13
1 14. ABC Sunday Night 8. CBS Sunday Movie—In . 74. Herman’s Head 5.8/10
9:30 Movie—Small Sacrifices, the Company of Darkness ;7(;‘/?88_0[)5;:?:;""@"; 4/13 /
10:00| part 1 11.3/20| 11.9/21 ' 94. Tribeca 3.0/5
10:30
WEEK'S AVGS 10.3/19 9.0/17 7.7/15 5.8/11
SSN. TO DATE 11.6/20 12.3/21 10.7/18 7.2/12
RANKING/SHOW [PROGRAN: RATING/SHARE] " *PREMIERE - SOURGE: MIELSEN MEDIA RESEARCH YELLOW TINT 15 WINNER OF TIVE SLOT-
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Fries: stations haven’t learned much

RAB president tells New York broadcasters to address marketing needs of advertisers

By Peter Viles

F irst came the good news: speak-
ing to New York State broadcast-
ers last week, Radio Advertising

Bureau President Gary Fries noted that

radio station revenues rose again in

June, posting double-digit percentage

increases over 1992 levels.

Then came the not-so-good news:
Fries delivered a sharply worded
speech warning broadcasters that radio
could very well slip into another reve-
nue slump. In fact, he said, there are
already signs that stations did not learn
much from the recent lean years.

““Radio broadcasters are falling
back into the same patterns they fell
into before,”” Fries told the New York
State Broadcasters Association last
week in Saratoga. ‘‘They’re all look-
ing at the short-term future.... If you
go back to the same methods we came
from, you’re gong to fail.”’

While Fries painted a mostly opti-
mistic portrait of the industry, he
warned that stations must continue the
difficult work of building lasting mar-
keting partnerships with advertisers
rather than relying on traditional meth-
ods of ftransactional, cost-per-point
selling.

Major advertisers continually com-
plain to him, he said, that radio sta-
tions do not understand, or even care
about, the marketing needs of adver-
tisers. ‘‘Advertisers are looking for in-
tegrated marketing campaigns,”’ he
said. ‘*We’'re out there selling them
spots, and they’re thinking, ‘How can
we get results? How can we get a
bigger market share?” *’

To illustrate his worries, Fries
spoke of the lackluster response from
major radio stations when the RAB,
working with a national advertiser,
asked the stations to put together pre-

sentations showing their efforts at pro-
moting the advertiser’s products. Even
though each station was a major bene-
ficiary of the company’s advertising,
the response was underwhelming,
Fries said. Some stations didn’t even
respond, and others submitted unpro-
fessional presentations.

“This is an indictment against our
industry,”” he warned. ‘‘And it's a
major problem.™

Fries did point to some recent suc-
cesses, particularly with Cadillac,
which he said has decided to double its
use of radio, largely by targeting up-
per-income  blacks. That decision
came about partly because radio in-
dustry leaders aggressively pitched
Cadillac, rather than its ad agency,
Fries said.

“*Stop talking to agencies only, and
start talking to advertisers,”’ he
urged. =

Modest response gains in Atlanta Arbitron

Survey was discredited by ratings council due to on-air promos urging participation

By Peter Viles
T he controversial Arbitron ratings
survey for Atlanta is out, but the
results do not appear to be that
controversial after all.

The top three stations in the market
held their spots, and Arbitron’s initial
analysis of the survey showed that on-
air promotions—intended to increase
participation in the survey—achieved
only modest success.

It was because of those promotions,
and the possibility that they could
skew the ratings, that the Electronic
Media Ratings Council took the un-

Saying yes to Arbitron

Spring '92  Summer 192

Consent rate 718 710

- Return rate 474 479
. Response rate 34.4 34.4
In-tab 2,063 2,227

Consent rate is the percent of people in the usable samplewho agree fo accept a diary
Return rate is the percent of pecple accepting a diary who returned a usable diary.
Response rate js the percent of usable sample that is included in the market report
In-tab is the number of dianes included in the report.

Source: Arbitron

Fall 92 Winier 93 . Spring 93
731 70.6 736
50.8 51.68 50.8
37.3 365 37,5

2,314 2,175 2141
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precedented step of withdrawing its
accreditation of the spring ratings sur-
vey in Atlanta.

When compared with previous Ar-
bitron surveys (see box), the spring
survey showed modest improvements
in rates of consent, return and re-
sponse. In other words, Atlanta resi-
dents appeared to be slightly more
likely to participate in Arbitron sur-
veys after the announcements.

Arbitron cautioned that its analysis
was preliminary. ‘‘We've already
learned a lot, and we're confident that
we will learn a lot more from the

2

detailed analysis,”” said Jay Guyther,
Arbitron’s vice president for radio
sales and marketing. ‘‘However, it ap-
pears neither our best hopes nor the
industry’s worst fears are going to be
realized.”’

Of the top three stations, WVEE-FM
remained in first, with a 13.3 share
(total week, average quarter-hour, 12-
plus), up from Il.l in the winter;
WKHX-FM was second again, rising
slightly from 9.0 to 9.6, and WPCH-FM
remained third, up from 6.9 to 8.0.

It was the Atlanta Radio Associa-
tion that urged Arbitron to allow the

on-air promotions, and the group said

it was pleased with the results. **What

we see in these numbers is radio’s’
effectiveness in getting people to con-

sent to the survey. And when com-

pared with the spring 1992 survey, we

have a 9% gain in response rate,”’ said

Rick Mack, vice president and general

manager, WVEE-FM and WAOK(AM],

and president of the association.

Will similar promotions take place
in other markets? Arbitron said a deci-
sion on that must wait until the compa-
ny finishes a more detailed analysis of
the Atlanta survey. n

Minority employment
dips in news

A soon-to-be-released survey
indicates that minorities may be
losing some ground in radio
newsrooms. The survey, conducted
by the Radio and Television
News Directors Foundation, says
that in 1992, 11.3% of radio

news staffs were members of
minority groups, down slightly
from | 1.6% in the RTNDF’s 1991
survey. A survey of TV and

radio showed blacks losing some
ground in employment, while
Hispanic journalists gained.

Shamrock changes

Changes at Shamrock
Broadcasting, which is on the verge
of finalizing its merger with
Malrite Communications: Eddie
Esserman, previously vice
president and general manager at
WFOX-FM Atlanta, moves to the
same position at San Francisco
mega-combo KNEW(AM)-KSAN-
FM and KABL-AM-FM. Also: J.D.
Freeman, general manager at
KMLE-FM Phoenix, moves to Los
Angeles to run KLAC(AM) and
KZLA-FM.

Auto listening
most common

A new survey analyzing

Arbitron diary-keepers concludes
that listening is nearly evenly
divided between home, auto and
work. The survey, by Research
Director Inc., found that 70.1% of

Arbitron diaries contained some
in-car listening, 50.7% contained
some listening at home and 21%
contained some at work. But when
analyzed by quarter-hour, work
and at-home caught up: 34.5% of
the quarter-hours logged were at
home, 32.8% were at work and
30.9% were in autos. In other
words, more diary-keepers listen in
the car, but more listening is

done at home. The survey was
based on 40,000 diaries over a
three-year period.

NAB radio news

Country music star Tanya

Tucker will perform at the Marconi
Radio Awards on Sept. 11,

during the NAB Radio show in
Dallas. Tucker will appear
courtesy of Premiere Radio
Networks. The awards show

will be hosted by Rick Dees.

Network ratings problem?

The recent Veronis, Suhler &
Associates report on advertising
prospects for communications
media contains a somewhat
unenthusiastic assessment of
network radio. According to the
report, network radio suffers
because ‘‘marketers have difficulty
comparing the relative
effectiveness of network radio with
that of television.”’ Because the
most common ratings on network
radio, RADAR, report national
listenership, the report says, a
national retailer ““would not

know whether a network radio ad

reached consumers in specific
markets where outlets may be
located.™

Radio network executives took
issue with the report, pointing out
that Arbitron ratings can be used
to measure market-by-market
performance of network
offerings. **You can break it down
by Arbitron, and we do.”” said
David Kantor, executive vice
president, ABC Radio Networks.

Still, the Veronis Suhler report
concludes: *‘Improved audience
reporting would help the medium
attract ad dollars. Unless that
happens, however, network radio
will remain a minor part of the
national advertising landscape.
and a minor part of the radio
industry.”’

The final word? *“I totally
disagree,’” says Rick Devlin,
president of the Radio Network
Association, pointing out that
network radio revenue is pacing
6.5% ahecad of 1992 levels.

KMOX starts
flood relief network

CBS 0&0 KMOX(aM} St. Louis

last week announced the creation of
a flood relief radio network
intended to use the station’s wide
reach to raise money for flood
victims. It kicked off the effort with
a $15,000 donation to the

American Red Cross. KMOX is
enlisting other stations in the

drive, and all funds raised will go
to the American Red Cross to
benefit flood victims in Illinois and
Missouri.
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Brian Roberts: Stretching Comcast’s
reach through new technology

Since becoming president of
Comcast Corp. in 1990, Brian
Roberts has helped the cable
MSO diversify in the wired
and wireless communications
fields. A typical day finds
Roberts talking with
companies like IBM, Apple,
AT&T and the regional Bell
operating companies. “The
areas of their interests do not
have boundaries,” says Barry
Diller, a partner with Comcast
in QVC Network. Roberts
talks with Rich Brown about
requlatory problems and
technological promise.

How far along are you on
retransmission-consent negotiations
with broadcasters?

I have never felt that this should be
negotiated publicly but rather private-
ly. But I would just generally observe
that it appears that in certain instances,
creative solutions are being found that
appear to be constructive. It is still
Comcast’s position that if you're only
going to get something that you can
receive with an antenna, it’s hard to
Justify paying for over-the-air TV. If
you can make a value-added deal and
make it a win-win situation, that
would be an ideal outcome. But it's a
very long road and we're only
halfway.

Any sense of how this is going to

affect the long-term relationship
between cable and broadcasters?

It’s hard to generalize. I think relation-
ships are likely to occur company to
company, and we have good relations
with a lot of companies. Some compa-
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nies, like Fox and Capcities, have
tried to use this period to further their
involvement with the cable industry.
That appears like an intelligent ap-
proach to me, subject to a lot of detail.
NBC is said to be offering three cable
channels as part of its retransmission-
consent negotations. Wouldn't you
include NBC among those companies
trying to use these negotiations to
further their involvement with the cable
industry?

It’s just been a proposal rumored in
the press, so | wouldn’t want to react.
Certainly NBC has cable involve-
ments, and there’s an opportunity to
strengthen that in this period.

So NBC has not formally approached
you with its three-channel idea?

No comment.

What progress have you made with
CBS, which has taken a hard line on

COVER STORY

seeking cash in retransmission
consent?

I would prefer to avert discussions out
of the media because I think in the end
we’re open for constructive relation-
ships and solutions, and the best way
to get there is private discussions.

The new cable rate regulations allow
cable system operators to call for cost-
of-service hearings if they feel that
their rates are fair. What is the
likelihood that Comcast will call for
such hearings?

For the majority of our company, we
won't be going with cost-of-service
hearings, but in some systems it may
make a lot of sense. We're working as
hard as we can to figure it out, but it’s
not going to be the main methodology
for us to pursue.

As you look to the future, what will

be the role of the National Cable
Television Association?

[ think the NCTA has done an awe-
some job taking an industry that no-
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body ever heard of to the forefront of
the world’s telecommunications. And
I don’t think you can fault NCTA with
some of the marketplace realities that
we're dealing with right now. In fact,
I give the NCTA a lot of credit for the
universal acceptance that cable is the
center of this digital convergence be-
tween television, telephone and
computers.

How far along are you on upgrading

the Comcast systems with fiber optic
cable and introducing digital
compression technology?

We have a test system in West Palm
Beach that is trying 20-25 channels of
pay per view, and we’re also going to
be testing John Hendricks® Your
Choice TV on that system, probably in
the next 120 days. We have not made
any decisions on the entire organiza-
tion in terms of fiber rebuilds, but we
have been rebuilding a number of our
markets.

We placed an order for 150,000
boxes because we really wanted to
send a strong message to the manufac-
turing community—General Instru-
ment, Scientific-Atlanta and others—
that this is a winner of a product that is
obviously the quickest and cheapest

“I give NCTA
credit for universal
acceptance that
cable is the center
of digital
convergence.’’

way for cable operators to expand
channel capacity.

We hear again and again about the
500-channel cable universe of
tomorrow. Is it going to happen?

[ have no doubt that consumers, given
the choice, will buy more channels as
long as they’re not too expensive.
There are three necessary steps to
making it all happen. Step one is to
have a broadband, high-speed network
with tremendous capacity. Step two is
figuring out what to put on—and
that’s where we think Barry Diller and
other cable programers and other me-
dia companies will hold the keys. Step
three is developing the front-end sys-
temn, and we have seen a lot of devel-

Headquarters: Philadelphia
1992 revenve: $728 million

million subscribers in 19 states.

of more than 7.3 million.

munications users.

Comcast Corporation

Chief executives: Ralph J. Roberts, chairman of the board of directors;
Julian A. Brodsky, vice chairman of the board; Brian L. Roberts, president

Cable systems: Fourth-largest multisystem operator in the country with 2.7

Cellular telephone: Serves contiguous region running from Newark Airport
in New Jersey to the outskirts ¢f Baltimore, including most of New Jersey,
Philadelphia, Wilmington and porticns of Maryland, with total population

Alternate access: Investments include 51% interest in Eastern TeleLogic
Corp. and 20% equity investment in Telepcrt. Both companies provide
linkup with long-distance services for high-volume business telecom-

Intermational: Operates cable and telephone systems, including combined
cable/telephone networks in UK that provide British consumers telephone
service alternative to British Telecom. Serves more than 65,000 cable
subscribers and 35,000 residential phone users.

Wireless communications: Has invested about $170 million in NexTel (for-
merly Fleet Call), which will offer new digital private radio services in
major urban areas starting later this year.

Programing: Owns 11% of home shopping service QVC. Company also
has variety of minority interests in Turner Brocadcasting System, E!,
Digital Cable Radio and Viewers Choice.

opment there. How do you make this a
no-brainer for the consumer, and how
do you make it as simple as your re-
mote control? There are a lot of people
working on that. All three of these
areas have to develop simultaneously
for this to work. If you wanted me to
place a bet, I'd say it’s going to work.
When will it come together?

I think what Time Warner is doing [at
its state-of-the-art cable system] in Or-
lando is very exciting, and | can’t wait
to go visit it when it’s up and running.
We’re talking about a test project at
Comcast very shortly. We're going to
be trying this idea of switched video
with a server that serves the communi-
ty and a microprocessor in the home. |
think if you’re a cable operator and
you haven’t gotten started, you
should—because it’s going to come
faster than anybody thinks.

You mentioned QVC’s Barry Diller as
one of the keyholders to tomorrow’s
programing. The proposed merger of
QVC and Home Shopping Network
certainly has a lot of people talking
about home shopping, and there seems
to be some concern among cable
system operators that a merged
company might be too big. As a part
owner in QVC, how do you respond to
that?

[ understand initial concerns. But hav-
ing had the chance to talk to some
operators, I think it’s being exaggerat-
ed. When you disclose to operators a
little bit more than what has been dis-
cussed publicly—including some of
the dreams that ourselves and Barry
Diller and Liberty Media have for the
500-channel world and Barry Diller’s
incredible record of creating original
breakthrough programing—they real-
ize this goes way beyond the $2 billion
QVC-HSN market as we know it
today.

You mentioned Barry Diller and his
dreams. I've been forewarned that you
won't comment on the rumored fifth
broad-based programing network that
Diller is said to be planning with the
spun-off HSN TV stations. But could you
say, hypothetically, what kind of
potential exists for a fifth network?

[ would refer you to Barry, but I
would say that this partnership is real-
ly a tremendous oppertunity for Com-
cast to participate in the program ex-
pansion we think is coming in the
*90s. This partnership ought to be able
to create products that go into several
areas, and we’re not going to limit our
opportunities. [ can honestly tell you
that there 1s no concrete plan I'm
aware of as to how to convert some of
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the assets that were inherited through
an HSN merger with QVC.

So there is no “concrete plan” to

create a fifth broad-based network?

Not to my knowledge. Obviously, the
option to buy those Silver King sta-
tions is one of the assets that comes
with this merger, but it’s not the prin-
cipal reason to do it. There’s been a
lot on everyone’s plate. [ think every-
one’s doing a great job getting started
here, and now we’re talking about a
major merger. It’s only been six
months [since Diller came on board],
and QVC sales are up, I think, over
20%.

A while back there was an

experiment involving QVC programing

on kyw-TV Philadelphia. What became
of that?

['m not sure whether it has broader
implications, but that’s a good exam-
ple of where Comcast has been ag-
gressively trying to reposition itself
for the future. QVC has the potential,
whether through broadcast television
or expanded cable distribution in a
500-channel world, to be a major en-
tertainment, education, shopping, in-
teractive series of services.

Another example of where we've
expanded our company’s initiatives is
in the whole area of wireless tele-
phone. We think that will eventually
be an important ingredient with cable,
and we made two investments in that
direction in the last year: one was a
billion-dollar  purchase of  John
Kluge’s Philadelphia cellular system,
and the other is our 5% investment in
Fleet Call, now known as NexTel,
with options to go to 30%.

In July, you testified before the

Senate on behalf of NCTA that cable
system operators should be allowed
entry into the local telephone exchange
business. Looking from the other

side of the fence, shouldn’t regional Bell
operating companies, then, also be
permitted to enter the local cable
system business?

We recognize that competition for lo-
cal exchange carriers is an important
fundamertal governmental goal. It’s
being pursued in Europe, it's being
pursued in Mexico, and it ought to be
pursued in the United States. We
shouldn’t lose our worldwide lead in
that respect. Now, if competition
comes to local exchange carriers, we
recognize there is going to be a time
when telephone companies should be
allowed into cable. And we don’t say,
‘‘no, never’’; we say, ‘*‘When and un-
der what circumstances?’ Once they

e e, e e e

“QVC has the
potential through
broadcast or cable

to be a major
interactive series of

services.”’

have some reasonable definition of ef-
fective competition, then the regula-
tions and the barriers to the telephone
companies may become unnecessary.
Do you have any sense of when that
might be?

What we suggested in the testimony
was (o take the new cable laws as a
perfect example. I’'m not thrilled with
all aspects of the new cable law, but
clearly, the way | would interpret it,
they're nurturing competitors by giv-
ing them access to programing.
They’re regulating us stiffly until that
competition occurs, but they define
when those regulations go away. They
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said that when 50% of the market can
be served by a competitor and 15%
actually buy from that competitor, the
market is deemed to be effectively
competitive, and the regulations are
no longer necessary. So, we’ve pro-
posed, why not take that same model
to the telephone world?

You've had a certain amount of
regulatory freedom in developing
telephone and cable technology in
the UK. What can the U.S. learn from
that experience?

One out of every five households is
taking our telephone service, and two-
thirds of the households that take cable
service are also taking telephone ser-
vice. The results are astounding and
tell you the competition in the local-
exchange market is viable. You need
to nurture would-be competitors.

The consumers over there are now
getting choice in long-distance carriers
and local-exchange carriers. They're
saving 10% off their British Telecom
rates and they're getting itemized
bills, which they didn’t get before.
They now have available call forward-
ing and call waiting and services that
we perhaps take for granted here. It's
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been a great learning experience for al}
of us.

In the UK, you’ve also had a chance

to look at the development of direct-
broadcast satellite technology. Are

you worried by the advent of DBS here
early next year?

Cable has a more robust network. Ca-
ble has the potential for more channel
offerings, interactivity and other ser-
vices like telephony and multimedia.
But if we don’t press ahead now with
our technology, we will regret it be-
cause DBS will have a great program-
ing lineup and will be competitively
priced. Our senior executive team in
the cable division is actively getting
ready to make sure that we have
learned the lessons that other business-
es—such as AT&T and American Ex-
press—have learned in going through
these kinds of competitive challenges.
Part of what you have to do is build
consumer loyalty, brand identity, im-
age and technology. Customer service
is probably the number-one issue.
Does it make sense for the cable
system operators to get involved in the

high-power DBS business through
their existing Primestar Partners DBS

|
“It's been shown

in the United
Kingdom that cable
and satellite TV
can mutually
co-exist.”’

business or some other means?

Certainly now that we're settled with
the federal and state authorities about
Primestar’s ability to provide service,
it’s now actively being pursued as to
how to get into this business. There's
going to be more than one DBS com-
pany, and it's been shown in the Unit-
ed Kingdom that cable and satellite
can mutually co-exist.

With the advent of reregulation,

there has been growing talk about the
importance of building unregulated
revenue streams like local advertising
and pay per view, How aggressively
are you pursuing those categories?

Tom Baxter, who is president of our

KECK, MAHIN & CATE

Presents

Broadcast Financing for the 1990s: Facing Reality

cable division, recognized about three
years ago that we needed to rethink
what our strengths and weaknesses are
as operators. He found that the num-
ber-one thing Comcast had to become
was a sales organization because de-
regulated products such as advertising
and pay per view are going to be our
best vehicle for growth in the next few
years. So we improved our organiza-
tion skills in both areas. We have had
an excellent 18-month period of ad-
vertising and subscriber growth—our
pay-per-view results generally have
been excellent, and I think advertising
has been up over 20% in cash flow.
It’s a very small market, so that per-
centage is not necessarily going to be a
big number. But it shows how we are
trying to refocus our organization.
You sit on the board of Viewer’s
Choice, the pay-per-view distributor that
is currently expanding from three
channels to five. 1sn't that too much too
soon? Do you anticipate that many
operators out there are prepared to
make that sort of leap?

It may not be something that every 36-
channel system carries today, obvious-
ly. Particularly with the must-carry
rules, the timing was unfortunate be-
cause so many systems have had to
add must-carry stations and drop cable
networks, and pay per view is one of
the first to get dropped. But there
aren’t going to be many 36-channel
cable systems five years from now.

Reregulation has led many cable
system operators to examine a la carte

8:30 a.m.-12:30 p.m.
Wednesday, September 8, 1993, Loews Anatole Hotel, Dallas, Texas

pricing as a way of overcoming rate
reguiation. Have you begun testing ala
carte pricing?

Yes. We have had some a la carte in
tiers and a la carte itself in some sys-
tems, but we don’t have great experi-
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financial issues concerning (1) the parameters of broadcast financing under new FCC rules and industry
standards, and (2) the financial management of radio stations to enhance their value as collateral or for sale.
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Matthew M. Breyne James R. Kuster
Greyhound Financial Corp.  Chase Manhattan Bank
Bruce Bishop Cheen
Kagan Media Appraisals, Inc.

Jim Levy
The Park Lane Group
L. Lowry Mays
Clear Channel
Communications, Inc.
Raymond J. Timothy
Furman Selz Incorporated

U Yes, I want to attend. Please send this ad along with a check for $75 (or $60 with proof of NAB
registration) your name, company, address, and telephone number to one of the following:

Laura Pulido

Keck, Mahin & Cate
77 W. Wacker Drive
Chicago, IL 60601
(312) 634-5613

Ronald K. Clausen
Roger Metzler

Keck, Mahin & Cate
One Maritime Plaza
San Francisco, CA 94111

Lewis J. Paper, Esq.
Keck, Mahin & Cate
1201 New York Ave., N.W.
Washington, D.C, 20005

32

ence with it. Pay per view is a la carte
and is a great example of how it can
work well. There are ideas that have
been represented to us recently that
make a lot of sense in an a la carte
world. And there are services like
home shopping that pay the operators
to be carried on expanded basic and
offer a percentage of sales. The other
model, where we pay for the channel,
has been what has built this industry,
so you don’t want to abandon that so
quickly because it has worked so well.
You said there were some ideas
presented to you that make sense in an
a la carte world. Can you elaborate?

I think conceptually it would be inap-
propriate at this time. I wouldn’t want
to single out any channel; the price
would go up too quickly. n
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Murdoch Star deal transforms Asia

Having secured its niche in Far East television gold rush with 63.6% interest

in satellite network Star TV, Rupert Murdoch’s News Corp.

By Meredith Amdur

this year, Rupert Murdoch finally

struck gold in Asia, acquiring
63.6% of Pan-Asian satellite network
Star TV for $525 million.

The deal, paid in cash and stock,
values the five-channel Star network
at $825 million, and could alter dra-
matically the cable and satellite pro-
graming landscape across the finan-
cially lucrative region. Management
implications of the transaction are not
yet clear.

Launched two years ago, Star TV
was jointly owned by Hong Kong
business magnate Li Ka-Shing and his
company, Hutchison Whampoa. The
satellite package includes news,
sports, music and Chinese and general
entertainment channels. In selling the
majority share to Murdoch, the Li

I n perhaps one of the biggest deals

family realized a comfortable profit on
its satellite enterprise, valuing its re-
maining 36.4% share at three times
Hutchvision’s original investment of
roughly $110 million. A public stock
offering of remaining Hutchvision
shares is expected next year.

Murdoch move a surprise

Having hit a roadblock in the form of
Chinese regulators with his attempted
investment in Hong Kong broadcaster
TVB, Murdoch caught many industry
watchers off guard; News Corp. had
earlier proffered a $250 million offer
to the Hutchvision group that was re-
jected. But the deal isn’t surprising,
since Murdoch is keen to extend the
expertise and programing from his
five-year-old UK satellite venture,
BSkyB (50% owned by News Corp.),
to the burgeoning Asian marketplace.

THE DALTON GROUP, INC

has acquired

WWMG-FM

Charlotte, North Carolina

from

VOYAGER COMMUNICATIONS INC.
$4,500,000.00

The undersigned acted as broker in this transaction
and assisted in the negotiations.

Kalil & Co,, Inc.

3444 North Country Club e Tucson, Arizona 85716 ® (602) 7951050

gains head start

Murdoch was quoted as saying he ex-
pects Star has the potential to be *‘two
or three Skys.”’

Murdoch now claims access to
more than three-quarters of the globe’s
population.

Claiming 65 million viewers in 15
million homes, two-year-old Star TV
is in its ascendancy, while rivals—
many of them U.S. cable networks
such as HBO, ESPN and CNNI,
which set up shop on the Southeast
Asian Palapa satellite—scramble for a
competitive edge over the Star group.
The Palapa contingent intends to move
onto the Chinese Apstar-1 satellite in
1994 to keep up with Star’s AsiaSat
footprint.

But with such strategic fortification,
Star should take on new bargaining
power with channel providers and
could render any rival satellite pack-
ages unviable.

These former Star TV rival pack-
ages may now look more favorably
upen joining Star's increasingly domi-
nant network.

“It’s a great deal for News Corp.
and all its affiliates,”” says Oppenhei-
mer & Co. financial analyst Jessica
Reif. With its AsiaSat transponders,
which cover a region from the Middle
East across China to Indonesia, Star
has a lock on distribution, which Fox
is keen to exploit. The deal could also
bring about a role for Fox and TCI-
owned Request TV.

A source at Twentieth Century Fox
says it is too soon to speculate on the
extent and possible programing ramifi-
cations of the union, but observers be-
lieve the programing linkup will be
far-reaching.

Potential, but problems too

Nevertheless, News Corp.’s latest
prize is no cakewalk. The Asian mar-
ket has enormous growth potential,
with at least half of the world’s popu-
lation and national gross domestic
product growth rates running at 8%.
But analysts claim the investment is
still a calculated wager that the satel-
lite-delivered pay TV market will ful-
fill its much-heralded potential. Chi-
na, one of the major prizes in the
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market, remains shackled by regula-
tion, a government not yet willing to
bless satellite dishes and an uncon-
trolled flow of international television.

Star’s five-channe! service, which
includes partners MTV-Asia, Prime-
Sports and BBC World Service Tele-
vision, currently depends on advertis-
ing revenue across its 38-country
footprint. Now, with access to News
Datacom’s dominant encryption pack-
age, a cash flow that should bring the
service to break-even within the next
two years would seem assured.

Changing alliances

Reif speculates that some switching of
allegiances may take place among ri-
val channels and suspects that Star
will be able to attract studios and
channels that had been wary about
Jjoining Star without a secure encryp-

— BUSINESS

tion system.

A key advantage to Murdoch’s arriv-
al will be Star’s new access to Fox
programing, something the channel was
having trouble securing for its encrypted
pay TV launches this fall. With a ready
distribution outlet for its product, Fox
now has its Asian window.

Star TV’s strongest markets are In-
dia and Taiwan, while China remains
the grandest prize of all; some esti-
mates put dish access at 20 million
homes already.

Strengthening its access and mar-
keting efforts, Star has expanded busi-
ness operations across Asia and the
Middle East, opening offices in Tokyo
and Dubai, in Bangalore and Calcutta
in India, and in Chengdu, Shanghai,
Guangzou and Beijing in China. The
company now maintains 12 offices in
the areas it reaches. =

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

KDFC-AM-FM San Francisco ® Sold
by Sundial Broadcasting Corp. to the
Brown Organization for $13 million.
Seller is headed by Helen Davis and
has no other broadcast interests. Buy-
er is headed by Willet H. Brown and
has interests in KRWM-FM Seattle;
KKSF-FM San Francisco, KPOP(AM)-
KGB(FM) San Diego, KXOA-AM-FM and
KQPT-FM Sacramento, and KYNO(AM)-
KIFX(FM) Fresno, all California.
KDFC(AM) is 5 kw daytimer with clas-
sical format on 1220 khz. KDFC(FM)

Proposed station trades
By doliar volume and number of sales

This week:

AM's 0 $1,500 0 2
FM's D $21,157,037 0 17
AM-FM's O $4,201,000 O 120
TV's D $8,250,000 D 1
Total O $33,629,537 C 24
So far in 1993;

AM's D $38,283,091 0 135
FM's O $425,008,309 O 215
AM-FM's O $454,216,958 O 120
TV's D $1,185,355,866 D 38
Total O $2,102,864,224 © 508

For 1992 total see Feb. 1, 1993 BROADCASTING.

has classical format on [02.1 mhz
with 33 kw and antenna 1,050 ft. Bro-
ker: Star Media Group.

KSNN-FM Arlington, Tex. 8 CP sold
by KODZ License Corp. to Armadillo
Broadcasting LP for between $11 mil-
lion and $12.5 million, depending on
contingencies in contract. Seller is
headed by Scott K. Ginsburg and has
interests in WWBZ-FM and WLUP-AM-
FM Chicago; WvCG(AM) Miami and
WFYV-FM  Jacksonville, both Fia;
KKBT-FM Los Angeles and KMEL-FM
San Francisco; WTOP(AM)-WASH-FM
Washington; KASP(AM)-WKBQ-FM St.
Louis; and KTRH{AM)-KLOL-FM Hous-
ton. Buyer is headed by John P.
Hayes and has no other broadcast in-
terests. KSNN will have CHR format
on 94.9 mhz with 98 kw and antenna
1,509 ft. Broker: Star Media Group.

WCKZ-FM Gastonia, N.C. 8 Sold by
Compass Media Group Inc. to BPI
Charlotte License Subsidiary Inc. for
$3 million. Seller is headed by Jona-
than D. Schwartz and has interests in
KEZK(AM) Wood River, Ill.; KEZK-FM
St. Louis; KOOL-AM-FM Phoenix, and
KCBQ-AM-FM San Diego. Buyer is
headed by Perry J. Lewis and has in-
terests in WGIv(AM) Charlotte and
WPEG-FM Concord, both North Caroli-

SOLD!

KIKK-AM/FM, Houston, TX
from Viacom International,
Bill Figenshu, President Radio
Division & Kevin Reymond,
CFO to Group W Radio,
Dan Mason, President and
WCPT/WCXR, (Alexandria)
Washington, D.C. from
Group W Radio to Viacom
International.

Charles E. Giddens,

exclusive broker for Viacom.

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

GEORGE [ OTWELL
513-769-4477

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

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

ELLIOT B. EVERS
415-391-4877

RADIO and TELEVISION
BROKERAGE * APPRAISALS

|V
b

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO « CINCINNATI
SAN FRANCISCO
Subject to F.C.C. approval
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na; WVAzZ-FM Qak Park, Ill.; WKQI-FM
Detroit; WYNY-FM Lake Success,
N.Y., and KSKY(aM) Balch Springs,
Tex. WCKZ has contemporary hit for-
mat on 101.9 mhz with 99 kw and
antenna 987 ft.

WSDR(AM)-WSSQ-FM  Sterling and
WZZT-FM Morrison, both Illinois &
Sold by Sterling Radio Stations Inc. to
LH&S Communications Inc. for $3.2
million. Seller is headed by Alex R.
Seith and has no other broadcast inter-
ests. Buyer is headed by Howard Q.
Murphy and has interests in WZZT-FM
Morrison, Ill. WSDR has news/talk for-
mat on 1240 khz with 500 w day, 1
kw night. wssQ has adult contempo-
rary format on 94.3 mhz with 6 kw
and antenna 309 ft. wzzT has adult
contemporary format on 95.1 mhz
with 3 kw and antenna 328 ft. Broker:
Burt Sherwood Inc.

WSLM-FM Salem, Ind. m Sold by Don
H. Martin to Snowden Broadcasting
of Louisville Inc. for $2.4 million.
Seller has no other broadcast interests.
Buyer 15 headed by James K. Snow-
den and has interests in WYLD-AM-FM

— BUSINESS

New Orleans. WSLM has diversified | with 3 kw and antenna 440 ft.

format on 98.9 mhz with 50 kw and
antenna 300 ft. Broker: Henson Media
Inc. and Sailors & Associates.

KBFX-FM Anchorage B Sold by TCT
Communications Inc. to Community
Pacific Broadcasting Co. LP for $1.3
million. Seller is headed by Thomas
C. Tierney and has interests in KLAM
(AM) Cordova, KZXX(AM) Kenai, KVO-
K(AM)-KZ-FM  Kodiak, KSWD(AM)
Seward and KVAK(AM) Valdez, all
Alaska, Buyer is headed by David J.
Benjamin and has interests in
KKSD(AM)-KASH-FM  Anchorage and
KFIV(AM)-KISN-FM  Modesto,  Calif.
KBFX has classic rock format on 100.5
mhz with 25 kw and antenna 178 ft.

wvip-FM Mount Kisco, N.Y. & CP
sold by VIP Broadcasting Corp. to
Impulse Broadcasting Corp. for $1.25
million. Seller is headed by Martin
Stone Esq. and has no other broadcast
interests. Buyer is headed by Ronald
E. Graiff and has interests in WMJV-FM
Patterson and WPUT(AM) Brewster,
both New York. wvIP has adult con-
temporary/news format on [06.3 mhz

- Hatch family sells 40% of KUTV

The Hatch family has gotten a cash infusion by selling part of its NBC
affiliate in Salt Lake City, kuTv(Tv). Veronis, Suhler & Associates (VS&A)
and financial services firm Primerica recently bought a 40% stake for $5.5
million. How long the new ownership structure will last is unknown, as
several destabilizing options will emerge at the end of 1996.

The financing would help alleviate debt held by “one of our parent

shareholders,” says Jeffrey Hatch, the station’s president/general man-
ager. The VS&A investment covers not only the TV station, but also a
satellite station due to go on air by the end of the year and a video
production entity, TeleScene. '

Initially VS&A’s 40% will mostly be passive, with the 60% shareholder
serving as managing general partnership of the new licensee, KUTV LP.
VS&A may elect to take over as managing general partner if the station
breaches its financial loan covenants or if the Hatch family or trusts for
the family cease to own at least 66 %/3% of the 60% sharehalder.

Paul Hughes, who currently oversees VS&A and Primerica’s ownership
of WOKR(TV) Rochester, N.Y., will also serve as an adviser to the Hatch-
run station.

After Dec. 31, 1996, VS&A may “put” its interest to Hatch. if VS&A
alternately sells its interest to an outsider, the Hatch group has the option
to force the outside buyer to purchase the 60% interest as well.

The shareholders agreement gives the first $5.5 million of distributed
profit to VS&A plus a “30% cumulative compound annual return from the
closing date on the $5,500,000.” The 60%shareholder then gets 150% of
that given to VS&A, with any subsequent distributions provided to both
parties on a 60/40 split.

Hatch says the outlook for the station is good: “With Olympics and -

politics, we had a banner year last year, but we will exceed it this year.”
Hughes says the population of the Salt Lake City area is expected to
increase 15% between 1990 and 2000. —GF

wGUS(AM) North Augusta, S.C.,
and WGUS-FM Augusta, Ga. 8 Sold
by HVS Partners to Benchmark Radio
Acquisition Fund I LP for $t.2 mil-
lion. Seller is headed by Gisela B.
Huberman Esq. Buyer is headed by
Bruce R. Spector and has interests in
WUSQ(aM) Manchester and WUSQ-FM
Wichester, both Virginia; WGUS(AM)
North Augusta, 8.C., and WZNY-FM
Augusta, Ga. WGUS(AM) has country
format on 1380 khz with 5 kw day,
710 w night. WGUS-FM has contempo-
rary hits format on 102.3 mhz with |.5
kw and antenna 666 ft.

KFTE-FM Breaux Bridge, La. ® Sold
by JBC Inc. to Mid-Acadiana Broad-
casting Corp. for $517,750. Seller is
headed by William D. Jackson and has
interests in WESY(AM)}-WBAD-FM Le-
land, Miss. Buyer is headed by Ernest
J. Alexander and has interests in
KMDL-FM Kaplan, La. KFTE is on 96.5
mhz with 22.5 kw and antenna 328 ft.

WDXZ-FM Mt. Pleasant, S.C. ® Sold
by Dixie Communications Inc. to
Faircom Charleston Inc. for $400,000
consulting and non-compete agree-
ment. Seller is headed by William G.
Dudley I1l and has interests in KRVR-
FM Davenport, IA, and WTMA(AM)-
wsUY-FM Charleston, S.C. Buyer is
headed by Joel M. Fairman and has
interests in WSSX-FM Charleston, S.C.;
WHFM(FM) Southampton, N.Y., and
WKMF(AM)-WCRZ-FM  Flint,  Mich.
WDXZ has urban contemporary format
on 104.5 mhz with 28 kw and antenna
656 fi.

WDKK-FM Avis, Pa. B Sold by HUM
Broadcasting Ltd. to Maximum Im-
pact Communications Inc. for
$270,000. Seller is headed by John A.
Kennedy Jr. and has interests in KJDE-
FM Sand Point, ldaho, and WHMU(FM)
Covington, Pa. Buyer is headed by
Sabatino Cupelli and has no other
broadcast interests. WDKK has contem-
porary hits format on 99.9 mhz with
450 w and antenna 823 ft.

Cardinal Communications Inc. sold
its 16 Indiana cable systems to Sam-
mons of Indiana for price estimated by
Paul Kagan Associates Inc. at $182
million. Seller is headed by Jim Ack-
erman and has no other broadcast in-
terests. Buyer is headed by Jim Whit-
son and has no other broadcast
interests. Systems have 86,000 sub-
scribers and pass 122,000 homes.
Broker: Communications Equity Asso-
ciates.
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Watchdog group faults D.C., Md. kids TV

Stations earn D + for their lack of programing; fault survey for subjective methodology

By Kim McAvoy

aryland and  Washington

broadcasters, branded by a lo-

cal warchdog group with a
D+ for their children’s programing,
want to be retested next season.

Stations are making ‘‘serious, good-
faith efforts’” to serve children in their
communities, says Jeff Baumann, ex-
ecutive vice president and general
counsel for the National Association
of Broadcasters, in response to a sur-
vey of 13 stations by the Maryland
Campaign for Kids’ TV, a coalition of
parents, teachers and consumer
groups.

*As we have said all along, as more
syndicated and network product be-
comes available, as is clearly happen-
ing this fall, stations will further en-
hance their efforts to meet their
obligations under the Children’s TV
Act,”’ Bauman says.

The coalition monitored the stations’
compliance with the 1990 Children’s
TV Act, which requires broadcasters to
serve the informational and educational
needs of children. “*We were dismayed
by the lack of children’s programing,’”
says Charlene Hughins Uhl, director of
the campaign.

The group admitted that their study
was subjective, and it did not release
any statistical data. It ranked stations
based on total hours, when the shows
aired, the ages of children served, pro-
gram quality, number of locally pro-
duced programs and the station's re-
sponsiveness to the campaign.

Kathryn Montgomery, co-director
of the Center for Media Education, a
co-sponsor of the project, criticizes
broadcasters for not taking the chil-
dren’s TV law seriously. She says that
CME will continue to work with the
Maryland Campaign to initiate similar

efforts in other states and that the -

group is determined to see the law

The top 10

Although the Maryland Cam-
paign for Kids' TV did not grade
TV stations individually, they did

rank the top 10:

A WWWMNDN =

. WUSA (CBS) Washington

. WILA (ABC) Washington

. WDCA (ind) Washington

. WMAR (NBC) Baltimore

. WTTG (FOX) Washington

. WBFF (FOX) Baltimore

. WMDT (A/N) Salisbury, Md.
. WRC (NBC) Washington

6. WHAG (NBC) Hagerstown, Md.
7. WJZ (ABC) Baltimore

8. WNUV (Ind) Baltimore

9. WBAL (CBS) Baltimore
10. WFTY (Ind) Washington

CME’s Kathryn Montgomery (1) and the Maryland Campaign’s Charlene Uhl say their
grassroots activism will spread to other states. This year’s report card is shown
beiow; next year, the campaign will issue a report card on kids programing that wiil

add vioience to the criteria.

strengthened. CME is asking the FCC

to issue tougher children’s programing

requirements.

Broadcasters knocked the study for
being subjective and for coming out at
a time when many broadcasters are
already fixing their fall schedules to
include more kids shows.

Thomas Herwitz, general manager of
WTTG(TV), says that the campaign’s
*‘Report Card”’ failed to ‘‘appreciate”
his station’s *‘ground-breaking efforts™
in producing the award-winning Kids
TV show Not Just News. The program
airs Saturdays at 11:30 a.m. and is
picked up by stations in 100 markets.
Herwitz adds that broadcasters will air
more kids shows in the fall.

Herwitz suggests that, instead of is-
suing report cards, the group concen-
trate on encouraging viewers to watch
quality programs such as Nor Just
News. ‘It can’t stay on the air unless
people watch it,”" he says. L]

REPORT CARD ’93

TOTAL HOURS D

TIMES SHOWN C-
FOR DIFFERENT AGES D+
QUALITY D+
LOCAL PROGRAMS C-
STATION INTEREST B-
OVERALL GRADE D+

MARYLAND CAMPAICGN FOR

for Kids' T¥
A Prajact of

Advecotar fer Ehildrun & Yotk

and
Randy At Firn
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Songwriters find discord

ASCAP, BMI, other groups want bill modified

By Kim McAvoy

hey may write the songs, but the

nation’s composers are worried

about a new bill they feel could
give record companies too much pow-
er over what happens to the songs after
they’re written.

Last month, the National Associa-
tion of Broadcasters vowed to fight the
performance rights bill now pending
before the House Copyright Subcom-
mittee. The addition of the songwrit-
ers’ opposition is apt to prevent quick
action on the bill.

The legislation would require radio
and TV stations to pay a performance
rights fee for any digital transmission
of sound recordings. That, say song-
writers, could give record companies
unlimited say over how their music is
used. The driving force behind the
measure is the Recording Industry As-
sociation of America.

Lined up against the measure are

ASCAP, BMI, National Music Pub-
lishers Association, SESAC, Nash-
ville Songwriters, National Academy
of Songwriters and Songwriters Guild
of America. In fact, they paused from
writing songs long enough to write a
letter to the bill’s author, Copyright
Subcommittee  Chairman  William
Hughes (D-N.J.). The bill, says the
letter, **would position record compa-
nies virtually to dictate the terms and
conditions on which they, and others,
use our music.’” The groups want the
bill modified and hope to meet with
Hughes to discuss revisions.

NAB President Eddie Fritts wel-
comed the songwriters’ interest in the
issue. “‘This is an issue that effects
every radio station in the country,”
says Fritts. NAB claims the measure
unfairly penalizes radio. The real
threat to the recording industry, says
NAB, is the digital subscription ser-
vices offered by cable systems. a

Fairness doctrine on a roll

Backers include Telcomsubcom ranking members

By Kim McAvoy

omentum is building to rein-
stitute the fairness doctrine,
with little opposition in sight.

Key House members plan to intro-
duce a bill recodifying the doctrine
before they leave for their August re-
cess.

Both Telecommunications Subcom-
mittee Chairman Ed Markey (D-
Mass.) and Energy and Commerce
Committee  Chairman John Dingell
(D-Mich.) are making the fairness bill
a priority. And the subcommittee’s
ranking Republican, Jack Fields of
Texas, signaled support for a bill.

Even a chief critic of the doctrine
now supports it: Representative Mi-
chael Oxley (R-Ohio) says he changed
his mind because he now sees so many
more examples of bad journalism. An
Oxley aide says the congressman is
referring to the ‘‘rise in infotainment
television’’ and thinks that the quality
of TV in general has *‘deteriorated.”’

Oxley revealed his new stand at a
Telecommunications  Subcommittee
hearing on the doctrine last week, Al-
though it was suggested that Oxley
might be unhappy with his inclusion in
a PrimeTime Live exposé on congres-
sional junkets, an aide said the piece
has nothing to do with the congress-
man’s position on fairness.

Still another bill backer is subcom-
mittee member Marjorie Margolies-
Mezvinsky (D-Pa.), a former broad-
cast journalist who says she found the
doctrine helpful.

In 1987 the FCC threw out the fair-
ness doctrine, which required bal-
anced treatment of controversial issues
of public importance. Congress was
outraged by the action and immediate-
ly passed legislation to codify the doc-
trine. The effort failed, however,
when President Reagan vetoed the
measure and the Senate could not
muster enough votes to override. Pres-
ident Bush also opposed the doctrine.
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3 O 1am currently a Franklin shareholder.
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Since then, the doctrine’s propo-
nents have vowed to resurrect it. And
with Bill Ctlinton in the White House,
they’re no longer concerned about a
presidential veto.

Although NAB has not lobbied ac-
tively against reinstatement, other
groups have, including the Radio-
Television News Directors Associa-
tion and the National Religious Broad-
casters, both of which testified at the
hearing.

RTNDA counsel Laurent Scharff told
subcommittee members the doctrine is

WASHINGTON i

‘‘incompatible’” with the First Amend-
ment and unnecessary, saying there is
no evidence that broadcasters provide
unfair coverage of controversial issues.

NRB President Dr. Brandt Gustav-
son told the subcommittee that reim-
position of the doctrine will be espe-
cially harmful to religious broad-
casters. NRB fears religious programs
dealing with issues such as *‘sexual
promiscuity, marriage, parental re-
sponsibility, divorce and the sanctity
of human life’” could trigger fairness
doctrine complaints. But Markey as-

sured Gustavson that report language
on the bill will clarify that the doctrine
does not apply to religious issues.

The National Association of Broad-
casters is sitting out the congressional
battle. However, a spokesman says, if
fairness becomes law, NAB will join
those chalienging it in court.

In the Senate, a provision was add-
ed to a campaign finance reform pack-
age that many lawyers say codifies the
doctrine. It’s unclear whether the Sen-
ate will move a separate fairness doc-
trine measure. L]

Small cable operators’ vigorous campaign for some
relief from rate regulation seems to be working.
Senate Minority Leader Robert Dole (Kan.) plus nine
other Senate Republicans and one Democrat, Richard
Shelby (Ala.), took up the small operators’ cause, firing
off a letter reminding the FCC of its statutory duty to
reduce administrative burdens on cable systems with
1,000 or fewer subscribers. The entire Texas delegation,
in a separate letter, directed the FCC to respond to the
concerns of the small operators.

The operators were at the FCC and on the Hill two
weeks ago arguing for exemption from the FCC’s new
rate regulations. The
group also made some
headway in the House.

FCC  officials have
been privately voicing
anger at the Consumer
Federation of America for what they feel is

its unreasonable insistence on speedy enforce-
ment of cable regulations despite the agency’s
limited resources.

‘

saying it was ‘‘a reasonable way’’ of saving consumers
money in the face of the FCC ‘‘resource problem.”
“‘We are concerned they don’t have their hearts into
fully implementing congressional goals in the Cable
Act.””

FCC Commissioner Andrew Barrett, once thought
hostile to cable’s cause, surprised some
FCC watchers by dissenting strongly to the
FCC’s decision to move up by a month the
start of rate regulation to Sept. 1. The action
“‘undermines the integrity of the commis-
sion’s regulatory process,

&
A
E

creates  potential  unin-

' ; tended consequences and
Qn potentially creates false
™ expectations among the

consumer public,”” he

says.
Acting Chairman James Quello,
in his separate statement, makes
“clear his vote for moving the effec-

That anger went public last week with Acting
Chairman James Quelio blasting the consumer
group for *‘self-aggrandizement’’ and *‘pathological dis-
regard’’ for the impact of its demands.

Quello’s statement accompanied an order moving up
the start of rate regulation a month to Sept. 1 and
rejecting CFA’s proposal to allow cable subscribers to
trim 15% off their cable bills until Sept. |.

Permitting consumers to withhold part of the cable
bills would have “‘completely disrupted the commis-
sion’s implementation plan and would have promoted
chaos for the industry and consumers,”” said Quello.
*“The petition appeared to be more of an effort to grab
headlines and to engage in self-aggrandizement than a
serious plan for rate regulation.... [I]t underscores that
organization’s pathological disregard for the real world
implications of its suggestions.”’

Quetllo took particular aim at CFA Legislative Direc-
tor Gene Kimmelman, saying he “‘angrily demanded”’
full attention to cable regulation and dismissed the harm
such attention would do to other agency projects. “*Of
course, no responsible policymaker could seriously con-
sider such demands,’” Quello said.

Responding to the attacks ‘‘is beneath me,” says
Kimmelman. However, he defends the [5% solution,

Edited By Harry A. Jessell

tive date was cast grudgingly,
principally to relieve intense con-
gressional pressure for swift action.

The National Cable Television Association says the
Cable Act’s rate regulations could cause cable rates
to go up in some cases. In a ‘‘fact sheet’ sent to
members of Congress outlining the impact of the new
regulations, NCTA says subscribers to low-cost basic
tiers containing broadcast signals may see their rates go
up as cable operators merge such tiers with higher-cost
expanded basic tiers. **The FCC’s decision to establish a
single per-channel benchmark applicable to each tier of
regulated service specifically discourages establishing or
retaining a low-cost basic tier.”’

The National Cable Television Association bade
farewell to its former president, James Mooney, at
what was described as a ““‘low-key’’ dinner at the Westin
Hotel on July 22 in Washington. Mooney, who resigned
July | after 12 years with the association, was honored
by present and past NCTA staff and a few friends. *'It
really was a very nice and sentimental’” dinner, said one
staffer. The guests presented Mooney and his wife,
Louise, with a leather binder filled with pictures and
other memorabilia from his NCTA years. u
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We stand at an historic turning point in the future
of publishing. The global multimedia revolution is at
hand. Publishing, entertainment and information
delivery, once separate industries, are now conver-
ging to find their share of the world market. All
players must now shift their focus to content.

ONE MARKET, MANY MEDIA

Only MILIA, the first international event to focus
squarely on content, gives publishers, producers and
rightsholders the opportunity to buy and sell rights
for any project, in any format, in any medium, on a
global scale.

Co-editions, co-productions and rights sales are
ole / now possible in multiple media : Illustrated Books,

| 94 CD-ROM, CD-l, Books-on-Disk, Educational Software
I Ia and Games, Audio, Video, Film, Laserdisc and the
full spectrum of New Media.

DESIGNED FOR DECISION-MAKERS
YOU r Highly-targeted, MILIA gives you immediate access
to key professionals and decision-makers. By taking
a stand at MILIA, you will be able to display projects
and products to representatives of every aspect of
d the world's multimedia marketplace.
ren eZVOU S MULTIPLE PROFITS AND MORE

And you can do it all surrcunded by the eternal
- magic and charm of Cannes, in an event backed by
W' fh I-I—] e fU tU re the expertise of MIDEM ORGANISATION, a world lea-

der in designing international events for more than
30 years. Opportunity awaits those ready for the new
frontier in international publishing. The MILIA formu-
la for competitive advantage is simple : multiple mar-
kets plus multiple media equals multiple profits.

of publishing.

Don‘t be left behind. Reserve your stand now.

Your contact : Barney Bernhard. Tel. : (212) 689 4220 - Fax : (212} 689 4348
International lllustrated Book and New Media Publishing Market
15.18 January 1994 - Palais des Festivals - Cannes - France
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Contact : BARNEY BERNHARD - INTERNATIONAL EXHIBITION ORGANISATION INC.
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Cable upfront begins to take off

Smaller networks hoping for big growth over course of next four weeks

By Christopher Stern

ollars are beginning to move

into the cable advertising mar-

ketplace, and industry insiders
are positioning themselves for drawn-
out negotiations.

Sales executives at several networks
say early indications show strong mo-
mentum toward a healthy upfront,
which is expected to last four weeks.
(Upfront is the period during which
advertisers buy time for the coming
year.)

But advertising agencies caution
that the placid broadcast upfront is the

best indication of the eventual out-
come of the cable market.

*“I don’t think they should expect
anything out of line with what hap-
pened in the broadcast market,”"' said
J. Walter Thompson’s Jerry Dominus,
director of national broadcast. Some
advertisers buy cable to inexpensively
beef up their television presence after
securing broadcast inventory, accord-
ing to Dominus: ‘‘Many clients use
cable as Hamburger Helper.”” But, he
warned, ‘*The price of hamburger was
reasonable this year.””

Some buyers, such as Foote Cone &

tion of Broadcasters.

post last week.

1991.

Nielsen promotes Dimling

John A. Dimling, executive vice president, group [~
director of marketing for Nielsen Media Re-
search since 1988, has been named NMR's
president and chief executive officer.

Dimling, 55, has spent most of his career in
television. Before joining Nielsen in 1985, he was
executive director and chief executive officer of
the Electronic Media Rating Council. He has also |
served as director of planning and policy for the |,
Corporation for Public Broadcasting and vice
president for research for the National Associa-

“John is widely recognized throughout the television industry for his
integrity and total commitment to providing our customers with the best
possible audience measurement service,
and chief executive officer of A.C. Nielsen, in announcing Dimling's new

said Serge Okun, president

Dimling received a degree in mathematics from Dartmouth College, a
master's degree in industrial administration from Carnegie Mellon Univer-
sity and a law degree from George Washington University.

He is also chairman of the Advertising Research Foundation.

Dimling succeeds William G. Jacobi, who has been elected a senior
vice president of the Dunn & Bradstreet Corporation. Jacobi joined Niel-
sen in 1989 and became president and chief operating officer in

=IC

Belding, discounted the cable upfront.
**There is no panic to rush in and do
it,”” said Howard Nass, FCB senior
VP. There are no cable shows such as
Roseanne and Homefront that adver-
tisers fight for, he said, and the big
advantage for an upfront cable buy is
the cost. “‘If 1 give them a lot of
money upfront, they are going to give
me the costs I want to pay.”

The Family Channel’s Bill Beard
said his network has written **50% to
60% more business’' than during the
same time last year. The Family Chan-
nel is looking at single-digit increases
in the cost per thousands (CPM’s), he
said. (A CPM is the price of reaching
1,000 viewers of the target demo-
graphic.)

Beard said advertisers have also
submitted budgets significantly higher
than last year's, some up more than
20%.

For some smaller networks, this is a
coming-of-age year. *‘We're no long-
er in diapers; we're in long pants
now,"”” said Comedy Central’s Larry
Divney, senior vice president, adver-
tising sales. The network expects to
sell about 35% of its inventory in the
upfront, he said, compared with 20%
last year. CPM increases are ranging
from 12%-40%. Packaged goods deals
were being completed last week, ac-
cording to network sales executives.

Group W, which represents both
Country Music Television and The
Nashville Network, has been saying
for several weeks that it expects big
increases this year. CMT anticipates
an increase in total advertising sales of
200%-300%, according to Peter Weis-
bard, vice president, advertising sales.
He said he expects TNN to sell 60% of
its inventory in this year’s upfront,
while CMT sells 25%. ]
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Radio network seeks kid-parent audience

Children’s Broadcasting’s AAHS hopes to reach 25%-30% of U.S. by end of the year

By Jim Cooper

s toking children’s imaginations
with radio is what Bill Barnett
hopes to accomplish across the
country.

Barnett is president of the Chil-
dren’s Satellite Network, also known
on air as Radio AAHS, the only 24-
hour children’s network in the U.S. A
subsidiary of Children’s Broadcasting
Corp., Radio AAHS can be heard on
AM stations in 12 cities. Barnett says
advertisers are beginning to like what
kids and their parents are hearing on
the network.

Barnett says the network’s stations
air about 10 minutes of advertising per
hour. Programing ranges from quiz
shows to educational to talk shows
hosted by children.

The first station to air the network’s
programing was WWTC(AM) Minne-
apotlis in May 1990, It has since rolled
out in Los Angeles; Washington; Ma-
nassas, Va.; Baltimore; Salt Lake
City; Ventura County, Calif.; Abilene
and Dallas, Tex.; Denver; Phoenix,
and Wilkes-Barre, Pa., reaching about
15% of the country. The network
owns and operates two of the stations,
KNRB(AM) Dallas and wwTC. Barnett
says the network is looking to reach
25%-30% of the country by the end of
the year. Arbitron will soon begin a
ratings test for the Minneapolis sta-
tion.

Paul Kurnit, president of Griffin
Bacal Inc., which has major toy ac-
counts including Hasbro Inc., says re-
gional kids radio is a possible growth
area, as was Nickelodeon, that agen-
cles may want to get into on the
ground floor. “*We are watching radio
closely.”” he says.

“It’s a great alternative to buying
things like cartoons,”” says Barnett,
adding that, because children listen to
radio with their parents, advertisers
get a double listening.

However, ad agency executives dis-
agree about radio’s ability to draw
children’s ad dollars. Allen Banks, ex-
ecutive vice president and director of
media for Saatchi & Saatchi, says the
medium attracts parents, but **TV’s
magic is much greater’’ for kids.

Barnett says radio is an interactive

Host of ‘Just Kids," talk show on wwrciam) Minneapolis

medium that children respond to
strongly. He says US West found that
Radio AAHS received more than 3
million calls last year in Minneapolis.

"*Kids call us sometimes rather than
911,”" says Barnett.

Advertisers on the network include
Disney Records, Keebler, Sports Iilus-
trated for Kids, Warner Bros., MCA
Records, General Mills and Target.

Marla Pirner, executive vice presi-
dent and director of research division,
Interep Radio Store, says children’s
programing such as Radio AAHS
“‘gives advertisers a controlled envi-
ronment™’ in the home or car where

families listen together. **They're tar-
geting their programing in ways that
are safe’” from the sexual and violent
content that TV often deals with, she
says.

Amy Malsin, director of publicity
and public relations for Disney Rec-
ords, says that the network is attrac-
tive because of the ‘‘family experi-
ence’’ it tries to foster and the fact that
it allows children to take part in the
programing.

“*“There is no reason why education
can’t be entertaining, and we do it
without goofy cartoon characters,”

says Barnett. L]

Duracell continues sponsorship

Duracell will continue to be the sole corporate sponsor for Great Perfor-
mances when it begins its 1993-94 season on PBS.

The company's sponsorship for the 1992-93 season was $1.5 million,
according to a spokeswoman, who said this year's amount will be more

but will not exceed $2 million.

The sponsorship will be expanded to include distribution of a teachers’
preview guide to every high school in the country. “With Duracell’'s
support, we can empower the nation’s teachers by providing them with
the educational materials to expose young people to the performing arts
who might not have access to them otherwise,” said Harry Chancey, vice
president and director of the Program Service at public station WNET{TV)

New York, which produces the series for PBS.

-IC
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ABC soap
cleans up
on QVC

‘All My Children’
merchandise sales reach
$260,000 in one hour

By Christopher Stern
I t took only an hour for 10,000

QVC home shoppers to buy out

The All My Children Shoppe. *‘If
we had more inventory, we would
have sold more,”’” said QVC’s Doug-
las S. Briggs, executive vice presi-
dent, electronic retailing.

The shopping channel  sold
$260,000 of the $280,000 of All My
Children merchandise available, said
Briggs. 1t was above par for which
QVC he says, averages ‘‘close to
$200,000"" an hour in sales. The All
My Children Shoppe aired on Satur-
day. July 19, and home shoppers spent

ADVERTISING & MARKETING

an average of $25 each, with approxi-
mately half ordering more than one
item.

The success of Al My Children has
the network looking at other popular
shows for similar deals, Briggs said,
but he refused to name specific airing
of shows. He did say that QVC is
planning a two-hour The All My Chil-
dren Shoppe in November.

“It was very, very successful,”
said ABC’s Amy Dorn Kopelan, vice
president, direct response marketing.
She said ABC began discussing a
home shopping segment with QVC
more than two years ago.

Licensed products for daytime
shows are more than just promotional
items, says Kopelan—they turn a
profit. Kopelan refused to comment
on the amount of revenue raised by
merchandising at ABC. The network
currently licenses four daytime shows,
including All My Children, One Life to
Live, General Hospital and Loving.

The items sold on The All My Chil-
dren Shoppe were exclusive to the
home shopping channel, but most
were produced by licensees that al-
ready manufacture merchandise for
ABC. R.H. Macy & Co. sells a line of

All My Children apparel, including

sweatshirts, T-shirts and baseball
caps. Kopelan said she '‘absolutely™
plans to work with Macy's on its pro-
posed home shopping channel.

Kopelan said there is a market
among women for licensed daytime
merchandise, which she compared to
the male market for sports parapherna-
lia. QVC says that 70% of its callers
are women. As an example, Kopelan
cited a watch featuring the names of
All My Children characters on the
face. The watch sold out on The All
My Children Shoppe after a brief on-
air tease leading into the segment.
QVC also sold apparel emblazoned
with “*Pine Valley,” the fictional lo-
cal of All My Children. ABC is even
considering a line of lingerie and cos-
metics based on its daytime program-
ing, according to Kopelan.

[n a unique cross promotion, QVC
shopping host Pat James DeMentric
had a cameo role as a secretary on All
My Children. QVC promoted The All
My Children Shoppe with two spots
beginning six days before the Saturday
segment. Susan Lucci, who plays
character Erica Kane, made a guest
appearance on The All My Children
Shoppe, and callers spoke live to
her. [

‘SportsCenter’ gets promotion push

ESPN taps Wieden & Kennedy to handle mixed-media campaign

By Jim Cooper
arry Bonds, Andres Galarraga,
Tommy Lasorda, Don Matting-
ly and Danny Tartabull are all
going to bat for ESPN.

Those baseball figures are helping
the sports channel in the first ad cam-
paign for its Emmy Award-winning
daily sports news show, SportsCenter.

The mixed-media campaign fea-
tures two flights of television spots,
plus radio commercials, and is target-
ed to a younger and broader group of
“medium  viewers’’ outside the
show’s core viewership of men 25-54.

Tagged *'It Could Happen So You
Better Watch,”' the campaign pro-
motes the emotional and unpredictable
nature of televised sports.

“*We want people to know that they
have to watch SporisCenter or they
may miss something great,”” says Har-
riet Seitler, ESPN vice president, mar-

keting and creative services.

Tennis player Jana Novotna is one of
many sports figures featured in print and
broadcast ads for ESPN sports show

The promotion will air 1n New
York, Chicago, Los Angeles and
some Midwest cities during the first
week of August. ESPN affiliates also
will run the spots.

Seitler says that the campaign is
ESPN’s first assoclation with the Port-
land, Ore.-based Wieden & Kennedy
agency, chosen because of the success
of its “*Just Do It"" Nike campaign.
Seitler says that ESPN believes the
agency has the understanding of sports
and consumers needed to capture the
“‘emotional connection between sports
and fans.””’

She declined to say how much the
network was spending on the cam-
paign. [

Errata

DirecTv Inc. President Eddy W.
Hartenstein’s name was spelled
incorrectly in the July 26 issue.

_
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TCI buying $400 million in satellites

Question is: What does its Tempo DBS subsidiary have in mind for the two
Space Systems/Loral birds, standard telecommunications or high-power DBS?

By Sean Scully

Cl won't say exactly why it

wants two new high-tech satel-

lites, but it’s willing to spend
$400 million for them.

TCI’s Direct Broadcast Satellite di-
vision, Tempo, ordered two Space
Systems/Loral FS 1300 satellites last
week, but so far it won’t say why. The
satellites will each have thirty-two
107-watt transponders, making them
good for standard telecommunica-
tions, but the transponders could be
converted into sixteen 200-watt tran-
sponders, according to Loral, making
them good for high-power DBS.

Tempo will not decide which way
to go for several months, says TCI
Vice President David Beddow.

Either way, the satellites probably
will be used by Primestar Partners, a
consortium of major cable companies,
which now provides direct-to-home
service using a medium-power Ku-
band satellite that requires a three-foot
home satellite dish. If Tempo config-
ures the sateilites for DBS, Primestar
could use the satellite to compete with
Hughes’s DirecTv and Hubbard’s
USSB, which use high-power Ku-
band satellites. Those birds transmit to
home dishes that are only 18 inches

wide.

Loral promises to deliver the satel-
lites in June and October 1996.

Neither Tempo nor Loral will dis-
close how much of the promised $400
million may have changed hands so
far. Many industry observers say that
that figure would indicate whether
Tempo is serious about the deal or is
simply announcing a deal to impress
the government or to scare potential
competitors. If Tempo paid a signifi-
cant amount of money up front, they
reason, it is a good bet that it means
business. If not, the deal might be just
for show. u

The nine who would be DBS

Nine companies have FCC permission to launch di-
rect-broadcast satellites. Each is assigned a certain
number of transponders, or satellite-based transmit-
ters, at certain orbital locations—equal numbers at
locations over the East Coast and over the West
Coast. Eastern orbital locations: 101 degrees west
Latitude, 110 degrees, 119 degrees and 61.5 degrees.
Western locations: 148 degrees, 157 degrees, 166
degrees and 175 degrees. Unlike most orbital posi-
tions, the 101-, 110- and 119-degree positions offer a
clear view of the entire continental U.S., and are there-
fore considered prime spots.

Most companies stiill are awaiting word on some or
all of their specific orbital assignments. A decision from
the FCC has been held up by a challenge to Dominion
Video Satellite’s assignment at 119 degrees. Further
orbital assignments depend on whether the FCC al-
lows Dominion to keep its 119-degree position. That
may be resolved within a few weeks.

Advanced Communications Corp., Washington/Little Rock,
Ark.: 27 transponders at 110, 24 transponders at 148 and three

transponders at 157. Has contracted with Martin Marietia for two
16-transponder satelfites planned for launch in fall 1996.

Continental Satellite Corp., Tehachapi, Calif.: 11 transpon-
ders in east and 11 in west (possibly at 61.5 and 175). Had
contract with Space Systems/Loral, but there is question about
the status of that relationship.

Direct Broadcast Satellite Corp., Washington: 11 transpon-
ders in east and 11 in west (possibly at 61.5 and 175). Has
contract with Martin Marietta for two 16-transponder satellites,
but has no launch dates.

Direct Sat, McLean, Va.: 11 transponders in east (possibly at
119 or 61.5) and 11 in west. Has contract with Martin Marietta for
two 16-transponder satellites, but has no launch dates.

DirecTv (Hughes), Los Angeles; 27 transponders at 101 and
27 transponders at 157. Hughes is building two 16-transponder
birds. One, a joint venture with Hubbard's USSB, is scheduled
for launch in December 1993, the other for launch in spring 1994.

Dominion Video Satellite, Naples, Fla.: eight transponders at
119 (this assignment is under review by the FCC and may
change), plus eight in west. Has contracted with Fairchild for two
16-transponder satellites, but has no launch dates.

Echostar, Englewood, Colo.: 11 transponders at 119 and 11 in
west (possibly at 175). Has contracted with Martin Marietta for
two 16-transponder satellites. One is under construction and will
launch in August 1995.

Tempo (TCI), Denver, Colo.: 11 channels at 119 and 11 in west
(possibly at 166). Has contract with Space Systems/Loral for two
satellites, which may be 16 transponders each, and should be
delivered in summer and fall 1996, but no launch dates are set.

United States Satellite Broadcasting (Hubbard), St. Paul,
Minn.: five transponders at 101, three at 110 and eight at 148.
Will share first DirecTv satellite, scheduled for December 1993
launch, and has contract for two additional satellites from Martin
Marietta, but they remain in design phase and no launch dates
are set. -SS
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Cutting Edge

Edited by Sean Scully

Battery-powered per-
sonal radios are ex-
empt from certain re-
quirements under re-
vised AMAX standards
put forward by the Na-
tional Association of
Broadcasters and the
Electronic Industries
Association. Personal
receivers need not in-
clude noise blanking
equipment, which re-
duces extra noise, in
order o call them-
selves AMAX radios,
meaning they meet
joint EIA-NAB guide-
lines for high-quality
AM receivers. AMAX
seeks to correct prob-
lems that have led to a
popular belief that AM
radio is inferior to FM
signals. Under the re-
laxed rules, personal
receivers operated by
household alternating
current, or a combina-
tion of batteries and
AC, need not include
noise blanking until
Sept. 30, 1996. EIA
and NAB say relaxing
requirements may en-
courage manufacturers
to develop AMAX re-
ceivers and boost the
sagging fortunes of AM
radio, particularly of AM
stereo, which has lan-
guished in virtual obliv-
jon for more than 10
years. NAB also says it
plans a promotional
campaign to raise pub-
lic awareness of AMAX
reception quality.

To better serve East-
ern Europe and former

Soviet republics, Eutel-
sat will move its Eutel-
sat I-F1 satellite from
25.5 degrees eastto a
more easterly slot. The
move gives Eutelsat a
reach as far as the old
Soviet Central Asian re-
publics of Kazakhstan,
Uzbekistan and Turk-
menistan.

Spain’s His-

pasat 1B and

India’s Insat 2B

are in orbit fol-

lowing a suc-

cessful launch aboard
an Arianespace rocket
from Kourou, French
Guiana July 22. The
next Arianespace
launch will carry aloft
the Spot 3 Earth Obser-
vation satellite, the
French Stella scientific
satellite and five other
small satellites.

Amid all the talk of in-
teractive television,
DataSys of Texas and
California-based The
Media Gallery are
teaming up to create in-
teractive radio. The
companies say their
“Listenerbase” system
will allow stations to
collect information on
their listeners and track
their audience.

The News Corporation
and News Electronic
Data are the new own-
ers of Axxis Software of
Haverford, Pa., a soft-

ware company special-
izing in geographical in-
formation. The move is
part of an effort to build
a worldwide news data-
base, says NED Presi-
dent John Evans. Terms
of the deal were not dis-
closed.

PanAmSat and Chile-
Sat will bring interna-
tional data services to
Chile using the PAS-1
satellite. Both Coca-
Cola and Citibank will
use the service at first,
according to PanAm-
Sat.

Salt Lake City-

based Bonneville
International Corp.
will purchase C-band
transponder space on
the new Hughes
Galaxy IV satellite,
soon to be operational
at 99 degrees west.
Bonneville provides
transmission services to
the Church of Jesus
Christ of Latter-Day
Saints. The company
will move from Hugh-
es's Galaxy VI satellite.

Viewer’s Choice is
planning to use digital
compression to provide
four services on a sin-
gle transponder. The
company will also up-
grade its security on the
existing analog channel
with the new VideoCi-
pher RS system.

Orion Satellite Sys-
tems is building a new
tracking, telemetry,
and control center in
Mount Jackson, Va.
The center will control
Orion’s planned fleet of
communication satel-
lites, scheduled to start
launching in November
1994. The control cen-
ter should be completed

TECHNOLOGY /N

by next June.

Infonet Services Cor-
poration is now pro-
viding services to Rus-
sia. Infonet provides
fax, E-Mail and com-
puter communications
to more than 145 na-
tions. Russian commu-
nications go from a
Moscow control center
and are transmitted
through a wireless con-
nection to an uplink
site. From there, they
are transmitted to the
Intersputnik satellite
system.

The Satellite Broad-
casting & Communi-
cations Association
has a delegate at the
“violence summit,” a
meeting of broadcast-
ers, programers and
producers this week in
Los Angeles to discuss
violence on television.
The SBCA is attempt-
ing to sell the atten-
dees on a lock-out de-
vice, such as the one
available on satellite
receiver units, that
would allow parents to
deny children access
to objectional program-
ing.

Post-Newsweek will
use Keystone Com-
munications to pro-
vide daily video tran-
missions from its
Washington, D.C. bu-
reau to its four TV affili-
ates: wDIv(TV) Detrait,
WPLG(TV) Miami,
WFSB(TV) Hartford,
Conn., and WJXT(TV)
Jacksonville, Fla. Key-
stone already provides
service for Post-
Newsweek's Inside
Washington program.
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RADIO
HELP WANTED MANAGEMENT

It you are tired of running a radio station and want
10 earn excellent income, do not wanl 1o move
again, would like 10 be independent, join our com-
pany as an independent contractor. We sell pro-
motions and ideas to radio and TV stalions and
advertising lo large companies. We need someone
10 sell in your state. Fax your resume 10: Interna-
lional Broadcas! Services, inc./U.S. Direct Mail Ad-
vertising Fax # 813-649-7321 or mail 1o 5020 Ta-
miarni Trail North, Suite 200, Naples, FL 33940. No
phone calls, please. EOE.

GSM for rapidly growing medium market Oldies
AM in Wisconsin, Must have proven performance,
slrong leadership skills and eager to sell. Equity
available 10 successful applicant. Call Steve 414-
426-6220 between 10-Noon cdl. EOE.

GSM: We're looking for the best (0 lead a great
sales staff al an excellent facility. Proper candidate
should be a strong leader, motivator, goal selter
and achiever. He/she should be well organized,
disciplined, and experienced in sales management
and promotions. Vendor experience a plus. Your
response is guaranteed confidential. Send resume,
salary history and references to: GM, WWSF-FM,
38 Miracle Strip Parkway SE, Fl. Walton Beach, FL
32548; or fax 10 904-664-2552. EQL/MF.

GSM for WYUU, U932 Tampa/St. Petersburg. Owned
by Entercom, we're building a great team and we
want “experience” to head this Qldies leader's
sales depariment. Looking for an aggressive, intet-
ligent, team-oriented, "1 can get it done™ veteran
manager with energy, creative ideas and strong
leadership skills. No 1st-timers please. Minorities
encouraged. EOE. Send resumes 10 S. Godofsky,
WYUU 92 .5FM, 9721 Executive Center Drive, SI.
Petersburg, FL 33702

Magniticent GSM opportunity: South Central
Cormmunications’ class "B" and LMA. WIKY-
FM/WJIPS AM/WJPS-FM in Evansville. Indiana is
looking for the ultimale general sales manager. The
superior candidate will have a minimum of 5 suc-
cesslul years in radio sales management and ex-
perience leading a market dominant sales force.
Prior experience in LMA/Duopoly preferred. If your
experience and success have prepared you. the
nalion's highest rated full service/Adult Contempo-
rary radic station offers a financially secure envi-
ronment with an excellent compensation package
in a blue ribbon section of the country. Greal place
10 raise a family. Replies to Terry Bond., Wi-
KY/WJIPS, PO Box 3848, Evansville, IN 47736. EOE
M/FIH.

GSM: New opportunities and your opportunity is at
the fastest growing radio combo in Northeasl, PA
Shamrock Communications Group needs GSM in
the Scranton/Wilkes-Barre, PA markel. If you are
success driven, goal oriented, can deliver results
and can train and motivate siaff, we want to talk to
you. Salary, commission, override, car, insurance
benefits, opportunily for advancement and more
for our next GSM. If you are locking for that oppor-
lunity to make more money-grow-advance in a
growing broadcasl group, send cover letter and
resume to Jim Davey, GM, WEZXWEJL Radio, 149
Penn Avenue, Scranton, PA 18503. ECE.

Sales manager needed-WOWO AM/FM, For
Wayne. Aggressive, assertive molivalor needed to
take sales staff to their top billing potential. Must
have experience in radio sales management and
AM tull service/sports sales know-how a plus. Rush
resume in confidence 1o General Manager,
WOWO, 203 Wesl Wayne Streel, Forl Wayne, IN
46802. EOE.

Sales planning/manager: Major national radio
nelwork located in New York. 2 + years experience
in buying, planning, and/or network planning. Lo-
lus 123 required other computer skills a plus. Sala-
ry commensurale with experience. Reply to Box N-
1. EQE

General manager: Seeking experienced sales ori-
ented general manager for medium market in the
northeast. Must have sales managemenl experi-
ence wilh a proven track record. Good leadership
skills with a bollom line focus a must. Send resume
and salary history to Box N-2. EOE.

Aggressive group looking for stalion managers.
Experienced preferred but will consider proven in-
dividuals ready to make the management move.
RR. LeComple CRMC, Group Sales Manager,
217-367-1195. EOE.

HELP WANTED SALES

Radio sales: Your years of successful radio sales
can qualify you for a once in a career opportunity.
Be willing to relocate and travel o Southeaslern
resort markels 1o recruit, train, and supervise a
greal sales leam in mulliple markets. You will be
paid whal you earn without limit. Females are en-
couraged 1o apply. EQE. Resume & references 1o:
Partech Communications Group, Inc. 3366 River-
side Drive, Suite 200, Columbus, OH 43221.

Account executive for top rated Jersey shore
slation. Experience a must. Solid list available.
Right person will earn $40,000-$60.000 to slart.
EQE. Send resume to Box M-40

Top-rated CHR radio station needs dynamic
sales manager on the booming lropical island of
Guam, in the Western Pacific. Compelitive market
piace with 6 other radic slalions and Gannet news-
paper. We need seasoned sales manager with
successful track record who can lead, train, moli-
vate, innovate, and gel results. Show history how
sales increased when advertisers stopped buying
spots. Send resume 1o: Ernie Galito, General Man-
ager, Hit Radio 100, 530 W. O'Brien Drive, Agana,
Guam 96910 or fax 671-477-7847. EQE.

HELP WANTED NEWS

Anchor/reporter: Early riser. four hour morning
news block. Must run own board. WASR Box 300,
Wolfeboro, NH 03894-0900. EOE.

News director for Central Florida all news station.
Must have solid background in radio news and
management. Resume, salary information to: Box
N-3. EQE.

HELP WANTED TECNNICAL

Radio station engineer: FCC operalors license
and minimum 15 yrs. exp. required. Multiple local-
ity exp. required. Must be willing lo lravel exten-
sively Southeast U.S. Send resume w/salary history
to Mark S. Manafo, Partech Communications
Group, Inc. 3366 Riverside Drive, Suile 200. Co-
lumbus. CH 43221. EQE.

See last page of clussifieds for rate information and other details.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

P.D. needed for heritage Mid-Atlantic radio station.
Pleasant lifestyle. quick drive to beaches, lakes,
streams, etc. Small markel just got a big-market
attitude:  Arbitron, head-to-head format batlles.
P.D.’s from all formats considered, Country pre-
ferred. You'll do an air shifi, production, remotes,
etc. Demonstrale superior markeling skilis and
FCC-legal knowledge. Resume plus salary to: Box
M-14. EEO.

SITUATIONS WANTED MANAGEMENT

Put 24 years of experlence to work for you! Radio,
cable professional currently running small ad
agency. Experl on reflurn on investment seliing.
Mid-Atlantic area preferred. Leave confidential
message al 1-800-227-1096.

Midwest radio stations: Searching for a GM or
sales manager with successful idea’s? I'm the per-
son you're looking for. 18 years small & medium
markel radio management experience and, | can
sell! Prefer Central or Northern tllinois. 217-245-
5717.

Michigan native with over 23 years experience
seeking management opportunity with small or me-
dium market station in Michigan or Midwest. Reply
to Box N-8.

Looking for a mature, sales oriented general
manager? Currently employed. Looking for man-
agement in medium to large market-Sun Belt. Ex-
cellent people person. Experienced administrator.
Reply 1o Box N-4.

Extremely talented and successtul husband-wife
broadcasl team seeking southeast GM/GSM chal-
lenge. Portfolios and salary requirernenls on re-
ques! 10 Box N-5.

SITUATIONS WANTED SALES

| can build revenue! Mature, female, seasoned
broadcast rep prefers NAC, Jazz or MusiciLife for-
mat in Florida or West Coast (CA). New business
specialist. Rapport with directs and agencies. Pro-
molional ideas for everyone. FCC 3rd Class too.
Reply to Box N-7.

SITUATIONS WANTED NEWS

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

Award winning news professional with over
lwenty years experience doing it all. Looking for
new challenge with news committed station. Jon
Kenl, Montgomery, AL. 205-286-9631.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Renaissance broadcaster. Creative programing,
production, talk and music personality. Chiet engi-
neer (AM/FM). Former owner and GM. Also exten-
sive computer background and expertise. Seeks
interesting situations in New England. including
contract or part-time. Let's talk: 603-465-7136.

MISCELLANEOUS

Verify OSHA’s compliance with radiation hazard
melers. General microwave. model 3. RF range
300 MHz to 18 GHz. $1,195. 702-386-2844.
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TELEVISION
HELP WANTED MANAGEMENT

Television start-up for full power station. 5 years
experience. Compensation with 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 managef. program manager, promotion
manager, tralfic manager and produclion manag-
er. Please send resume 10 Box M-17. EOE.

Traffic manager: Seeking energetic and ambitious
individual searching for a fast-paced challenge.
Ideal candidale will be a flexibie team onented
individual with prior traffic experience. Will be sale-
ly responsible for all aspects of traffic. i.e.. daily log
generation, contracl input, formalting, copy etc.
Human relalion skills a must. Resumes sent 10
WGOT TV-60. One Sundial Averue, Sle. 501, Man-
chester, NH 03103. EQE

KELP WANTED FINANCE

Corporate/controller: Midweslern based media
company seeks accountant/controlier to manage
corporate accounting and tax functions. Responsi-
bilities include financial stalement preparation and
consolidation; maonthly, quarterly and annual re-
porting: perform or assist in performing analysis
and reconciliation process; assist in the year end
audit coordination with independent accountants;
perform or assist in perlorming on-site television
slation audits; special projecls lhat may be as-
signed as needed. Posilion reports directly to CFO.
Proficiency with a PC, Lolus and experience work-
ing in a television environment required. Knowl-
edge of EEOQOC regulation a plus. The company
currently owns six recently acquired TV stations
which are located in the soulheastern and south-
western United States. The successful candidate
will have a minimum of 3-5 years of broadcasting
indusiry experience. This individual will be a team
player who will be involved in the fulure growth ol
the company as well as in managing the exisling
business. Company wants 1o hire the besl and the
brightest and is willing to pay salary and fringe
benefits necessary such a person. Send resumes
lo: Personnel Director, PO Box 1096, East Lansing,
Mi 48826-1096. EOE.

KELP WANTED SALES

Account executive: Exceptional opportunily for
self-molivated, high achiever with excellent com-
munication abililies and persuasive negotiation
and presentalion skills. Three 1o five years major
markel/major agency broadcasting experience
with in-depth TV sales knowledge. Must demon-
strale the ability and commitment to a felevision
sales career with strong sales knowledge and re-
search credentials. Resumes to: Mark T. Grant,
Generai Sales Mgr.. WLS-TV, 190 No. State Streel,
Chicago, IL 80601. No phone calls. EQE.

Trainer/client services representative: Software
vendor needs person with broadcast administra-
tion background, Enierprise Systems experience
helpful. Must be self-molivated, organized, and
have good people skills. Relocalion to Colorado
Springs and extensive travel required. Competitive
compensalion package. Send resume, reference &
salary history 1o: Box M-44. EOE.

Sales/marketing: Newsroom computer company
seeks experienced software sales professional to
expand current client base in US/Intn’l. Salary and
aggressive commission plan. No relocation. Send
resume to POB 7456, Baltimore. MD 21227, EQE.

Local account executive: West Texas affiliale
seeks local account executive. Requires exceilent
presentation and new development skills. and abil-
ity lo service existing agency and direct accounts,
Must be a self-motivalor. Prior experience and/or
degree preferred. Send resume (o Personnel Di-
rector, KLST-TV, PO Box 1941. San Angelo, TX
76202. EOE.

—_——

HELP WANTED TECHNICAL

Broadcast maintenance engineer: Minimum 2
years experience on Sony VIR's and Ampex 17
UHF transmitter experience a plus. Must have
working computer knowledge. A FCC or SBE certi-
fication preferred Send resume and salary require-
ments 10: KTKA, PO Box 2229, Topeka, KS 66601,
Alln: Mike Caudle, Chief Engineer. EEQ

TV maintenance engineer: Must have al least five
years expertience in Iroubleshogting all phases and
types of broadcast equipment. Competitive salary
and good benefits. Send resume and qualifications
to Box M-45. EOE, M/F.

TV engineering director/chiet engineer: Top-75
market Fox affiliate seeks an aggressive and moti-
valed individual to administer engineering depart-
menl. Minimum 5 years hands-on experience in
broadcasl engineering. Maintenance of full slation
equipmenl in¢luding high-band UHF transmitier, 1"
and 3/4" VTR, microwave, satellite, swilcher, rout-
er. analog and digilal circuitry, computers. Re-
quires FCC General Class permil or SBE certifica-
tion. $end resume and salary history to: WOKY-TV,
Personnel Office, PO Box 12650, Lexington, KY
40583. EOE.

Assistant chief engineer: For local TV station, 5
years experience, maintaining video/audio equip-
ment. RF, satellite uplink/downlink, ENG, fieid/stu-
dio, xmir/studio, digital and analog, newsroom
computers. Leadership abilities a musl. Send re-
sume to: Chief Engineer, WBRE-TV, 62 South
Franklin Slreel. Wilkes-Barre, PA 18773. EOE

Assistant chief engineer: Wesl Texas affiliate
seeks an assistanl chiel engineer. FCC or SBE
license required. Knowledge of Sony BVU and VP
34-inch tape systems, proficiency in lrouble-shoot-
ing. and repair of broadcast equipment a must
Degree and/or prior experience required. Send re-
sume lo Personnel Direclor, KLST-TV. PO Box
1941, San Angelo, TX 76902. EOE.

Maintenance engineer: Fuil time position available
for person with minimum three years broadcast TV
experience. Individuai must be familiar with all
phases of broadcast equipment. Send resume {0
Keith Townsdin, KADN-TV, 1500 Erasle Landry
Rd., Lafayetle, LA 70506. KADN TV is an EQE.

Chief engineer: UHF independent is looking for
hands-on chief. Successful applicanl should have
maintenance experience on both studio and UHF
lransmitter equipment. Minimum (hree years super-
visory experience as either chief or assistant chiel
required. Musl possess good communication skills
and be computer literate. Great opportunity with a
young, growing independent stalion in a very de-
sirable location, Send resume lo: General Manag-
er. KTVD-TV. 11203 East Peakview Avenue, Engle-
wood, CO 80111. EOE.

Sales/tower inspector: Nat'l (elecommunications
co. seeks tower inspeclor/sales with exp. pref, in all
phases of tower maintenance & erection. Great
travel oppty & bnits. Call 215-699-6284 or fax re-
sume to 699-6285. EOE.

HELP WANTED NEWS

Co-anchor: Top 75 market station in Southeast is
looking for polished communicator to complement
male co-anchor. Degree and minimum two years
experience at commercial station required. Must
have pleasing perscnality, and be willing to repre-
sent station at public events. Send resume to Box
M-30. EQOE.

Reporter/anchor: Still haven't found what we're
looking for! Earn valuable overseas experience
with award winning news team. with lock on West-
ern Pacific region. Computerized newsroom, multi-
ple live shots. state-ol-the-art production support,
retirement, profit sharing on tropical isle. Team
player, solid judgement and excellent writing skills
are a must. Send non-rel. tapes, relerences/re-
sumes the firsl lime by priorily mail to News Direc-
tor, Guam Cable TV, 530 W. O'Brien Drive, Agana,
Guam 96910. EQE.

CLASSIFIEDS Hu

We’re expanding! Need two reporters. Some
shooting required. Experience preferred. but will
consider entry level candidates. Rush nonreturn-
able tape and resume to: Dennis Fisher, News
Director, WJHL-TV, 338 Easl Main Sireet, Johnson
Cily, TN 37605. No phone calls please. EQE.

Weather anchor/reporter: Mississippi's news
leader is seeking candidates for our weekend
team. The successful applicant will also report 3
days a week. Experience is required. College de-
gree preferred. Send resume and tape 1o Michael
Sipes, PO Box 8887, Jackson, MS 39284. No
phone calls please. EOE.

General assignment reporter: WSMV-TV secks a
person with strong reporting skills, enthusiasm,
high energy and ability to communicate your infor-
mation so that people will pay altention to what you
say. Minimum 2 years experience. Send lape and
resume lo Alan Griggs, WSMV-TV, PO Box 4,
Nashville, TN 37202, EOE.

Reporter: A smail. but award-winning & aggres-
sive news operation needs a reporter with al least
one year's experience who can do it all: Shoot,
edil, and deliver a clear and compelling story. if
you're not afraid of hard work and long hours, send
resume and non-returnable tape (no Beta) to: Cheri
Haag, News Direclor, WVVA Television, Inc., POB
1930, Bluefield, WV 24701, Excellent fringe bene-
fits package. Absolulely no calls. No applications
accepted alter August 27. EQOE/MF.

Medical reporter: Greal slation seeks long-lasting
relationship with seasoned medical journalist. You
must have personality, plus demonstrated ability o
run, gun, and stun the compelition. Licensed
health care professional preferred. Rush creative
letter, resume, and non-returnable tape to: Dean
and Bob's News Haven, KCRG-TV, 501 Second
Avenue, S.E., Cedar Rapids, I1A 52401. EQE

Meteorologist: Weather animal needed for weath-
er powerhouse. Do you eal, breathe, and sleep
weather? Show us why you're the one. Degreed
meleorologist wilh AMS Seal preferred. Rush fetter,
resume, references, and non-returnable tape fo:
Dean and Bob's News Haven, KCRG-TV 9, 501
Second Avenue, SE.. Cedar Rapids. 1A 52401.
EQE.

Meteorologist: Award winning news station in a
beautiful western mountain market is looking for a
meteorologist with authority. Familiarity with Ka-
vouris, AMS seal, (or close to it), and background
in presenting user-friendly weather are important.
Minimum 3 yvears experience preferred. Idaho 8
aclively seeks minorities. Send non-returnable re-
sume tape to Tonia Ellis, Idaho 8 News Director,
PO Box 2148, |daho Falls, ID 83403. No phone
calls, please. EQE

Reporter: Degree and at least 2 years television
news reporting experience required. Send resume
& non-returnable tape (0: RP1-BM, PO Box 44227,
Shreveport, LA 71134-4227. EOE.

TV news producer (o write and produce elements
of fast-paced, daily newscasts and fealure seg-
ments. Should have show producing experience.
Must be crealive, with excellent writing, organiza-
tional and people skills. Send resume, non-return-
able Beta tape and leller {no calls) explaining how
you would do the job to Edward B. Scnimmel,
Assistant News Direclor, WPVI-TV, Suite 400, 4100
City Line, Philadelphia. PA 19131. EOE.

General assignment reporter: Applicant must
have the ability to generate stories on a daily basis.
Looking for someone who likes to work nightside.
Must have two years experience television repon-
ing. Send resume and tape to: Chuck Samuels,
News Director, WKBW-TV, 7 Broadcasl Plaza, Buf-
falo, NY 14202, No calls, please. EOE.

Anchor/reporter: Anchor needed for Western New
York's #1 morning newscast. Position will also re-
quire reporting on a daily basis. Applicant must
have two years experience in television anchoring
and reporting. Send resume and tape to: Chuck
Samuels, News Director, WKBW-TV, 7 Broadcast
Plaza, Buffalo, NY 14202. No calls, please. EOE.
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who can shoot video, edit and can do voice over.
EQE. Femnales encouraged to apply. Reply 1o Box
N-3,

Weekend anchor writes, produces, assigns. One-
person act (not including sports) for top-noich
news operalion. Weekday reporting. Strong live/ad
lib skills. Non-relumable tape (no Bela) to Brad
Rinehan, ND, WFMZ-TV, 300 East Rock Road. Al-
fentown, PA 18103, No calls. EOE.

News director: WCNC-TV, the NBC affiliale in
Charlotte, NC and home to NBC's News Channel,
needs an experienced journalist 10 manage our
award-winning newsroom. Qur newscasl was re-
cently named Best Newscas! in North Carolina by
AP. We seek a creative and dynamic individual
who can continue 1o grow our news audience
Previous news director promoted to President &
GM of sisler TV station. Prior news management
experience plus a college degree required. Send
resume, references, description of current duties
and news philosophy to Dept. ND, WCNC-TV, 1001
Wood Ridge Center Drive, Charlolte, NC 28217-
1901. EQE. M/F. No phone calls please.

News anchor: Looking for an experienced anchor
lo join our award winning newsteam. Must be able
to write, edit and report in the field. This is a main
anchor position. Please send resume and non-
returnable tape to Veronica Bilbo, EEO Coordina-
lor, KPLC-TV, PO Box 1488. Lake Charles. LA
70602. No phone calls please. EQE.

Co-anchor search continues: WLEX-TV seeks a
dynamic co-anchor for its 5:30. 6, and 11 p.m.
newscasls. Applicant wilt complement our male
anchor. Must be sirong on-air pertarmer as well as
solid reporter and strong wiiter. No beginners.
Minimum 3-4 years anchoring experience. An ex-
cellent opportunity for a molivated. crealive profes-
sional. BA/BS required. Non-reiurnable tape and
cover letter 1o Alan Liltle, News Director, PO Box
1457, Lexington, KY 40591. No phone calls. EQOE.
Minorities encouraged

Television news director: KTVN-TV Reno. Neva-
da. is looking for a news director who likes to
manage. Successtul candidate will bring personal
understanding and strong focused leadership 10 all
areas of Ihe News Department, be available lo and
motivale the staff, and work well as a member of
KTVN's management team. Two years experience
as executive producer or news direclor preferred.
Forward resume with references 1o Lawson Fox,
General Manager, KTVN-TV, PO Box 7220, Reno,
NV 89510, KTVN-TV is an equal opportunity em-
ployer.

Photographer: Work in the nalion's largest small
market. If it happens in Alaska, we're there. Mini-
mum 2 years experience in television news. Strong
N.P.P A, philosophy. Send non-returnable Beta SP
or 3/4” lape 1o: Barry Johnson, Chief Photagrapher,
KTUU-TV. B30 W. 4th Ave., Anchorage. AK 99501.
EQE.

ALL NEWS CHANNEL is looking for a newscasl
producer ready for the opportunity of a lifetime:
compeling against the other networks and winning!
3-5 years experience needed. Show us you can
wrile, produce and lead. College degree preferred.
Knowledge of satellite news gathering a plus. Re-
sume, wriling samples and non-relurnable tape lo:
Mike Mcintee, ALL NEWS CHANNEL, 3415 Univer-
sity Ave., Minneapolis, MN 55414 EQE.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Art director: Medium markel alfiliate seeks a high-
ly molivated individual 10 arl direct. Must have a
strong design background. Painl Box and MAC
experience desired. Slation graphics facility in-
cludes V-Series Paint Box, Picture Box, Infiniti and
Digital Suite with A-53. Working very closely with
Ihe crealive services director, Responsibilities in-
clude managing and directing graphics staff as
well as designing and execuling all slalion arl
needs. Send resume to Box M-49. EOQE.

CLASSIFIED:S: |

Entry level: Small markel. Seeks reporier/anchor Producer/director: Locking for creative, responsi-

ble, "take charge” producer/director. Must be
quick thinking, and ready to punch a fast-paced
prime news show. II you've never directed news in
a top 50 market, please don'l apply. Reply to Box
M-50. EQE.

Video librarian: A start-up dynamic cable nelwork
seeks an energetic individual to fill lhe position of
video librarian. This person will be responsiple for
lhe organization, maintenance, and classification
of all videotape and production elements. An ideal
candidate will have experience in produclion, li-
brary management. employee supervision, and
possess excellent computer skills. Send resume
and salary history to: The Travel Channel, 2690
Cumberland Parkway, Atlanta, GA 30339, Alin:
Video Librarian Opening. No phone calls. An equal
opporlunity employer.

Computer animator: News in Motion, the nation’s
only daily animated graphics service for television
news, has an opening for an experienced comput-
er animations artist. The ideal candidate will have a
background in designing daily news graphics on
deadline for broadcast, plus Macintosh experience
n 3-D modeling and animation. using programs
such as Infini-D, Macromind Director, and Photo-
shop. News in Molion is a growing division of
Knight-Ridder Tribune Graphics in Washington,
D.C. We produce daily satellile feeds for subscrib-
ers in local TV markets around the nation. Qur
graphics are ready for broadcast, state of the art,
dramatic 3-D animations thal explain elements of
the top news stories of the day. For this position,
Knight-Ridder Tribune oflers compelitive benefits,
a comfortable work environment in the National
Press Building in the nation's capital, and the
chance o break new ground in broadcasting. Sal-
ary will be based on experience. Send resume,
samples of work, and a letter explaining your inter-
esl to: Brian Seiferl, Execulive Producer, News in
Motion, 774 National Press Building, Washington,
OC 20045. EQE.

Advertising & promotion manager: KTVN-TV is
seeking an advenising & promotion manager. Will
be responsible for the creation and placement of
audience research based adverlising to support
our news and entertainmenl programing. Must
have thorough knowledge of writing and produc-
tion lechniques for television. Must be organized
and have strong interpersonal skills, Must be com-
fortable representing slation to the public. High
school degree required. Some college preferred.
Two years relaled experience. Send resume with
video lape 1o Lawson Fox. General Manager,
KTVN-TV, PO Box 7220, Reno, NV 89510. Tapes
will not be returned. KTVN-TV is an equal opportu-
nity employer.

KREM-TV, a group owned Northwest CBS affiliate
slalion in the 78th market is seeking a promotion
manager. You should have 2-5 years experience
with heavy news emphasis and come from an envi-
ronment where developing creative sirategies and
executing contemporary on-air production are on-
going. Send resume, reel (3/4” or VHS), and a one
page slalement of management philosophy to Hu-
man Resources Director, KREM-TV, 4103 South
Regal. Spokane, WA 99223, KREM-TV is an equal
apporlunity employer

Station relations coordinator: Columbia Pictures
Television Distribution seeks an experienced sta-
tion relations person 10 be New York based. Must
have prior experience in: first-run show station rela-
tions; network affiliate relations; or lelevision station
promotion. Send resume and salary reguirements
to: Columbia Pictures Television Distribution, Syn-
dication Marketing Dept., 3400 Riverside Drive,
Room 8-98, Burbank, CA 91505 EOE.

SITUATIONS WANTED KEWS

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

Meteorologist with years of experience, AMS seal
and awards. |.ooking 1o move. Stu 817-776-4844.

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

Reporter: My work may already be on your air.
Lel's make it exclusive, National news show (NYC-
based) field producer with reporing/anchoring
background seeking appropriate cn-air Opportuni-
ly. Columnbia U. master's, multiple awards. Energy
with polished competence. Tape and references
available. Lynne; 516-236-4082; fax 203-357-9195;
other replies to Box N-10.

Wait a minute! A TV wealhercaster with a meteoro-
logical broadcas! seal AND a personality? (and 5
yIs. experience). For weathercasts thal are accu-
rate, easy to understand and fun call John at 315-
682-8987 before somebody else does.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Post production manager/editor, "On" and "Oft"
Line, 3D animation, graphics, engingering, seeks
posilion with growlh polential, will relocate 407-
438-0675

MISCELLANEOUS

College grads and all others. Career Videos pre-
pares your personalized resume 1ape. Unique for-
mal, excellent rates. proven success, job search
assistance. 708-272-2917.

S
SATELLITE
MISCELLANEOUS

State of the art studio facllity with up-linking ca-
pacity and all inclusive equipment available for
lease {long term). Pertect for cable network start-
ups. Located in Miami. Excellent labor available
too. For further information contact: Studio Center
305-828-7231 or write 6175 N.W. 167th St., Build-
ing F. Miami. FL 33015. EOE

ALLIED FIELDS
NELP WANTED SALES

Account executive, media development: Indus-
try leading Barter Company and Media Buying Ser-
vice seeks individual with 3-5 yrs. slation, rep, or
syndication experience to call on stations, distribu-
lors, and service providers in broadcast industry.
Additional participation in print, cable and outdoor
likely. Broad industry awareness and familiarity
with “players” is imporianl. Sales ability, profes-
sionalism, and ambition essenlial. Altraclive com-
pensation and advancement opportunity. Moder-
ate travel, New York base. Reply (o Box N-8. EOE.

NELP WANTED NEWS

University of Florida-WUFT-FM: Assistant news
director/assignment manager. WUFT-FM seeks an
assistant news director/assignment manager. As-
sisls news direcltor in day 10 day news operations
in its award-winning, state-oi-the-art newsroom.
Helps supervisefirain student producers and re-
porters for daily newscasts. Assigns slories, covers
spol news and produce long form slories when
necessary. Bachelor's degree in Journalism/Com-
munications required. Master's preferred. Two
years full-lime broadcast news reporting, produc-
ing and anchoring required. Public radio experi-
ence preferred. Experience w/sludents helpiul.
Salary $21.470. Send resumefreferences, cassette
lape with sample newscast, spol stories and writ-
ing samples by Aug 27 to: Paul Smeyak-Chair,
Search Committee, 2104 Weimer Hall-Universily of
Fiorida, Gainesville, FL 32611. Women and minor-
ilies encouraged to apply. UF is an equal oppor-
{unity/affirmative action employer.
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NELP WANTED ADMINISTRATION

EDUCATIONAL SERVICES

Dean, College of Journalism and Communica-
tions, University of Florida. Duties: The dean leads
the College of Journalism and Communications.
The college has 52 facully, 85 staft and 1.650
students in the junior year through the Ph.D. level.
Components include deparnments of advertising.
journalism, public relalions and telecommunica-
lion; graduate division; WUFT-TWFM/W10UF
{PBS. NPR, and low power educational TV); WRUF-
AM/FM (commercial CBS and ABC affiliates); the
Brechner Cenler for Freedom of Informalion; and
lhe Knight Scholarship/Placement Center. The
master's and Ph.D. programs enroll 175 sludents
Each discipline in the college has been ranked
among the top ten in every national survey by
academics and professionals during the pasl ten
years. Endowments and pledges exceed $22 mil-
lion. Dean: The dean manages the overall teach-
ing, research, and service programs; coordinates
fund raising: oversees the operations of five broad-
casling stations; and represents the college 1o ils
publics. Salary: competitive. Qualifications de-
sired: Commitrnent to excellence in undergraduate
and graduate instruction, research, and service;
evidence indicative of administrative and ieader-
ship ability; earned doctorale or significanl profes-
sional experience in Mass Communications and a
commilment o diversity. Personsg seeking lo apply
musl respond in writing on or before November 1,
1993, and persons wishing lo provide nominations
must respond by October 10, 1993 to: Dean John
Krafl, Chair, Journalism Dean Search Commitlee,
College of Business Administration, 100 Bryan
Hall, University of Florida, Gainesville, FL 32611
Applications should be accompanied by a resume
and a hist of at least 3 references. The University of
Florida is an egual opportunity, alfirmative action
employer. Women and minorities are encouraged
to apply. The "Government in lhe Sunshine” laws of
lhe Stale of Florida require that all documents relat-
ed to the search process, including letters of nomi-
nation and reference and the applicalion, be avail-
able for public inspection.

FINANCIAL SERVICES

Immediate financing on all broadcasling equip-
ment. If you need $2.000-$500.000. Easy 10 qualify,
lixed-rate, long term leases. Any new or used
equipment & computers, 100% financing. no down
payment, No financials required under $50.000,
refinancing exisling equipmenl. Call Mark Wilson at
Exchange National Funding, 800-275-0185.

Sale/lease backs: Sell your equipmentl to Carpen-
ler for cash. Carpenler leases your equipment
back 1o you. You write ol lhe monthly payments
and pul the cash 1o work. Carpenter & Associates,
Inc. Voice 501-868-5023, fax 501-868-5401.

Equipment leasing: Application only to $50.000.
Up to $1.5 million with full financials. New and used
equipmenl. Allen Marshall, Broker. 404-227-8737.

EMPLOYMENT SERVICES

Government jobs $16,040-$59,230/yr. Now hiring.
Call 1-805-962-8000 exl. R-7833 for current federal
list

Jobs are now available in the radio and television
industry. Subscribe to "Hot Leads” a nationwide
newsleller, today 12 issues for $25.00. Send check
or money order 10 R&S Publishing Company, PO
Box 2233. Natick, MA 01780 for info call 1-800-
299-8554

Attention TV personnel: Newest TV jobs updated
daily on THE OPPORTUNITY LINE. Openings for
anchors/reporiers for news, spors, weather, and
syndicated shows. Top positions for producers,
wrilers, engineers and technicians. Information on
the hottest openings for upper level management
positions, and excellent paying jobs in lhe cable TV
industry. Call 1-900-680-5111. Only $1.95 per min.
24 hr. service. All jobs listed immediately. Get the
jump on the competition.

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

WANTED TO BUY EQUIPMENT

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

Tax-exempt organization needs cameras, 3/4”
VCRs, tripods, editing system. or any other TV
equipment you would like to write off your taxes call
800-569-8767.

FOR SALE EQUIPMENT

AM and FM transmitters, used. excellent condi-
tion. tuned and lesied your lrequency. Guaran-
leed. Financing available. Transcom. 800-441-
8454, 215-884-0888. Fax 215-884-0738.

Broadcast equipment {used): AM/FM lransmit-
lers. RPU's, STL's, anlennas, consoles. process-
ing. lurntables, aulomation, tape equipment, moni-
tors, elc. Continental Communications. 3227
Magnolia, St. Louis, MO 63118. 314-664-4497. FAX
314-664-9427

Computers: Complele 386 and 488 packages.
Low prices. Fasl delivery. Wrile, call, fax Morning-
star Group. PO Box 1010, Homewood, 1L 60430-
0010; voice 1-708-754-8998, fax 1-708-754-3557.

For sale: EMC2 digital, non-linear off-line editing
system. Lighlly used. Includes base system
w/Sarnsung monilor, Sony optical drive, O Tronics
keyboard and large 19" RGB monitor. 4.1 version
software. $25,000. Gelling out of the business and
need to sell. Call 404-827-3903 weekdays, and
404-512-8655 weekends and evenings.

Used/new TV/AM/FM transmitters, one watl (0
120KW, anlennas, cable/rigid line, microwave sys-
lems, dishes, MA/COM radios, repair, elc. Save
thousands. Broadcasting Syslems 602-582-6550,
fax 602-582-8229.

Save on videotape stock: Evaluated broadcast
guaranteed. Great for resumes, editing & dubbing.
3/4". 1" & SPs. Custom loaded VHS. Call 1.V.C. 800-
726-0241 VSMC

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

Video switches, 3M Model 101 verticle swilches
Ten in, one out, audio follows video. Large guantity
available. $185. 702-386-2844

TV transmitter, 50KW. Channel 19. RCA-TTU-60C,
pulsar, extra exciter, heat exchanger, filtorplexor,
spare parts, coax, etc. $25.000 Megastar. 702-
386-2844.

TELEVISION
HELP WANTED NEWS

METEOROLOGIST
Be on the cutting edge of local Television
News. Successful Gulf Coast FOX affili-
ate seeking Meteorologist’Communicator
to operate state of the art Triton i7 sys-
tem. We have the “toys” and tempera-
tures... if you have the talent and time.
Minimum 3 years experience and ¢ollege
degree. Send non-returnable tape, re-
sume and news philosophy to:
WFTX-TX
Mark Pierce/Station Manager
621 SW Pine Island Road,
Cape Coral, Florida 33991

We are an equal opporlunity employer

HELP WANTED NEWS CONTINUED

TV News Executives

CNN wants TV managers with business
news knowledge. Must be willing to train
young, highly motivated journalists and man-
age a rapidly growing newsroom. Line pro-
ducing experience preferred.

Anchors

CNN Business News is looking for TV an-
chors who understand business news and
enjoy the chase of a good financial news
story. Send resumes to:
Bill Tucker
5 Penn Plaza, 20th Floor,
New York, N.Y. 10001
No calls. EQOE.

MANAGING
ERDITOR

Sharp editorial insights and
superb peopie skill are
required for our network
newsroom in the NYC area.
If you have solid experience
polishing material, leading a
team, and outsmarting the
competition, send a resume,
summary of accomplish-
ments and management
philosophy to:
Box FE 196
360 Lexington Avenue,
12th Fleor
New York, N.Y. 10017

An Equal Opportunity Employer MWF

WEEKEND

SPORTSCASTER

WBAL-TV, a CBS Affiliate, has
immediate opening for an aggres-
sive weekend Sports Anchor.
Must be a self-starter with strong
background in sports reperting &
producing. Become a part of our
aggressive Sports Team.
Women and Mincrities are
encouraged to apply.
Contact: David Roberts
News Director
WBAL-TV
TV Hill
Baitimore, MD 21211

== WBALEITV
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HELP WANTED MANAGEMENT

TRAFFIC MANAGER

Faslt-paced unique regional sporls network opera-
tion seeks energetic angd ambilious Tralfic Manag-
er searching for a new challenge. Prior manage-
ment experience preferred. BIAS lralfic system
knowledge essential. Resume to: Gen. Mgr.
SporlsCom. 5251 Gulfion. Houslon, TX 77081 Fax:
(713) 661-5601. EQE.

HELP WANTED PROGRAMING

PROMOTION & OTHERS CONTINUED

HELP WANTED FINANCE

HELP WANTED PROGRAMING
PROMOTION & OTHERS

¥k oy, K
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Senior 4
Broadecast
Publicist

The Disneyland Publicity
department, responsible for all
print and broadcast news pub-
licity for the world-famous
Anaheim, California Theme
Park, is looking for a dynamic
individual with a proven track

record in TV news reporting
and producing.

*

As our Senior Broadcast
Publicist, you will be responsi-
ble for producing video press
kits, working with TV stations
around the country, coordinat-
ing both taped and live news
stories from Disneyland, and
representing the Park to news
media around the globe. The
successful candidate will have
at least 5 years of professional
experience, and will be able to
bring creative and innovative
ideas to the job. This person
must have the ability to coordi-
nate a multitude of producticns
and projects simultaneously.

We offer a salary compen-
sation package which includes
excellent employee benefits.
For immediate consideration,
please send resume, demo
tape and salary requirements
(resumes without salary require-
ments will not be considered),
to: Disneyland, Professional
Staffing, Dept. P-27-93, 1313
Harbor Blvd., P.O. Box 3232,
Anaheim, CA $2803. Equal
Opportunity Employer.

Disneyland.

® The Walt Disney Company

NEW EDUCATIONAL CHILDREN’S SHOW
NUMBERS ALIVE!

Maryland Public Television, a six-station public TV network, is beginning production of a
13-part educational series on mathematics for children ages 9-12. We have an exciting job

opportunity available on this project:

SERIES PRODUCER

($32,515 - $38,727)
Requires BA or BS degree and minimum of live (5)
years producing experience in educational. dramalic
or children’s television
Position responsibililies include:
* Supervision of production stafl. including producers.
direclors. edilors and artisls.
* Coltaboration with project stalf in development of high
quality, visually inleresling. inslruclionally valid and in-
lellectually stimulating scripis.
* Schedule and supervise all production activilies. in-
cluding pre-proguction planning. graphics design. dra-
malic production and post-production.

Interested candidates should send resume and cover letter by August 13th to: |
Human Resources Department m PL
Maryland Public Television
11767 Owings Mills Blvd., Owings Mills, MD 21117
MPT IS AN AAEEQ EMPLOYER

UNIT MANAGER
($27,942 - $33,275)

Requires BA or BS degree and lwo years expernence i
financial management in telewision selting. Experience
must include budgel development/maintgnance and
other proguction adminislration aclivities. Proliciency in
Lotus 1-2-3 {or olher spreadsheel soltware) essential.
Posilion responsibililies include:

* Creation and elieclive management of complex pro-
duction budgels.

* Preparation ol all tinancial reports for internal fexter-
nal ytilization

* Mairain recenl budgets/lega! records of ail educa-
tional projecls within the overali guidglines ol the de-
pariment ang Maryland Public Television

DOING GREAT WORK?
MAYBE IT'S TIME
TO ANSWER AN AD!

You are a talented
PROMOTION PRODUCER and
have given your News Department
solid and creative daily promotion.
Respond To This Ad
because we are very interested in
you!

Women and Minorities are
encouraged to apply.
Contact: Kerry Richards
Dir. of Adv/Promotion
WBAL-TV
TV Hill
Raltimore, MD 21211

—== = WBALWITY
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HELP WANTED TECHNICAL

WANTED:
Technical Director

If you're the hottest TD in town, KDFW-
TV has an immediate opening, just for
you. With 3-5 years experience on GVG
300 and K-Scope and the desire 1o work
for a growing station, you could be enjoy-
ing Texas. Send your resume and fape
today.

Mark LeValley, Mgr. Studio Ops
KDFW-TV
400 N. Griffin St.
Dallas, TX 75202

ECE, no phone calls, please.

MISCELLANEOUS

When it comes fo successfully pro-

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

CABLE
HELP WANTED NEWS

NEWS WRITERS/
EDITORS

NBC DESKTOP NEWS is expand-
ing and needs writers/editors
for multimedia news service
venture.

Strong candidates should be
computer literate, succinct writ-
ers/editors who have journalistic
experience, solid news judgment,
the ability to think creatively
while summarizing events for
corporate clients, and proven
ability to work under continual
deadline pressure.

Please send your resume to:
Personnel Associate

NBC Cable

2200 Fletcher Avenue
Fort Lee, NJ 07024
An Equal Opportunity Employer M/F

L J
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EMPLOYMENT SERVICES

r—---—---——,

| california Broadcast Job Bank |
| For application information call |
(916) 444-2237 |

I California Broadcasters Association I

L_—_——-----‘

BEGINNING A TV NEWS CAREER?

Get an edge!

Offering performance
coaching and demo tape
production for news and
sports anchors/reporters.
Phone: 408-446-3323

mepial

Press[T] Radio jobs, updated daiiy
Television jobs. updated daily
[3] Hear "Talking Resumés”
[ To record “Talking Resumés” and |
employers to record ‘ob openings
[5] Entry level posiions

" Hundreds Of TV/Radio Jobs.
[3" Jobs In Large & Small Markets.
[ Inexpensive And Refiable.

To start subscription today cal

1-602-797-2511

$6.951 ssue $19.954 issues  $39.95 12issues
or gand check to:  Media Grapevins
117 Harrison Bivd. Sufte R-347 Chicago, 1L 60605

For jobs via the phone cal!

1-900-787-7800

£1.89 por min.

3 9 8. 6868008000805

Arosnos o 2.3 mrd. Avg Cont 35685
Matheve & i pnone and be 15 yean o dider
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150-200 JOBS EACH WEEK
BROADCAST EMPLOYMENT WEEKLY

We're a job listing pub. with all the info you need!
* All radio posilions * Alt opening dates published
' TV engineering jobs * Nationwide listings

1-800-922-JOBS

e CLASSIFIEDS —

FOR SALE STATIONS CONTINUED

FOR SALE

MAJOR SOUTHWESTERN MARKET—
FULL 100,000 WATT CLASS C FM CP.
SIGNAL WILL COVER
CLOSE TO A MILLION PEQPLE!
HOT GROWTH AREA. ASKING $35,000.
CRAIG—914-643-9235

TV JOBS
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

FOR SALE EQUIPMENT

Super Opportunity

AM-TaIk-High% Profitable

Cash Flow 325K pius - Million Market. South-
west-Boomtown - Available 3X cash flow - 1/3
down - Owner carry 7 years (« 7% - Cash Flow
Returns Down 1st year. Xmitr Land can Be pur-
chased or leased Long term - Studio Rent Free -

Brokers Protected - Call Dante (310) 822-9923.

RADIO
MISCELLANEOUS

Lum and Abner
Are Back
...piling up profits
for sponsors and stations,
15minute programs from
the golden age of radio.
PROGRAM DISTRIBUTORS ® PO Drawer 1737
Jonesboro, Arkansas 72403 & 501/972-5884

SAVE OUR PLANET
SAVE YOUR MONEY.

Qur recycled evaluated video tapes are
guaranteed as good

as new for less than

1/2 the price.Order:

(800)238-4300 mEEECECECEN

WANTED TO BUY STATIONS

TV SYNDICATION COMPANY WANTED

INDIVIDUAL SEEKING TO
PURCHASE SMALL, SUCCESSFUL
TV SYNDICATION COMPANY.
TRACK RECORD NECESSARY.
CALL 601-352-6673.

FOR SALE STATIONS

S.FLAFULLCFM
HADDEN =
Assaciates
QOrlando

FOR SALE

Full~dar, individual seminar for radio investors, given
privately to you. Group owner/operator with 22 years
expenence and ex-NAB General Counsel explain
station ssarch, negotiation, financing FCC rules,
takeover, and many other topics you choose. Leam
how to buy in today's enviranment. Call Robin Martin
or Erwin Krasnow today for details and a brochure.
The Deer River Group
Washington, D.C.—(202) 659-3331

BROADCASTING & CABLE’S CLASSIFIED RATES

All orders 1o place classitied ads & all correspondence penaining
'o fhis section shouid be senl to. BROADCASTING & CABLE,
Classihed Depadmeni. 1705 DeSales St., N.W., Washinglon. BC
20036. For information call (202 659-2340 and ask for Mitzi Miller

Payable In advance. Check. money order or credit card (Visa
Maslercard or American Express). Full and correct payment mus!
accompany all orders, All orders must be in wailing by either letier
of Fax 202-293-3278. It paymenl 1s mace by credit card. indicale
card number, expiration date and daybme phone number

Deadiine is Monday at roon Eastern Time for the followisg Mon-
day's 1ssue Earlier deadines apply for issues published during a
week conlaming a legal holiday. A special nolice announzing (he
earlier deadline wili be published. Orders. changes. and/or cancel-
lations must be submuiled n witing NO TELEPHONE ORDERS
CHANGES. AND/OR CANCELLATIONS WILL BE ACCEPTED
When placing an ad, indicale the EXACT calegory desired. Telew-
sion, Radio, Cable or Allied Fields: Help Wanled or Siluatians
Wanled. Management, Sales. News. efc. I this information 1s omil-
led. we will delermine the appropriate category according lo the
copy. NG make goods will be run if all informalion 1s not ncluded
No personal ads

The publisher 15 nol responsibie fur ercars N prining due o illegible
copy- - all copy musi be clearly typed or printed Any and all errors
must be reponed 1o the Classilieg Adverlising Cepartment within 7
aays of publication dale. No credils or make goods will be made on
efrors which do not malenally atiect The advesdisement

Publisher reserves the right (o aller classilied copy Lo conform with the
provisions of Tile VI of the Civil Rights Act ot 1984, as amended.
Publisher reserves the right 10 abbreviate. aller. or reject ary copy
Rates: Classilied lLstings (ron-display). Per issue: Help Wanied:
$1 60 per word. $32 weekly minimum. Situalions Wanieu 30¢ per
word. 316 weekly minimum. All olher classifications: $1.60 per
woid, $32 weekly minimum

Word count: Counl each abbrewation. initial. single figure or group
of kgutes or letlers as one word each. Symbols such as 35mm
COD. PD. eic.. counl as one word each A phone number with area
code and the Zip code counl as one word each
Rates: Classified display {mwmimum 1 inch, upward in hall inch
incrernents). Per issue. Help Wanted: $138 per inch. Suations
Wanled $69 per inch. All other classifications. $138 per inch. For
Sale Stations. Wanlea To Buy Stations, Public Notice & Business
Oppartunities advertising require display space. Agency COminis-
sion only on display space. Fieguency rales availabie
Blind Box Service: {in addition lo basic adverlising cosls) Situa-
tions wanied. No charge. All other classilications: 518 per ad per
1ssu¢ The charge for the blind box service applies 10 advertsers
running halings and display ads Each adverlisement imust nave a
separate box number. BROADCASTING & CABLE will not forward
1apes. ranscrip