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Stations opt for second channels Networks aren’t the only ones finagling cable channels out of
retransmission consent: a growing number of stations are using their leverage to acquire channels for
regional news services, news and talk services and entertainment programing. / 8

Birth of a giant? Entertainment companies Viacom and Paramount Communications are reportedly
discussing a stock swap that would leave Viacom as the surviving entity. / 10

Fox asks affiliates to postpone retransmission deadline With some major cable opera-
tors balking at the price tag, Fox has asked its affiliates to give cable operators 60 days of free retransmis-
sion consent while it attempts to sell MSO’s on its new FX cable channel. The extension, endorsed by the

affiliate board. would take effect Oct. 6. / 11

after two nights, / 14

support an additional round. /15

The critics on ‘Chase’: all thumbs down Critics hated it,
but the word out of Fox on The Chevy Chase Show was “ratings.”
According to the Nielsen numbers, Fox says, the new talk show led
The Tonight Show with Jay Leno in all key demographic categories

Does more baseball mean more ads? Major League
Baseball team owners voted overwhelmingly last week in favor of
restructuring into three leagues to allow for more post-season playoff
games. Ad agency executives questioned whether the economy could

T R s
ESPN’s half-price baseball deal; $250
million for next six seasons / 15

PROGRAMING
A la carte from BET

At a time of increasing competition in the black/urban
cable market, Black Entertainment Television is ready
to enter a new contender. The as-yet-unnamed a la
carte service (details to come Sept. 21) capable of
showing a profit with as few as 5 million subscribers,
says BET President/CEO Bob Johnson. / 24

How many black

households?
Producers of programing
targeted to African
Americans contend that
Nielsen samplings and
Census Bureau estimates
underrepresent the num-
ber of black households
in the U.S. The miscount-
ing, they say, has a
spillover effect on ad rev-
enues. “Everybody is waiting for the day,” says Soul
Train Executive Producer Don Cornelius, “when
Nielsen becomes more responsive to what the real

Corneliys: mines uer-
counted in ‘general ratings’ / 26

American television universe is.” / 26

‘Donahue’ selling through '96

Multimedia Entertainment has wrapped up more than a
half-dozen major-market license renewals for Donahue
through the 1995-96 season, suggesting that whatever
political ambitions the talk show host may have are on
hold for at least the next three seasons. / 28

Why the networks should play to

their strengths

Former CBS President Gene Jankowski asks, if view-
ers watch cable programing for its no-holds-barred,

graphic appeal, why is the most popular drama on
cable Murder, She Wrote? / 32

RADIO

Audiences for radio networks drop

The latest RADAR analysis of radio listening finds
that audiences for network programing are down 6.3%
from fall 1992. Much of the loss can be attributed to
the realignment of the Westwood One networks, in
which four networks were merged into three and lis-
tenership dropped 18.7%. / 36
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“Cable audiences are vastly smaller than network audiences. Why would anyone
want to imitate that?”—Former CBS President Gene Jankowski on efforts by
broadcast network producers to duplicate the appeal of cable programing. / 32

=

&

|
|

Burying the radio-cable hatchet

Lowell (Bud) Paxson, aggressively building a radio
group in Florida’s largest markets, is negotiating with
cable operators in the state to use his radio sales staffs
to sell advertising time on cable channels. Most radio
broadcasters are wary of such cooperative deals with
their cable competitors. / J6

Cable offers access to

computer networks

Zenith Electronics is testing a system in which home
computer users can tap into their cable lines for access
to computer networks. A cable system manager in
Provo, Utah, where testing of the Zenith system is
under way, says that using software like WordPerfect
from remote locations via cable lines is about as fast as
accessing it from a hard drive. /

White House

input sought on
telecommunications
Senator Daniel Inouye and his
communications subcommittee
heard testimony last week from »
industry witnesses about opening
the telephone and cable busi-
nesses to competition. But
where, the senator wanted to
know, were the administration
witnesses? /

Inouye: waiting to hear
from administration / 44

On the Cover:
Michael and Roger King,
the reigning royalty of
prime access, “are
poised to acquire, poised
to expand” into first-run
network prime time
programing, kids program-
ing and, if they can just
find a “hole,” “Hollywood
Squares.” / 17

Photo by: William Coupon

Changing Hands................... 42 Editonals .........
Closed Circuit ....uu.u..... e 65 Fates & Fortunes
Datebook ....vvevveiiiiiiiiieenn 60 Fifth Estater......

Broadcasting & Cable Sep 13 1993

Cut in ad deductibility

considered unlikely

For the third time in the past six years, lawmakers and
advertising industry representatives blasted a proposal
that would require amortization—-rather than an imme-
diate, 100% write-off—of advertising expenses. The
level of congressional opposition makes it unlikely that
a bill will ever come out of subcommittee, says a
Congressional Budget Office economist. / 45

ADVERTISING & MARKETING

New York 1 at year 1
Regional news channel New York
1 News claimed $6 million in ad
revenue as of its first anniversary,
well below its break even point
but ahead of what some national
cable networks might expect to
bring in after several years, [t
expects a boost from spending in this
fall’s race for mayor. / 46

Philly stations air anti-violence campaign
Philadelphia NBC affiliate KYW-TV will contribute a
third of its local airtime on Tuesday to public service
announcements and phone-ins regarding domestic vio-
lence. The station’s nationally syndicated talk show
hosts—Maury Povich, Montel Williams and Les
Brown—have prepared shows on the issue to air con-
currently with KYW-TV’s programing. / 47

New Nielsen rankings

Forty-six of the top-100 markets received new market
rankings last week, thanks to Nielsen’s annual recount
of television households. / 47

TECHNOLOGY

DirecTv presses program access case

A federal judge’s ruling that the Primestar consent
decrees did not violate the Cable Act’s program access
guarantees has not deterred DirecTv—and in fact may
have encouraged it. The soon-to-be direct, broadcast
satellite programing provider says it will complain to
the FCC about what it considers exclusive programing
agreements between DBS competitor United States
Satellite Broadcasting on the one hand and Time
Warner and Viacom on the other, / 45
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TV stations go for the channels

By Steve McClellan
and Rich Brown

ust as the broadcast networks are

leveraging carriage rights to

launch national cable services, a
growing number of TV stations are
using it to create their own local cable
channels.

Evidence of the trend:

® Cox and Times Mirror are trying
to start up news channels in each of
their markets.

® The Providence Journal’s four
stations in the Pacific Northwest are
putting together a regional news ser-
vice,

B Chronicle Broadcasting’s KRON-
TV San Francisco plans a news-and-
talk channel.

m Jefferson-Pilot has a deal to
taunch a generul entertainment service
in Richmond, Va.. and is working on
one in Charlotte, N.C.

Other channels are in the works. In
the end, media watchers say, scores of
broadcaster-owned local channels may
emerge from the Sturm und Drang of
retransmission consent.

“*Negotiations haven’t been easy,”’

inouye backs off

Senator Daniel Inouye (D-Ha-
waii) last week said he is no
longer interested in Justice's
scrutinizing cable operators’ re-
transmission-consent  dealings
for possible collusion. “lt's
moot,” the chairman of the com-
munications subcommittee says.
“The networks and cable opera-
tors have apparently resolved
this matter,” he says. Each of the
four broadcast networks has cut
retrans deals with at least one
cable operator, trading permis-
sion to carry their broadcast sig-
nals for cable carriage of their
new programing services. lnou-
ye denied widespread specula-
tion that his call for Justice to
investigate had been prompted
by CBS. "l was getting calls and
letters from all over the country,

including Hawaii,” he says.

A growing number of local broacdcasters are using retransmission consent to obtain
cable distribution for new local channels like Tribune’s ChicagoLand.

says Cox President Nicholas Trigony.
Major hurdles include ownership, sub-
scriber fees, channel capacity, content
and who handies advertising sales, he
says. “"Like any other negotiation, it
looks like things are going to come
right down 1o the end.”

Congress last year gave broadcast-
ers the right to seek compensation
from local cable systems wishing (o
carry their signals. Cable operators
have been reluctant 1o pay cash for
broadcasters™ retransmission consent.,
but they have been wiiling to provide
cable channels for new services.

In some cases, the broadcasters
have settled for a cable channel alone.
In others, following the lead of the
networks. they have insisted on chan-
nels plus a monthly subscriber fee.
Some broadcasters and cable operators
are talking about joint ventures,

The decision to launch a channel is
often way out ahead of plans to pro-
gram it. News Is most popular as
broadcasters seek to make greater use
of their costly news operations. But
some broadcasters are proposing en-
tertainment programs with locally pro-
duced specials, talk and other infor-
mation-based shows.

The flurry of second channels is a
“logical progression™ from the local
news inserts that hundreds of broad-
casters have been providing for CNN

Headline News and other services,
says David Bartlett, president. Radio-
Television News Directors Associa-
tion.

“TV news has a very high fixed
cost.”” he says. “‘But it's not very
expensive to repackage and resell it in
different murkets or down different
paths. [ think you're going see lots
more of it.””

But not all are sure they want 10 see
more of it. “It's kind of self-defeat-
ing."" says Howard Nass. senior vice
president of spot broadcast, Foote,
Cone & Belding. What, he asks. is the
financial inccntive for broadcasters to
create cable programing that will hold
little interest and take viewers away
from their over-the-air service?

For local cable carriage, the four
Times Mirror stations are offering re-
transmission consent and demanding
no subscriber fees. The stations are in
Dallas and Austin, both Texas; St.
Louis, and Birmingham. Ala.

In Dallas, Jeff Rosser, general man-
ager of KDFW-TV, says he plans to ask
CBS and syndicators for permission to
time-shift some entertainment product
to the new cable channel. He suppors
CBS’s tentative plans to time-shift
some of its programing for its national
service.

Rosser says he hopes to meet with
other broadcasiers proposing new

Sep 13 1993 Broadcasting & Cable
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channels this fall to discuss coopera-
tion. Stations could exchange news
feeds or other programs or band to-
gether o buy entertainment program-
ing for the channels, he says.

Cox’s wPXuTv) Pittsburgh got the
ball rolling for the broadcast group
earlier this year by announcing a new-
channel deal with Tele-Communica-
tions Inc. The service will comprise
news and public affairs programing, at
least at first, says Cox’s Trigony.

Cox is trying to launch cable chan-
nels in all of the markets with mixed
results, Trigony says. Cox has reached
agreements with some systems to
launch a channel in Charlotte, N.C..
and Orlando, Fla., he says. It’s having
a tougher time in Atlanta, where Cox
is headquartered. “*Eventually. these
channels will change depending on
what the audience wants,”" says Tri-
gony. “"What you see now is not nec-
essarily what you'll see two or three
years down the road.’”

In Seattle, Providence Journal’s re-
gional cable news channel will be
overseen by Bob Jordan. former news
director at NBC affiliate KING-TV.

Three other King-owned stations in

Washington, Oregon and Idaho are in-

volved in Northwest Cable News. Ac-
« cording to Jack Clifford, president of
parent Providence Journal Co., the
new channel would cover about 2 mil-
lion cable homes in the region.

Clifford says the venture has com-
mitments so far from cable systems
with about a million subscribers.
Those systems have agreed to pay a
subscribers fee to partially offset
costs, although Clifford doesn't fore-
see the channel operating at break-
even until the fifth year.

Jefferson-Pilot’'s wwaBT-Tv  Rich-
mond, Va., has signed a deal with
Continental Cablevision, the largest
operator there (125,000 subscribers,
about half of the cable universe) to
launch a new local channel about the
middle of next year. confirmed the
station’s controller, Paul Escobar.

The channel would cover local
news, special events and sports. Con-
tinental has agreed to carry WwBT-TV
in all of ity communities in the market
on channel 12, the station’s over-the-
air position. And the deal gives Conti-
nental ad time on the new channel,

In  Charlotte,  Jefferson-Pilot’s

WBTV-TV has tentatively struck a re-
trans deal with Time Warner there.
GM John Hutchinson confirms the
deal, but declines comment on reports
that it includes a second channel.

KRON-TV plans a 24-hour channel of
news with a large component of talk,
all of which would be locally pro-
duced. Systems with about 80% of the
cable customers in the market have
committed, says news director Al
Holzer, who is overseeing the effort.

Retransmission consent is also giv-
ing a boost to existing broadcaster-
owned local cable news networks.

Tribune and Jones Intercable last
week struck a deal that will put Tri-
bune’s ChicagoLand Television re-
gional news channel into an additional
178,000 cable homes in the Chicago
market. The nine-month-old service
will now reach half of Chicago’s 1.3
million cable homes. Jones agreed to
carry the service in exchange for re-
transmission-consent rights to Tri-
bune’s popular WGN-TV Chicago.

In Washington, sources say that
Allbritton  Communications’  News-
Channel 8 has also become a bargain-
ing chip in retransmission talks. m

Viacom-Paramount
merger in works

The Viacom-Paramount talks have been the subject of
industry speculation for months. But last week, the
rumors gained a good deal more credibility after a
Paramount board meeting in which company directors
were briefed on the talks.

According to the Wall Street Journal, the current
talks involve a stock swap merger where Viacom
would be the surviving entity. Viacom Chairman Sum-
ner Redstone would control the merged company with
a 30% ownership interest. Viacom is roughly valued at
$8 billion and Paramount at $7 billion.

The prospect of a merger is drawing mixed reaction
from observers including some wheo question whether
Martin Davis, .chairman of Paramount Communica-
tions, has waited too long to make a move.

Perhaps viewed as the biggest asset is the com-
bined creative auspices of the two companies, includ-
ing the successful Paramount network and syndication
arms combined with Viacom’'s cable channels.

“It's a brilliant move,” said L.ee Masters, president-
CEQ, E! Entertainment Television. “There are a lot of
creative and financial efficiencies that can be taken
advantage of. When you look at the Paramount TV
division, Paramount motion pictures, the MTV net-
works and the creative juices that come out of that
place, this is just such a great fit."

It is reported that Viacom Chairman Sumner Redstone
would own 30% of the newly formed company.

The marriage of the two companies will also have an
impact overseas, according Joe Zaleski, former presi-
dent of Viacom Enterprises. "It [a merger] would give
Paramount a whole new dimension. Viacom’s cable
systems and the four television stations offer the stu-

dio a much broader channel of distribution. The MTV j

Networks already have a strong presence in Europe

and Latin America, which Paramount could possibly .

use as a springboard to create other delivery systems
in other parts of the world.”

A tormer Paramount executive says although the
merger will fill holes in both companies, Davis has
done too little, too late. “They are going to be a very
strong company. Paramount lacks distribution, owning
only haif a network. Viacom is the perceived stronger
company. —SC,SM

10
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Fox wants more time for retrans talks

It asks affiliates to give systems 60 days of free consent while it continues to negotiate

By Joe Flint

filiates to give their local cable

operators 60 days of free retrans-
mission consent so the network can
continue to negotiate with operators
for carriage of its FX cable network
and its affiliate stations.

The affiliate board of governors met
in Los Angeles last week and chose to
recommend that all Fox affiliates grant
the "*60-day status quo™ effective
Oct. 6.

Should affiliates go along, Fox will
have bought itself more time to talk
with  operators, including Time
Warner, Continental, Comcast, Cab-
levision Systems and others that have
not signed on with the Fox plan. Fox
currently has lined up systems totaling
19 million subscribers.

Fox is offering operators carriage of
its local affiliates in exchange for car-
riage of its new general entertainment
channel, FX, at 25 cents per subscrib-
er.

Fox will then give affiliates a 7-cent
cut from the fee, or 5 cents if affiliates
want an equity interest in FX.

But the above-mentioned operators
and others have balked at the 25-cent
price tag. With ABC, CBS and NBC
working on cable networks at a sub-
stantially lower price, operators want
Fox to cut its price.

One operator says that although he
is against paying 25 cents for the ser-
vice now, he would not necessarily
object to an increase—depending on
how the channel fares—in the future.

ABC and NBC have structured their
deals to start in the 10-cent range and
steadily increase during the life of the
contract.

Fox affiliates are also facing pres-
sure from their local cable operators.
In many markets, all the stations—
with the exception of Fox—are signed
or are at least talking with operators.
Cable operators are warning Fox affil-
iates to get on systems now or face
losing their channel space. Under that
pressure from systems, many Fox af-
filiates wanted to negoliate their own
deals.

But Fox is keeping them together to
give the cable industry a united front
with which to deal. Said the affiliate

F ox Broadcasting is asking its af-

board: ‘*“We recommend that all Fox
affiliate stations grant a 60-day “status
quo’ period of free retransmission
consent to cable operators effective
Oct. 6, 1993.”

mendation is unclear, Cable operators
contacted by BROADCASTING & CABLE
confirmed that some affiliates had al-
ready contacted them about carriage in
case the FX plan falls through.

Whether it would be smart for affili-
ates to give up on a plan that has
already put close to $18 million in a
revenue pool to be split among affili-
tates remains to be seen. Some fear the
risk is greater than the reward. Should
Fox lower s price, it is unclear
whether affiliates would also take a
smaller piece of the pie.

Fox is expected to start a new round
of negotiations this week with the top
cable operators that are stitl playing

hardball.

What else is carried in that recom-

Dispatches from the retrans front

There still are broadcasters who want money or nothing in the battle over
retransmission consent. .

® One such group owner, LIN Broadcasting, is engaged in a war
against TeleCable in suburban Dallas over that system’s decision to drop
LIN's kxAs-Tv on Sept. 20. LIN has launched a massive public relations
campaign that it says has led to 55,000 subscribers sending postcards
reading “Keep My 5 or Cut My Cable” to TeleCable’s offices.

LIN President Gary Chapman says the effort began after “TeleCable
basically walked away from the negotiating table, wrote misleading letters
to our advertisers, ran ads attacking our station and, finally, notified our
viewers that we were being moved to Siberia on the dial.”

TeleCable VP J.T. Hendricks replies: “All we have done is written the
facts; the laws were written by broadcasters. We do not want to take them
off. LIN is picking on us because we are the right size {120,000 subs in
Plano, Tex.]; they won't pick on TCI in Dallas. | admit we will lose
subscribers {by dropping the station], but they will lose an awful lot.
People won't switch off their cable to watch the local news. | suggest they
quit the kid stuff and come to the table.”

= While little has been heard from group owners Gannett Broadcasting
and Group W on retransmission consent, they are talking with cable
operators. “We are talking to everybody and hope to have agreements in
place. Our position has never been straight cash; we always felt some
mix would get us where we want to get,” says Group W VP John Spinola,
who is part of the negotiating team for Group W's TV stations.

Gannett TV President Ron Townsend declines comment on the status
of the group’s negotiations. Cable operators in Gannett markets say that
in some cases deals are close to completion. Gannett, according to
cablers, is willing to trade carriage for ad inventory on systems, promo-
tional spots, mailers in monthly cable bills and, perhaps, options for a
second channel.

m Cablevision Systems’ Charies Dolan has a problem with giving up
channel capacity for broadcasters, according to industry sources. But
many speculate he is close to signing a deal with Tribune in which
Cablevision would carry Tribune stations free as incentive to pick up the
Television Food Network. Dolan could not be reached for comment. Why
Cablevision has yet to make a deal with NBC remains a mystery. —JF
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Goldie Hawn was far Ifriendlier to Chevy Chase on his new show than TV critics.

Bad reviews, good ratings
for ‘Chevy Chase’ debut

Fox’s new late-night show tops competition on first night,
but critics almost universally turn thumbs down

By Steve Coe

“The new model Chevy is an Ed-
sel.”'—Ton Jicha, critic, Fort Lau-
derdule Sun-Sentinel
]
ox’s The Chevy Chase Show de-
buted last Tuesday to a warm
reception from viewers, but per-
haps the harshest critical comments of
any late-night show in history. In its
first outing the show averaged a 5.7
rating and a 13 share in Nielsen na-
tional ratings, making it the evening’s
top-rated late-night show,

Wednesday's rating dropped 28% to
a 4.1/10, second to CBS's The Late
Show with David Letterman which, in
a later time period and with more lim-
ited coverage, averaged a 6.6/21.
NBC's The Tonight Show, with the
strongest station lineup of any late-
night show, pulled a 3.0/9 on Wednes-
day after a 3.3/10 on Tuesday.

Chase awoke Wednesday to blister-
ing reviews from many of the coun-
try’s critics. **1've never seen an actor
or performer lose it like that before,*”

said Jicha. **You just had to feel for
the guy—feel pity, that is—to see a
guy’s career die like that right before
your eyes.”’

“There’s no tactful way to put
this,"” wrote David Glasier in the
Clevelund News-Herald.  **Opening
night for The Chevy Chase Show was
one of the biggest bombs in TV histo-
ry. Chase laid an egg the size of
Cleveland’s Terminal Tower. We're
talking a debacle of epic propor-
tions.”’

Fox and Chase were not without
supporters. The Hollvwood Reporter
gave the show a positive review after
opening night. **“Tuesday night’s pre-
miere of the new late-night talker also
was visually splashy, refreshingly co-
medic and surprisingly mature. It
sometimes missed. but more often
than not it hit right on the mark.™’

Most of the postmortems, however,
echoed the comments in Wednesday's
USA Toduy. “*The late-night wars
drew blood Tuesday with the dead-on-
arrival of Fox's The Chevy Chase

Show.”” Calling the newly named
Chevy Chase Theater *‘the Bermuda
Triangle of late night,”” critic Matt
Roush wrote: **Chase stammered and
dithered in nervous mortification, un-
able to deliver a single gag.... Dennis
Miller, all is forgiven.™

The word from Fox after the first
two nights was optimistic. **We're un-
concerned,”” said Andy Fessel, Fox’s
senior vice president, research and
marketing. about the show’s drop-off
after the first night. “*“We expect the
numbers to bounce around for the next
several weeks. The guests will be a
day-to-day issue [that will affect the
ratings],”” he said.

Fessel said detailed demographic in-
formation from Nielsen showed Chase
with a strong lead over The Tonight
Show in all key demographic catego-
ries, even after the second night. **The
demos confirm what we saw in the
household numbers, which was a solid
lead over Leno in adults 18-34, 18-24
and 25-54. On a household-to-house-
hold comparison in the comparabie
11:30-midnight half-hour, we also
beat Leno in those demos.”” Fessel
said the drop-off after the first night
did not pinpoint a specific age or gen-
der group. *‘There were some de-
clines, but it was pretty balanced by
sex and pretty similar by age.”

Now in its second week on CBS,
Lerterman continues to perform above
network expectations. David Poltrack,
CBS senior vice president, planning
and research, said executives expected
the show to average a 5.3 rating for
the second week. Through Wednesday
night, it was averaging a 5.8/18, and
Thursday and Friday traditionally post
higher late-night HUT levels.

Somewhat lost in the chaos of two
debuts in two weeks ts NBC's The
Tonight Show and its host, Jay Leno.
Although the Letterman and Chase
premieres have tended to bring in new
viewers to the daypart instead of pil-
laging from existent shows, The To-
nmight Show is getting some of its
weakest ratings since Leno took over a
year and a half ago. The posture at
NBC, however, is that this is only the
first of many battles to be fought in
late night. **This is not a sprint, it’s a
marathon,”” said Rick Ludwin, senior
vice president, specials, variety pro-
grams and late night, NBC Entertain-
ment. **We all predicted Dave’s open-
ing would be strong and it was. We
also said let’s see what's happening in
a month or two.” [ |

|
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More post-season games for MLB

Team owners also approve new, lower-rights-fee deals with ESPN, CBS Radio

By Rich Brown

will add some jewels to the post-
season crown starting with the
1994 season.

The MLB team owners last week
voted overwhelmingly to create three
divisions in both the American and
National Leagues and another round
of best-of-five playoffs. The restruc-
turing, subject to approval from the
Major League Players Association,
would produce up to 20 additional
postseason games for fans and TV.

Not all advertising agency execu-
tives were immediately taken with the
idea of additional postseason games,
which some compare to similar efforts
by the NHL and the NBA to bulk up
their postseason play.

“*Can the economy support an addi-
tional round?”” asks Bill Sherman of
McCann Erickson. "I dont see it hap-
pening, at least at the outset.”™

In other developments, the MLB
team owners approved their long-an-
ticipated deals with ESPN and CBS
Radio. ESPN is expected to pay MLB
about $250 million over the next six

I t looks like Major League Baseball

seasons (1994-99) for rights to televise
70-80 regular season games a year,
roughly half the number of games in
the current contract. CBS Radio will
spend approximately $50 million to
broadcast a package of regular season
and postseason games during the same
period.

The price of the new ESPN cable

deal is believed to be about half that of

the network's existing four-year con-
trac.t which cost ESPN an estimated
$100 million a year. The paper losses
on that contract were estimated to be
in the $160 million-$200 miilion range
over the life of the contract. CBS Ra-
dio is believed to be paying the same
$50 mullion in rights fees for its cur-
rent four-year MLB contract as it will
be spending on the six-year deal.

The reduced rights fees mark a pat-
tern for MLB, which earlier this year
could not find a broadcast network
willing to come anywhere near CBS’s
existing $1.06 billion, four-year deal.
In a joint venture formed last May
with ABC and NBC, MLB will re-
ceive no broadcast network rights fee
for its future games but will instead

retain 87.5% of the revenues, with the
two networks splitting the rest.

ESPN’s new deal with MLB will
enable the cable network to continue
with its exclusive Sundav Night Base-
ball coverage and also to produce
Wednesday night doubleheaders, ver-
sus six nights of coverage now. The
cable network will also showcase a
Sunday night game prior to the tradi-
tional start of the regular season. Oth-
er new wrinkles in the ESPN contract
include plans to develop muitimedia
products including home video games
and on-line personal computer ser-
vices; development of children’s pro-
graming for ESPN's new cable net-
work, ESPN2, and an easing of
network blackout restrictions.

CBS Radio, which has held MLB
rights since 1976, will have exclusive
network radio broadcast rights to a
range of games, including the 26
games of the week, 20 Sunday night
games. the All-Star Game, possible
expanded playoffs, League Champi-
onship Series and World Series. CBS
Radio rights include Spanish- ldnguage
and Canadian coverage.

Belo Broadcasting-owned wraa-Tv
Dallas will not clear ABC's NYPD
Biue, nor will Belo's wvec-Tv Nor-
folk, Va. “The show is not consis-
tent with our company’s program
standards. We screened three epi-
sodes and told ABC of our concerns
with the profanity, nudity and vio-
lence,” says Cathy Creany, general
manager, WFAA-TV.

Concemed with the publicity the
show's first episode has generated,
ABC sent its affiliates the second and

ABC previewing more episodes of ‘NYPD Blue’

audience was intelligent enough to
make a decision about viewing.”
The show, from Steven Bochco,
contains language and nudity not
normally seen on prime time network
television. It has aiso become the
centerpiece of Donald Wildmon's
American Family Asscciation’s cru-
sade to clean up the airwaves.
According to Newi, about 25 sta-
tions have said they won't take the
show. Among the more prominent
are affiliates in Louisville, Ky., and

third episodes, which are said to be less racy. ABC
hopes that after viewing those episodes, affiliates on the
fence about clearing the show will decide to do it.

The strategy worked in Cleveland, where wews—
previously undecided—decided to air the show.

Some stations that are not airing the first episode
have agreed to carry subsequent episodes, according
to ABC affiliate chief George Newi.

“We put together focus groups to discuss the show,”
says Gary Robinson, general manager of wews, “and
while some did not like the content, they thought the

Jacksonville, Fla. Most of the stations resisting the
show are in the southern region or Central time zone.

“Let me preface this by saying | think it is a wonder-
ful show. There is only a minute that separates us from
clearance, but it is a critical minute,” says Jim Mat-
thews, president of wuks Jacksonville.

While Matthews thinks later episodes of the show
will be “squeaky clean,” he does not "want to look
over [his] shoulder every week to see Bochco pushing
boundaries.... Currently, we are herces in the majority
of households here."” —JF
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Perot toying with radio

Political maverick says he’s interested in a radio show

By Peter Viles
oss Perot 1s giving  serious
thought to launching a national
radio program. and Is reported-
ly leaning toward producing a short,
daily commentary show.

Two of radio’s four major net-
works—Westwood One and Unistar—
have had preliminary talks with Perot,
who last weck solicited ofters from
hundreds of broadcasters during a key-
note speech at the NAB Radio Show
in Dallas. Perot’s pitch was simple:
while wrapping up a speech that con-
sisted largely of blistering criticism of
the proposed [ree trade agreement, he
asked broadcasters interested in airing
his program to leave their business
cards behind.

I be in contact with you to talk
about what kind of program will
work,"" Perot said. "*If you think it's a
good idea, just leave your business
card.”

Several dozen broadcasters did just
that.

Network and syndication executives
agreed that Perot would probably at-
tract a significant audience on radio.
“In the cuphoria that seems to have
developed over talk syndication, ['ve
got to believe that cvery player is in-
terested in him.”" said one top syndi-
cator.

But the same syndicator, who asked
not to be identitied, expressed scveral
concerns about a Perot program. If
Perot dectded 10 run for president
again. the show would end suddenly,
and the network would probably suffer
some loss of credibility. Further, the
exceutive speculated that a Perot show
could make Congress more likely to
reimpose the fairness doctrine. And

Ross Perot, on the stump in Dallas

last. the executive said. Perot’s com-
mitment o radio is still in question,
and the networks and syndication
companies would prefer a long-form
lalk program with larger blocks of
commercial inventory over a shorter
commentary show.

Given Perot's wealth and the rela-
tively cheap cost of producing a radio
program, the possibility also exists
that Perot will simply form his own
syndication company to produce and
distribute the show.

1 think Ross favors a daily com-
mentary show.”" said CBS Radio talk
show host Gil Gross. who had Perot as
a guest last Thursday.

A top CBS Radio executive said
that network has no interest in a Perot
program. Executives  at  both
Westwood One and Unistar acknowl-
edged having preliminary discussions
with Perot or his representatives, but a
Unistar executive said that the net-
work is interested only in a long-form
program. B

BROADCASTING & CABLE
moves Los Angeles office

Effective today (Sept. 13) the Los Angeles office of BROADCASTING &
CaBLE has moved to 5700 Wilshire Boulevard, Suite 120, Los Angeles
90036. The office’'s main phone number is 213-549-4100; editorial fax is
937-4240 and sales fax is 937-5272. Direct-dial phone numbers: Steve
Coe, 549-4110; Joe Flint, 549-4111; Mike Freeman, 549-4112; Sandy
Klausner, 549-4113; Nancy Logan, 549-4114; Gary Rubin, 549-4115.

‘Journal’
starts slow,
but grows

By Mike Freeman
irst-day pre-emptions and erratic
viewing patterns helped form the
Labor Day landscape for King
World Productions’ series premieres
of American Journal and Les Brown.

In 17 of the 25 Nielsen metered
markets carrying American Journal,
the launch was delayed until last Tues-
day (Sept. 7). making comparisons a
little sketchy. Overall, the news maga-
zine strip averaged a 4.3 rating/10
share for Sept. 6-8. representing a
23% drop in share from both its lead-
in (5.1/13) and May 1993 time period
{5/13) averages. ‘

On the bright side, the show went
from a 9 share to a 10 to a 12 in its
first three days, representing 33%
share growth during the span. On Chi-
cago’s WBBM-Tv, for cxample, AJ
moved up 25% in share from Tuesday
to Wednesday; on KPIX-TV San Fran-
cisco the show grew 56% in share
from its Labor Day opener, hitting a
third-ranked 4.3/14 by Wednesday
(Sept 8).

Talk show Les Brown, whose debut
was delayed until Tuesday in [3 of 25
metered markets, pulled in a 3.2/12
average for the three days. off 25%
from both lead-in (4.5/16) and May
1993 time period (4/16) averages. In
New York, the show won the [(0-1]
a.m. time period on its Sept. 7 debut
day on WABC-TY with a strong 5.6/23,
but dropped 22% in share the follow-
ing day to 4.4/18.

Wavelength, the on-the-road maga-
zine/talk show from Rysher TPE, has
had a somewhat disappointing early
story since its debut in August. The
show posted a season-to-date 1.2/4
(Aug. 2-Sept. 8) in 23 Nielsen me-
tered markets, but its 1.3/4 for Sept.
6-8 exhibited a slight 8% rating gain
over the previous week.

George Gubbert, Rysher TPE’s se-
nior vice president of research, said it
was hoped that an early summer roll-
out would capitalize on teen and
young adult demo groups still on vaca-
tion from school. Instead, he says, it
was found that most of those kids were
out of the house. ]
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Michael and Roger King:

‘It always gets back to software’

Roger and Michael King have parlayed ‘"The Little Rascals' shorts, with
which their father launched King World, into a half-billion-dollar
syndication enterprise that has laid claim to much prime (particularly
prime access) TV real estate. In the following interview, the brothers talk
of plans to expand on several fronts, and give their assessment of the
constantly evolving business.

How is the television business—for the over-the-air
universe and for the incipient media universe?

RK—It’s alive and well. We had a banner year; I can't
remember the last time we had a year of selling like this,
when we launched two strips. We believe that television is
a very healthy industry. It’s evolved, it's changing, and it’s
gone through some painful periods—and it’s still going
through a painful period with retransmission consent. But
P’d say the broadcasters have a good hand. I mean, the
cable industry built the cable industry |
off of three channels. And 67% of the
audience that watches cable watches

Broadcasting & Cable Sep 13 1993

| an affiliate. That’s a pretty dominating thing. So I hope that

they get through this period basically not bruised too much
and go back to the real job at hand, which is developing
quality television. All of us.

MK—And it’s status quo with a lot of the long-term
contracts that our company pioneered and a lot of the other
first-run companies are following. Paramount, Multimedia
and so on. So you’re not going to see that many differences
over the short term, which is the next two, three or four

COVER STORY

years, but you're seeing alliances that
are changing and legislation that's
changing that’s going

to have a
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profound effect, and [ don’t think anybody can really, at
this point, crystal-ball all of the ramifications of some of
these changes. They certainly make 1t more difficult for the
over-the-air broadcaster.

We had not thought to ask about retransmission consent
because we couldn’t see you getting any revenue from it.

RK—Not right now.

And, at the moment, it doesn’t look like broadcasters are
going to get any revenue from it.

RK—There are revenues. They're just calling it something
else.

You know, what you have are two very strong-willed
industries getting married. They’ve been married for a long
time, but out of wedlock, and now they’re going to get
married officially, and I just hope they work it out where
everyone makes money. | mean, as a viewer [ pay a lot of
money to the cable companies, so I don’t care if T pay
another dollar to pass along to the affiliates.

I don’t mean to dominate the conversation, but it’s

Roger King

dominating my conversations every single day.
Broadcasters are up to their eyeballs in this retransmission
thing. Some markets have 50, 60 cable systems, which is
wild. It’s difficult for them to make any other decisions
right now. And so it is an interference right now for people
to make decisions other than what they're working on.

King World is a software company. We feel we're in the

right place at the right time. | remember the commercial for
Barney’s in New York that featured little kids on the
sidewalk talking about their futures. And one of them was
going to be the mayor and another was going to be a famous
doctor, and then Barney stood up and said: *‘They’ll all
need clothes.”” And it's the same thing with cable and
tefevision, they’re all going to need programing. When they
add more channels they’re putting a tremendous load on
themselves. A humongous load. I mean, there’s just such
narrowcasting. You're taking this tremendous spectrum and
constantly dividing it. We’re becoming radio.

MK—It used to be when a show was broadcast, the next day
people would come in and everybody you knew had
watched it. In a 500- or 600-hundred channel universe it's
going to be hard to reach an audience like that.

RK—And the advertiser is going to suffer. It’s the advertiser
who wants to reach that mass audience. They want the
Super Bowl audience, they want that conversation at the
water cooler the next day. And with all this dividing,
they’re eliminating that possibility.

Well, do you think it’s going to happen? Do you accept that
there will be a 500-channel universe?

RK—1 think our technology will catch up to that. But, quite
frankly, I have trouble using the channels I'm using now. |
don’t know if you have the same problem, but I have all
these gadgets on my coffee table—four that I don’t touch at
all, because if I touch them I’ve lost television for a couple
of days, because I couldn’t find out how to get it back on at
all.

MK—And then they threw the satellite in there. Now,
Roger, you have the satellite, right?

RK—Yeah. I don’t know how to use that either.

MK—When they threw in the satellite, it threw the cable off
completely. I always thought I got all the HBO’s unti} 1
realized 1 was not watching the cable. I was watching
satellite and only using the cable to watch the local
channels. The premium ones required that I hit different
buttons. I taught my wife that, and it took 10 minutes to get
back to the normal cable channels. So it is complicated and
it’s going to get more complicated when we get to the 400
or 500.

RK—But it’s really an intimidation, you know, when they
say to one of the affiliates, “*You're only one of 500
channels.”” That’s a perfect way of taking something out of
context. You're one of 500, but you're spending 700
million or 800 million dollars a year to program that one.
And the other 490 channels don’t spend anywhere near that.
So it always gets back to software.

But do I expect to get paid? | absolutely expect to get
paid.
How substantial do you think that revenue stream will be
down the road?

RK—When you start looking into the future, it’s pretty hard
to nail down, but I think it will be substantial. I think that
you'll see multipie channel sales when you get to a market
rather than now when we go into a market and we sell one
channel the exclusive rights to, say, Wheel of Fortune. |
think in the future you might see me come into a market like
Dayton and sell three channels, with perhaps one owning
the other two. Maybe we’ll sell Oprah for 4 on DTN and
then the subchannel will have it for 9 or 10 o’clock. And so
we'll be able to pick up more revenues; with more
channels, we'll see more possibilities.

Do you see more over-the-air channels?

In three or four years, when we get through all this, you’ll
find that the local stations will have two or three channels.
Channel 7 will have three 7’s, anrd they’ll program all news
on one of the extras and | don’t know what they’ll program
on the other. But there'll be different types of programing
on different channels to reach that audience.

MK—Watch what Ted Turner is doing. He’s a pretty astute
businessman, and he looks iike he wants to have as many
networks as possible. Why? Because he doesn’t want to be
diluted.

RK—But he also realizes that he needs that flow of

i
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programing. And he can’t program two and three channels,
and four channels and five channels, by himself. Warner’s
can’t do it, Fox can’t do it, nobody can do it. It’s just too
big a factory. So, for us, the initial question is how we are
going to get paid and how we are going to expand in our
future. As an independent company, we mean to develop
more shows to sell more people. It’s an opportunity for us.

What are you going to do next?

RK—Corporately? We're expanding our factory. King
World has always said that it’s a factory of programing. We
have six strips, but we've literally looked at hundreds of
different concepts. And we have several in the pipeline.
We're always going to have something in the pipeline.

MK—The world is our oyster, and we will never turn a
good idea down because we want to vertically program
ourselves. If a good producer comes in with a terrific idea,
we'd be delighted to be the distributor.

RK—First of all, we have a lot of cash—hundreds of
millions—and we have every famous producer, director,
writer available to King World, Every one of them, as the
studios do. 1 mean, we deal with agents just like they do. So
to answer your question, we’d like to have a big mixture of
our own product. We’'d love to find another Wheel and
Jeopardv!. We've looked. but we can’t find one.

It has heen suggested that your program development
operation is essentially a mini news division. Are you looking
to exploit that—perhaps by programing a cable channel or
something?

RK—Yeah, we could do that, although we’re really not in
the news business—news is a very expensive operation. But
we have reporters all around the world. Literally, we have
Bill O'Reilly of Inside Edition leaving for Brazil, and we
have another reporter in Russia. We know that format
inside and out. Look at American Journal. That’s a network
show. ['d put that on prime time on any channel and win.

MK—The term ‘‘network’” has changed now.
RK—But it always referred to quality.

MK—Right, but first run and network are synonymous
now. And, as Roger said, the quality of first run today is
even better than network prime time. Look at some of the
budgets for first-run hours—they just can’t afford to do a
Star Trek. The Next Generation In prime time. It’s the same
scenario in the magazine business. We are spending the
same kind of dollars as would any network prime time
magazine. And we’re attracting the same people, whether it
be producers, reporters, directors, writers, what have you.
That’s one of the exciting things in the business, that
they’ve broken that concept down—that network is the only
quality television.

Would you ever consider being a network?
MK: We are a network now. Through an ad hoc

arrangement, through NBC, ABC and CBS affiliates and
some independents.

RK—We're the finest network you could be. They're
paying me. [ mean, how much better can you get?

But could you consider a King World channel that you
program 24 hours a day?

MK—We would like to be. We want to see our company

survive and grow. And, in order to do that, we want to
diversify first within our core business, which is to continue

e PROGRAMING

to expand our first-run arena—and we haven’t exploited
that area fully at all. You could safely see us in the first-run
network prime time business. | think you could see us
programing to independents, whether it be expanding off of
the kids area; we would love to be in that arena. We are
poised to acquire, we are poised to expand. We just want to
do it with some logic.

What role does Washington play in all of this?
RK—To keep all these giants apart, to keep them from

killing each other. The only problem is, I'm not so sure
Washington really understands it.

What do you think will happen if it pulls out the prime time
access rule?

RK—I'"ve never been scared of that. We'd like to keep some
regulations in place because they’ve worked for decades.
And now that you add the cable giant into this mix, we
should have some structure to keep us all from killing

Michael King
ourselves. [ mean, if everyone had their way at these big
corporations, they’d muscle out the other guy. They would
put him out of business. And that’s their plan.

isn't that the American way?

RK—Well, not quite. There have always been restrictions
on the American way. Look at the phone company. You do
need some government to help the little guy because the
little guy would be extinct if you didn’t have some referee
in there.

Are you concerned by all the Washington concern over
violence?

RK—No, I'm not concerned at all. I'm happy they're
concerned. There’s no question that now that they’ve raised
concerns, Hollywood is dealing with them. They weren’t
dealing with them at all. And there’s always somebody in
the community who will go to the lowest level. They would
put on somebody actually murdering somebody if they
could get a rating. Where we get to that middle of the road
is by having both sides pulling so that we can stay in the
middle of the road. So ['m very happy that the government
is raising some huge issues for the society. I don't think that
society necessarily is only programed by television, don’t
misunderstand me. But I think that there should be some

Broadcasting & Cable Sep 13 1993

19



WOULD YOU RATHER

(A) Buy A Proven Game Show With A
Successful 21-Year Track Record?

(B) Buy The Sizzle Of An Unproven
Magazine Show, Sight Unseen, Again?

(C) Avoid The Decision Altogether?







You made the right choice because no other new first-run
show on television has THE PRICE IS RIGHT’s proven
track record. You made the right choice because no other
syndicated show for 1994 has the franchise recognition to
compete effectively in a marketplace flooded with talk and
reality. And most of all, you made the right choice because
burying your head in the sand is really no choice at all.
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attention brought to this unbelievable amount of violence.
And, quite frankly, soft porn.

MK-—But if you look at what the big successes, the long
hauls have been, they ' ve all been family entertainment. The
most successful movie of all time is "'ET,”" and the most
successful television show of all time is Whee! of Fortune.
And you're seeing some rather unique G-type films in
“Sleepless in Seattle’” and **Dave,”” just to name a few, so
the public responds to good entertainment.

How about your own shows? What about Journal and Les
Brown?

RK—They're going very well. You know, we thoroughly
understand the American Journa! format, so we're way
ahead of schedule. We’re taking Les Brown from being a
motivational speaker and training him to be a talk show
host. We built millions of dollars into the budget to get rid
of all the kinks and troubles before we get on the air. The
first week of his show will be very good, the second week
should be better, and so on.

What do you learn about our business when you fly
60,000 miles launching a show?

RK—My brother Mike and | work this company. Our blood
and money and hard work are on the line here. And we love
this business and we understand the business. 1 study the
markets., One day | was in Chicago for breakfast and sold
the market. | had lunch in Dallas and sold the market and
dinner in New York and sold the market. | woke up many
times on that swing not knowing what city I was in. But |
rent a plane and do that 60,000 miles because when you go
into a city, you learn about that city. That general manager
or that program manager knows a lot about that city because
they live there and they breathe there and they make their

money there, so when I go in I watch a lot of television. 1
meet and talk and listen to a lot of stations.

What about Hollywood Squares?

RK—We’re not developing it for syndication. We don’t see
a new game show right now. Wheel and Jeapardy! are the
premiere game shows, and we don’t see any opportunity for
another game show in syndication at this moment.

You know, TV Guide asked the public, **What are your
favorite games,”” or game show. Whee! of Fortune and
Jeopardy! came in like number one and number two, and
the third in their poll of the viewers was Hollywood
Squares. [t's a powerful format, a classic show, and I could
see it as a first-run syndication or in prime time or daytime
network. Once a week. It could really work in any one of
those arenas. We're thrilled that we own it; it's just a very
valuable asset.

MK—But I don’t see a hole.
Maybe '94 or later?

MK—We think probably '94. You asked about what you
learn by flying around the country. You learn to look
forward a little bit. You know, you start picking up all the
little problems. You learn what’s happening today, this
year, the next 13 weeks, the next quarter, and some of the
things you learn from the smaller markets where they are
experimenting, doing some pretty exciting things. But it’s
really sitting down with people like yourself, going to some
of the seminars they have throughout the year, different
conventions. And you get to look forward. It scares me at
times. But it’s always been scary, the future; it’s unknown.
And the future has always been very exciting for some and
horrible for others.

RK—So0 we're basically scared. u

BET plans a la carte channel

Cable competition heats up in black/urban arena

By Rich Brown

lack Entertainment Television,
B faced with a growing list of po-

tential competitors in the mar-
ket, is about to create some competi-
tion of its own.

BET 1s developing a new a la carte
service capable of showing a profit
with as few as 5 million subscribers,
says BET President and CEO Robert
Johnson. The new service will be as
much a symbol of expansion in the
black/urban genre as it will be a sym-
bol of how programers plan to grow
while keeping costs down in the 500-
channel digital universe. T

Programing on the channel is ex- | ji
pected to have crossover appeal that | “&
will reach beyond the black/urban
market. BET is already targeting that
crossover audience with Action Pay
Per View, a programing service pur-
chased by the company last July, Full
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Bob Johnson announces a third channel

details on the new service are expected
to be unveiled next Tuesday (Sept.

Talk of the new BET service comes

at a time of increasing competition in
the black/urban arena from such po-
tential competitors as World African
Network (WAN) and Minority Broad-
casting Corporation (MBC). But John-
son says he is not swayed by other
players trying to enter the market.

““Those are only announcements,
and anyone can make an announce-
ment,”” says Johnson. **The challenge
is bringing a channel on-line in a very
competitive environment.’’

Besides, commercial-free WAN
might actually be seen as complement-
ing ad-supported BET, says Curtis Sy-
monds, executive vice president of af-
filiate sales and marketing for BET.
Likewise, WAN’s Eugene Jackson
says that his new service will comple-
ment BET and he hopes that the ser-
vices will eventually cross-pollinate
each other.

WAN so far has announced only

24

Sep 13 1993 Broadcasting & Cable




Every news editor knows the problem.

In a shrinking world, few news stories are con-
siderate enough to break exactly where you have the
full resources to cover them.

And when it's a question of extending your
station’s newsgathering reach, absolutely nobody can
provide as many answers as Reuters Television.

Reuters has 120 bureaux in 80 countries — each
capable of providing news in the form of television,
text, graphics and still photography.

When it comes to supporting your own news
teams, we can provide a service that’s as basic as a
single ENG crew ~ or as sophisticated as a transportable

earth station including MCR, edit suites and multiple

Now at 120 locations
nowhere near you.

uplinks to a satellite system that spans the world.

Plus all the local knowledge, experience and
contacts of an organisation that's been dedicated to
accurate and impartial reporting since 1851, and that
numbers virtually every major broadcaster in the world
among its customers.

For full details on the services of Reuters Television,
contact your nearest bureau, or call +44 81 965 7733.

And get the news direct from the source.
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When Black television
syndication results are
important Baruch
Entertainment delivers
for it’s clients. . .

African Heritage Network

‘“African-American Movie
of the Month’’
835% clearance

Black Entertainment Television (BET)

“African-American Men

of Courage”
86% clearance

Career Communications Group

“‘Success Through Education: A
Salute To Black Achievement’’
92% clearance

World African Network

““Miss Collegiate
African-American Pageant”’

81% clearance

“Stomp’’
78% clearance

A leader in quality Black
programing with over 30
hours on-the-air in 1993

ENTERTRINMERT

1331 F St NW, Suite 800
Washington, DC 20004
202-833-1777  Fax 202-737-0725
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one multisystem operator affiliation
agreement—New York-based Queens
Inner Unity Cable Systems, a part-
owner in the network. Jackson says
that the delay in signing additional
systems has been tied to uncertainty
over reregulation.

“*As quickly as they turn the corner
on the FCC rules, we'll be able to
formally sign contracts,” says Jack-
son. **Once we get rid of all this Cable
Act confusion, we’ll make our June
1994 launch.™

WAN will feature 30-40 titles a
month at a cost of $9-$9.95 per
month. Other details are less clear.
For reasons of competition, Jackson
won't say which movie packages
WAN plans to acquire. He says that
the network is seeking worldwide
rights on acquired product and plans to
launch the service internationally in
1994 or 1995.

MBC’s Alvin James also says there
is room for a pay TV service that

-would complement BET. MBC is cur-

rently trying to secure a new transpon-
der on GE Satcom C-1 that would
make the channel accessible to cable
systems. He says that many cable sys-
tem operators cannot retrieve the
channel from its current position on

PROGRAMING —

Galaxy 11, which primarily serves the
TVRO market. The service, which is
now offered unscrambled, will eventu-
ally be offered to cable subscribers at a
cost of $4 per month.

Since March |, MBC has been run-
ning a promotional piece for the chan-
nel along with some movies from the
1930°s through the 1970’s, ranging
from Paul Robeson movies to Shaft.
The service currently runs |2 hours
daily and plans to expand to 24 in late
September, James says. MBC, which
hopes to run billboard advertising be-
tween movies, is in the process of
organizing an Oct. 16 symposium ai
its Dallas headquarters to acquaint ad-
vertising and marketing executives
with the service.

Ultimately, 1t will be up to cable
system operators to decide just how
much room there will be for additional
black/urban channels.

“*Qver time, there is room for some
competition in that arena,”” says Rob
Stengel, senior vice president of pro-
graming for Continental Cablevision,
one of the nation’s top multisystem
cable operators. “'Over time. there’s
an opportunity to serve different pro-
graming interests in the minority com-
munity.”’ [

Producers say black viewing
numbers simply don’t add up

Complain of underreporting by Nielsen, census

By Mike Freeman

he variety of TV programs tar-

geted to the African-American

community has increased (see
story above) but in the syndication
area at least, producers don’t think
they're getting the ratings credit they
deserve.

Several producers of African-Amer-
ican-targeted programing charge that
Nielsen’s local and national samplings
do not accurately reflect black view-
ing. The alleged problem. they say,
has had a spillover effect on advertis-
ing revenues and undermines the sales
appeal of an audience estimated to ac-
count for as much as $60 billion in
annual retail spending.

Some producers fault U.S. Census
popuiation figures as much as Niel-
sen’s purportedly representational

sampling pool of black peoplemeter
households—of the 4,000 so-called
Nielsen family households, roughly
11% are black.

Minority producers claim that there
are close to |7 million black house-
holds (or almost 18%) in the 94 mil-
lion TV household universe.

““What Nielsen and Census Bureau
officials are saying is that only 11% of
households in this country are black,
which is patently absurd,”” says Sl
Productions President Bob Dockery,
whose Los Angeles-based production
company recently unveiled a fall 1994
“‘urban’’ news magazine, 24/Seven.

“*‘Compounding the problem is the
fact that Nielsen’s sampling pool of
black households is so small that the
margin of error is greater. When Niel-
sen reports the rating numbers for

.
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black households, they regularly foot-
note that the ratings [with up or down
arrows] have 25% to 50% margins of
error,”” Dockery says. “‘If there is a
50% error factor, how could advertis-
ers have confidence in our [projected]
rating guarantees?

[Nielsen] is the only game in
town,”" Dockery continues ‘‘and their
only reply is that {ratings] subscribers
would have to agree to pay substan-
tially more to increase the sampling
pool.”

Even Tribune Entertainment’s Sou/
Train Music Awards, one of the top-
rated syndicated programs among
black households for each of the last
seven seasons, is said to face a series
of challenges in proving its minority
and white household ratings.

Yet, according to a competing Afri-
can-American program supplier, the
awards special garnered $117,000 per
30-second commercial unit, a figure
that places it atop syndicated minority-
oriented programing airing last sea-
son.

Don  Cornelius, Sou/ Train's
founder, host and executive producer,
says that the annual music awards spe-
cial typically averages above a 40 rat-
ing nationally among black house-
holds. But because of the error factor
in those households, Cornelius says,
Tribune’s Target Marketing minority
ad sales division is “‘often challenged
to qualify its performance through a
general audience rating.’’ He claims
the awards show usually averages a
10-12 general household number.

“‘Everybody is waiting for the day
when Nielsen becomes more respon-
sive to what the real American televi-
sion universe is,”” says Cornelius,
who prefaces his remarks by suggest-
ing that distributors of Hispanic and
children’s programing are similarly
concerned about underreporting of
those groups. “*When they [Nielsen]
quit blocking minority programing at
the pass by counting us as part of the
centrist population, we'll have made
some progress, but all we've been get-
ting 1s lip service so far.”

Jack Loftus, Nielsen’s vice presi-
dent of communications, says that the
research company is holding steadfast
to the Census Bureau's annually “*up-
dated’’ tabulations, with 10.9% of the
national Nielsen Television Index
(NTI) and 11.1% of the local Nielsen
Station Index (NSI) sample pools rep-
resented by black households.

*“We don’t just take the census fig-

Don Cornelius

ures, we also rely on state and local
agencies to cross-check these popula-
tion figures,”” Loftus says. ““This is
the best data we have at our disposal,
unless somebody could prove there is
a better method.™

While Loftus concedes that the mar-
gin of error is greater among the 400-
plus black households. he says that a
suggested tripling of the 4,000-house-
hold sampling would be **cost-prohib-
itive’” and would neither be supported
by industry subscribers nor change the
demographic ratios now used in the
Nielsen peoplemeter universe.

Loftus emphasizes that Nielsen has
tried to be more responsive to the
needs of African-American program
suppliers, especially in the develop-
ment of the National Audience Demo-
graphic (NAD) report during the last
year and a half. And, six months ago,
Nielsen introduced the personal NAD
report, which, Loftus says, allows
subscribers to randomly select a wide
range of age, race, income and other
sociographic information from Niel-
sen’s database.

“*Some people may complain that
400 black households is not enough,
but it certainly provides us with de-

tailed information that was never
available to our subscribers before,”’
says Loftus. ]

Stations renew ‘Donahue’
through 1995-96 season

Suggests host’s current one-year contract
extension will be extended vet again

By Mike Freeman
ultimedia Entertainment has
completed more than a half-
dozen major-market license
renewals for Donahue through 1995-
96.
Company officials were either un-

| willing or unable to confirm whether
Donahue himself has reupped for the
1995-96 season (his current one-year
contract expires at the end of the 94-95
season). But the station renewals are
considered a sure sign that the talk
show host will remain in place for the
next three seasons. despite rumors that
he would leave the show for a run at
political office.

*“In the eight years 1 have been
here, the rumors have had Phil seeking
everything from a senatorial. congres-
sional or gubernatorial seat, to the
most recent about him wanting to go
, on a moon shot,”” jokes Tom Shan-

non, Multimedia’s senior vice presi-
dent and director of sales.

Shannon says the same rumors
cropped up two years ago—before
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Donahue’s previous contract exten-
sion—that he was going to jump ship,
but the New York-based syndicator
went ahead with two-year station re-
newals.

At the NATPE convention two
years ago in New Orleans, Multimedia
completed a long-term licensing deal
with NBC owned-and-operated sta-
tions to pick up Donahue, as well as
its stable of Sallv Jessy Raphael and
Jerry Springer talk shows. Shannon
says those contracts with the NBC
0&0’s “*go well beyond the contraci-
ed dates for Phil’s services,”” although
he was unable to recall the specific
expiration date.

As of last week, Shannon says,
Multimedia has completed 1995-96
extension deals on Donahue with
ABC 0&QO’s KGO-TvV San Francisco
and KTRK-TV Houston, WCVB-TV Bos-
ton. WCCO-TV Minneapolis, KMBC-TV
Kansas City, wOKR-TV Rochester and
WEEK-TV Peoria.

Going into his 26th season in broad-
cast syndication, Donahue is cleared
in more than 212 markets (98% U.S.
coverage) and in eight countries. B

UK cable slowdown

UK cable may be an exciting
prospect for investors at the moment,
but the latest cable numbers show a
falling penetration rate. UK regulatory
authority the ITC issued figures for
the first half of 1993 which show that
for the year to July |, average
penetration fell from 21.1% to 20.3%
even though net broadband
subscribers increased by 142,000 to
473,000. The drop is partly
attributed to higher churn rates
because of recessionary conditions.
Despite the slowdown, the Cable
Television Association is

forecasting 800,000 subscribers by
the end of the year.

Fremantle launches
German production arm

Game show specialist Fremantle
International has launched a German
production company, Fremantle
(Deutschland) Fernshproduktions, to
produce game shows and,
eventually, other series from its
Cologne base. Several of
Fremantle's German game show

Top cable shows and nets

Following are top 15 basic cable programs (Aug. 30-Sept. 5), ranked by households
tuning in. Ratings are based on network’s fotal households at time of program; U.S.
ratings are based on 94.2 million TV homes. Source: Nielsen Media Research.

HHs. Cable U.S. Program Time Network

(000) Rtg. Rtg. (ET)
1. 4,179 70 4.4 NFL (Houston-New QOrleans) Sun. 8p TNT
2. 3471 60 3.7 MTV Music Awards Thu. 8p MTV
3. 3,199 53 3.4 MLB (San Francisco—Atlanta) Tue. 7:30p TBS
4. 3177 52 3.4 MLB(San Francisco-Atlanta) Thu. 7:30p TBS
5. 2512 41 2.7 MLE Wed. 7:30p ESPN
6. 2457 40 2.8 Boxing (Morrison—Williams) Mon. 9p ESPN
7. 2,449 40 2.6 NFL Primetime Sun. 7:23p  ESPN
8. 2,171 35 2.3 NFL Gameday Sun.noon  ESPN
9. 1,769 2.9 1.9 MLB (San Diego—Atlanta) Fri. 7:30p BS
10. 1,755 3.0 1.9 Ren & Stimpy Sun. 11a NICK
11. 1,683 2.8 1.8 MLB (San Diego—Atlanta) Sat. 7p TBS
12. 1,657 2.7 1.8 Saved by the Beil Tue. 5:30p TBS
13. 1,632 28 1.7 MTV Music Awards (post show) Thu. 11p MTV
14. 1,627 26 1.7 College Football (Texas—Colorado) Sat. 7:30p  ESPN
15, 1614 26 1.7 NFL Primetime Sun. 11:47p ESPN

Following are the top five basic cable services for the week, prime time 8-11. Ratings
and shares based on coverage households of each network. Data supplied by outside

sources based on Nielsen Media Research.
Household (000)

Network

BS
ESPN
TNT
USA
NICK

Rating/Share

1,887 3.1/55
1,310 2.1/3.8
1,218 2.0/3.6
835 1.572.7
713 1.2/2.1

INTERNATIONAL WIRE

formats have already taken top
ratings in afternoon time slots. Among
them: Geh Aufs Ganze (Let’s Make
a Deal), Der Preise Ist Heiss (The
Price Is Right) and Herzblati (The
Dating Game). The company will be
headed by producer Matin Gulzow,
Owned 80% by the Interpublic
Group, Fremantle now has eight
international production affiliates,
including companies in Spain, the
UK. Greece, Portugal and
Australia.

Turner networks set
for free-to-air launch

Standing firm by its strategic
decision to offer multilingual services
free to subscribers, Turner
Broadcasting will launch its Cartoon
Network and TNT in Europe this
week. Overshadowed somewhat by
Rupert Murdoch’s announcement

of the launch of his much-heralded
Sky Multichannels pay package,
Turner’s latest European channels will
launch unencrypted on Sept. 17 to
European satellite-dish homes and
selected cable systems. Transmitted

originally in English, the channels will
offer up to 40% of their schedule
dubbed or subtitled in six European
languages, including French,
Swedish, Norwegian, Finnish and
Spanish.

Turner also concluded an
agreement with the London
Interconnect consertium of regional
cable systems. Turner has enhsted
agency Bartle, Bogle & Hegarty for
its extensive consumer advertising
campaign in the UK, hoping to
capitalize on the brand appeal of its
cartoon and nostalgic movie
personalities.

E! deals with Star TV

E! Entertainment Television made

its first move into Asia, becoming the
first new programer to join
Murdoch-owned Pan-Asian satellite
network Star TV. The

entertainment package will provide
Star with a minimum of two hours
per week from E! series News Week in
Review, Extreme Close Up and In
Focus. The branded time slot will air
on Star Plus beginning Sept. 14, —~MA
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NIMAdebuts
at NATPE

Part of association effort
to broaden participation

By Mike Freeman

oing tnto his first program con-
ference as president of NATPE
International, Bruce Johansen is
looking to broaden the roster of exhib-
itors at the 1994 convention in Miami.

For the first time, there will be an
“‘Infomercial Pavilion™ on the con-
vention floor (housing 20 National In-
fomercial Marketing  Association-
sponsored exhibitors).

The former Multimedia Entertain-
ment syndication executive is also
looking to create an aggressive agenda
of pre-convention industry forums to
broaden the national TV programing
organization’s membership ranks.

To get more members under the
tent, NATPE is also holding a “*Creat-
ing Today’s Television’’ seminar next
month (Oct. 2) in Los Angeles—a
two-part panel session featuring the
network entertainment chiefs, syndi-
cation executives and producers.

As a precursor to the industrywide
panel sessions at the NATPE conven-
tion, Johansen says the organization is
considering conducting similar all-day
seminars quarterly around the country.

The $325 registration fee for the
L.A. seminar, says Johansen, will in-
clude a membership in NATPE
through the end of 1994, The revenue
will go NATPE’s education founda-
tion and scholarship funds. L]

King World buys in
to interactive

King World has purchased a
10% interest in Crystal Dynam-
ics, a Palo Alto, Calif.-based in-
teractive programing company.
The purchase follows by two
months HBO's acquisition of a
10% stake in the same compa-
ny. Crystal was founded in 1992
and is run by Strauss Zelnick,
former president and COO of
Twentieth Century Fox.

Something to Lose

A commentary on network programing standards from
Gene F. Jankowski, former president, EBS

It is difficult to read about the debate
regarding sex and violence on televi-
sion without expressing some thoughts
that need to be entered into the discus-
sion.

The one program-that seems to be
the catalyst for much of the expressed
concern over content is NYPD Biue .

A recent article in The New York
Times, as well as trade interviews with
the producer, reflect a lack of under-
standing and appreciation of what net-
work television program-
ing is all about, and why
it grew to be so popular
over the years. After
reading the articles, one
could draw the conclu-
sion that the sexual mo-
res of America are now
in the hands of one pro-
ducer who believes that
“"America won't get rid of
its sexual hangups until
we have full frontal nudi-
ty on television.”

Apart from the lack of
any factual basis for that
statement, the attempt to justify his po-
sition on the basis that “network dra-
mas need more license to grab audi-
ences that have beome accustomed to
more graphic fare on cable” is ridicu-
lous.

“In 1993, when you're doing a cop
show, you're competing with cable,” he
said. “l don't think we can at 10 o'clock
with our hour dramas effectively com-
pete any longer unless we paint with
some of the same colors that you can
paint with when you make a movie."
He said he hoped that affiliates would
“have the courage” to allow viewers to
form their own judgments about the se-
ries rather than “function as a public
censor or a public taste arhiter.”

To say that | do not share his opin-
ions or philosophy would be too mild.

First of all, broadcasting should not
be competing with cable. The last time
| looked, the most popular drama on
cable was Murder, She Wrote, possibly
the least violent, least sexy show in its
class—and, after eight years, still one
of the top-10 most-watched programs
on CBS—a tribute to the performances
and writing of good television.

How does this establish that sex is
what cable audiences want?

And as HBO and Showtime know
only too well, audiences are known to
reject pay cable.

In any case, cable audiences are vast-
ly smaller than network audiences. Why
would .anyone want to imitate that? It

would seem to be-more- appropriate to
consider what network television audi-
ences want. If anyone studies the recent
ratings, they will discover, among others,
PrimeTime Live, 48 Hours and Dateline

‘NBC are all 10:0'clock shows in the top

20 for the week, and all have audiences
that would make any cable channel ec-
static.

Network television continues to sur-
vive in a world 30 times more competi-
tive because the audience is there ev-
ery night, a repeat
customer waiting t6 be
entertained/informed.
They return because, as
an invited guest, net-
work television has
maintained: reasonable
standards ‘of taste and
decency.

When executives
make the mistake of ab-
dicating standards re-
sponsibilities to others,
and believe that audi-
ence size will increase if
standards are lowered,
they are sowing the seeds of program-
ing failure and financial difficulty. | am
not aware of any company, in any busi-
ness, that grew stronger by lowering
the quality of its product.

Some of the ABC- affiliates have re-
acted. | hope they do have “the cour-
age” to pre-empt any program that they
believe -weakens the positive image
they have of their stations, of their audi-
ence and of themselves, and not abdi-
cate to any individual producer the role
of public arbiter. As- someone once
said: “Editing is what editors are for.”
The networks and stations alone
should take responsibility for content.

Furthermore, blatant nudity on com- |
mercial television should not be a mat-
ter of arbitration. Networks need only
say “no.” Maintaining standards of
quality and image control should not be
confused with censorship. Once the
networks lose their standards and have
no comparny code of conduct, only the
competition benefits.

And it one network loses its stan-
dards, it tarnishes all the networks.

It is the belief that there are no self-
imposed program standards that
causes government representatives
and pressure groups to attempt to con-
trol program content. And no one
should want that. - !

No, the networks- should not com- :
pete with cable by lowering program

_standards. After all, it is not cable that .

has something to lose.
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8. Coach 13.2/21 22. CBS Tuesday Movie— 7.2/12
Seduction in Travis County e
43. The Commish  8.6/15 10.7/18 | | 26, pateline NBC 10.2/18
57. Trouble w/Larry 7.4/14 i
49. Wonder Years  7.8/14 /Larry / 8. Unsolved Mysten;s2 o
66. Tall Hopes 6.6/11 13.2/ 67. Beverly Hills, 90210
1. Home Improvmt 15.7/26 i 6.3/11
p / 44. Ned Biessing  8.5/14 13. Now w/Tom and Katie
38. Street Match 8.9/14 12.0/20
59. The Commish 7.3/13 10. 48 Hours 13.0/23 38. Law and Order 8.9/16
11.2/19 10.9/19 i
34. In the Heat of the Night 37. Mad About You 9.0/16| | 41. The Simpsons 8.7/16
27. ABC Movie Special— 9.2/16| [ 16. Wings 11.0/19| | 72. Roc 5.9/10
Crash Landing: Rescue - —
Flight 9.9/17| | 25. Eye to Eye with Connie 5. Seinfeld 13.8/22| | 82. In Living Color 5.3/9
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Network audiences down slightly

Westwood and ABC drop, while CBS and Unistar are flat in latest RADAR ranking

By Peter Viles

espite the recent rise in national-

ly syndicated radio programing,

the network radio industry lost a
considerable number of listeners from
1992 10 1993, according to RADAR
47, the most recent ratings analysis of
the industry.

An ABC analysis of the report
shows listenership to the four major
networks down 6.3% from fall 1992 to
spring 1993, from 27.4 million to 25.7
million. Much of that drop—1.4 mil-
lion—<can be attributed to Westwood
One’s realignment, under which four
networks were merged into three, with
total listenership to the three networks
dropping 18.7%. ABC was also down
slightly, with each of its five networks
posting slight losses and the company
suffering a total listenership decline of
3.9%.

CBS and Unistar both held steady,
with each network posting a total gain
of 0.9% in listeners.

Westwood's listener losses did not
appear to benefit a particular network.
An ABC analysis of audience share
shows Westwood losing 3.5% of its
audience share, with Unistar gaining
1.4%, ABC gaining |.1% and CBS
gaining 1.0%.

The top four networks held their
places, with ABC Prime leading the
way, followed by Westwood One/Mu-
tual, ABC Platinum and ABC Gene-
sis.

Other highlights of the report in-
clude:

® ABC’s Paul Harvey again tops all
other RADAR-rated programs. Har-
vey's weekday morning program
draws more than 6 million listeners,
and Harvey accounts for five of the
seven top-rated programs in network
radio.

B [n an analysis that doesn’t include
American Urban Radio Networks,
ABC continues to hold a commanding
lead in audience share, with 43 3% of
the audience of listeners 12-plus.
Westwood is second at 23.1%, Uni-
star third at 19.7% and CBS fourth at
13.9%. ]

sp:f:;’g‘j'r;sg Pl 1952 * Chi.
Spring
Nenvaork 000's  Rank 000's  Rank v. Fall
ABC Prime 4,703 1 4,725 1 0.5
Westwood Mutual 2,808 2 3,033 2 -7.4
ABC Platinum 2,463 3 2,572 3 —4.2
ABC Genesis 2,196 4 2,310 4 —4.9
CNN+* 2,117 5 1,964 6 +7.8
CBS Spectrum 2,078 6 2,050 5 +1.4
Westwood/NBC 1,953 7 1,408 10 +38.7
Unistar Super 1,664 8 1,880 7 -11.5
CBS Radio Ntwrk. 1,495 9 1,490 8 +0.3
W.ONE"™ N/A - N/A 1,485 9 N/A
Unistar Power 1,277 10 1,167 12 +94
Westwood/Source 1,174 11 1,375 11 -14.6
ABC Excel 929 12 1,064 13 -12.7
American Urban 865 13 994 14 -13.0
ABC Galaxy 845 14 917 15 -7.9
* Formeriv Unistar Ultimate
** W.ON.E. merged into WestwoodINBC and Westwood/Mutual in RADAR 47
Source: ABC analvsis: persons 12+ common daypart, all full-service nenvorks, Mondey-
Sunday., avg. persons in millions

Paxson flirting with cable

Sees opportunity in using radio stations to rep channels

By Peter Viles
owell (Bud) Pax-
son, one of the

lfounders of home
shopping and now an
aggressive duopoly deal-
maker, is at it again.
This time Paxson says
that he is negotiating
with cable systems in
Florida to use his radio
sales staff to sell adver-
tising time on cable
channels. '

“We've found some
serious interest in this, and we’re in
some serious discussions about it
now,”” Paxson said last week during a
panel discussion at the National Asso-

Bud Paxson

ciation of Broadcasters
Radio Show in Dallas.
While the subject of
the panel was duopoly,
Paxson talked repeatedly
of the opportunity he
sees for radio stations to
use their sales and mar-
keting expertise to sell
| advertising time on ca-
ble channels. While that
{ idea has surfaced before,
¥ many radio broadcasters
4 are hesitant to join with
cable, fearing that gains
made by cable systems in advertising
sales will likely come at the expense
of radio stations.
Paxson, however, sees only oppor-
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You CaN SHARE PROGRAMMING -

AMONG YOUR RADIO STATIONS ...
| Ata lower Cost Than Ever Before!

Share pregramming among your
station group or with other stations by
sharing day parts, entire formats ¢r by
delivering your top-rated talent to
other markets coast to coast. You can
spread overhead costs, increase the
quality of programming at the local
station and build your audience by
creating a satellite radio network. And
now new digital satellite technology
makes radio networking more
affordable than ever before. Let us
offer you a complete solution for your
radio networking needs.

Call us at (202) 822-2626.




tunity. "*My observation is this: Go
get five channels from cable and sell
them yourseif.”’

Certain cable-radio combinations
would make more sense than others,
Paxson said. For example, the sales
staff of an all-sports radio station
could sell local spots on ESPN as well,
all-news stations or news/talk stations

would pair up well with CNN, and
country stations would match well
with CMT, the country music video
channel.

Paxson said that he doesn’t know of
any such arrangements now, but he
said he expects to see them. He would
not name the cable systems with
which he is negotiating. Paxson owns

[ R /A (| P

14 radio stations in Florida’s four larg-
est markets: Miami, Tampa, Orlando
and Jacksonville.

“We were approached [by cable
systems],”” he said. ‘‘So if we were
approached, I've got to assume other
broadcasters were.”” He added: “‘I
think it’s an area of opportunity for
us.” L]

New ;)l;ielﬁ lets FM's aid innavigation

Mobile receivers in boats, vehicles or aircraft could pinpoint coordinates using RBDS

By Sean Scully

adio can now help people find
themselves.

Differential Corrections Inc.
of Cupertino, Calif., is promoting a
system that allows FM stations to use
radio broadcast data system (RBDS)
signals to improve the accuracy of
global positioning service (GPS) re-
ceivers. GPS uses 24 satellites to lo-
cate the position of a receiver mounted
in a boat, vehicle or aircraft.

The probiem, says DCI President
Ron Haley, is that without some error-
correction method, GPS is only accu-
rate to about 100 meters, hardly
enough for any delicate navigation.
**Take New York, draw a circle 100
meters wide downtown and you cover
a coupie of blocks,”" he says.

DCI proposes putting a GPS receiv-
er in a known location, thereby allow-
ing mobile receivers to check the un-
certain GPS information from satellite
against a certain terrestrial signal.
With that known position broadcast
over FM RBDS, a mobile receiver
could calculate its location to within
on¢ meter.

Differential correction is nothing
new, Haley explains, but using RBDS
to transmit the correction signal is
new,

DCI is aiready transmitting in San
Francisco, Washington, Los Angeles
and Chicago, and it hopes to have
most other major markets up by the
end of the year.

Once a broadcaster agrees to partic-
ipate, DCI wil! install the GPS receiv-
er and RBDS encoder and manage the
service.

In return, the broadcaster receives
20% of the revenue, Haley says. Sub-
scriptions to the service cost $50 per
year for guaranteed 10-meter accuracy
and increase to $500 annually for 1-

meter accuracy.

Current GPS receivers, which start
at approximately $700, include a jack
for error-correction equipment, so
DCI will sell a standalone RBDS re-
ceiver for roughly $200. California
GPS receiver company Trimble Navi-

RBDS receiver later this year for
about $950. The standalone receiver
can double as an RBDS-based pager,
allowing a station to offer several data
services at once.

Haley says that DCI will begin a
major publicity campaign for the ser-

gation will market a combined GPS- | vice later this month.

- ; = % -
Chicago D] loses equal-pay suit
Chicago disc jockey Shannon Dell lost her sex discrimination lawsuit
against waci-FM Chicago. Dell sued because the station's male drive-time
stars, Doug Banks and Tom Joyner, were making considerably more
money. than she was making for doing: middays. A Chicago jury found
waGCI-FM and its- owner, Gannett, not guilty of discriminating against Dell
on the basis of her sex. Banks was seeking $2.9 million. According to'the
Chicago Sun-Times, her pay ranged from $40,000 to $55,000 per year,
while the two male stars made between $625,000 and $750,000. The
jury’s decision is considered significant because it upholds one of radio’s
long-standing employment practices: paying disc jockeys and other on-air
personalities widely differing amounts for performing essentially the sarme
tasks. "I feel ecstatic—and very relieved,” WGcI-FM President and Gener-
al Manager Marv Dyson told the Sun-Times. —PV

- Stock offering from Clear Channel

San Antonio-based Clear Channel Communications annouriced last
week it has filed a registration statement for the offering of: 1.9 million
shares of common stock.

Of the shares being offered, 1.5 million are being sold by Clear Chan-
nel, 200,000 by an outside director, and 200,000 by L. Lowry Mays, Clear
Channel Communications president and chief executive officer.

Proceeds from the sale of shares to be sold by the company will be
used to repay debt under a revolving credit agreement.

A diversified broadcasting company, Clear Channel Communications
owns or operates 31 radio stations, eight television stations and three
state news networks in 14 states.

Alex. Brown & Sons, A.G. Edwards, First Boston and PaineWebber are
managing underwriters for the offering.

The registration statement relating to the securities offering has been

. filed with the Securities and Exchange Commission, but has not yet
become effective. -ic
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Fair enough, King says

The

potential return
of the

fairness
doctrine
became a hot
topic at last
week’s NAB
Radio Show

in Dallas. Ata
meeting of

the Radio
Operators
Caucus, most
broadcasters agreed that the issue
would likely become a pressing one
and that broadcasters were likely

to fight Congress in the federal
courts.

Against that background, many
broadcasters were surprised to read
the following in Larry King’s
USA Today column last Tuesday
(Sept. 7): “*Every responsible
broadcaster | know likes the fairness
doctrine because fairness is what
the USA is all about.”

Arbitron OK

It wasn’t quite a ringing
endorsement, but it was probably as
close as you can expect: The

Radio Operators Caucus discussed
the new Arbitron survey plan
calling for larger sample sizes, and a
majority of the broadcasters

present went on record as favoring
the changes. The group held back

a full endorsement, which was
deemed inappropriate because

there are other companies vying for
the same business.

A banker in the house?

Anecdotal evidence at the NAB
Radio Show last week in Dallas
indicated that the banking

industry is showing more interest in
radio these days. Lowell **Bud””
Paxson of Paxson Broadcasting
observed: ‘‘Last year I think there
were four banks here. This year there
are 25. The money’s there.”

KGO and KGO

San Francisco's news/talk
powerhouse, KGO(AM), has been
cloned: the station is being

simulcast on KGOE-FM Eureka, Calif.
KGOE-FM will initially carry KGO’s

King

RIDING GAIN

entire commercial load, but
eventually the FM station hopes to
insert its own local advertising. Says
Thomas Crane, whose company,
Southwestern Pacific Broadcasting,
owns KGOE-FM: ‘‘Radio’s future

is regional, There’s really no other
way than through retransmission

to deliver to small markets the type
of quality programing that KGO
radio offers its listeners. ™’

Interep promotes
CouponRadio

The Inerep Radio Store has

entered a joint venture to promote
CouponRadio, a newly developed
system that uses the Radio Broadcast
Data System (RBDS). The system
envisions an electronic memory card
that listeners insert into specially
made radios during commercials.
Listeners then take the card to
participating retailers and insert it in
a special machine that reads the
information and spits out a coupon

good for a discount on a product.

In addition, the coupon would prove
to the advertiser that the

commercial was effective,

Simpson to Unistar

tn the rapidly
growing
national
morning
show sweep-
stakes:
Donnie
Simpson of
WPGC-FM
Washington
will soon do a
national
show for
Unistar Radio Networks. Unistar
officials say the show will not differ
much from the one Simpson does
now at WPGC-FM, which is a hybrid
of contemporary hit radio and
urban.

Simpson
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Financing has been
provided by

GFC

$18,500,000

Senior Secured Notes

Radio One, Inc.
Radio One of Maryland, Inc.

Greyhound Financial Corporation

Communications Finance Group

Matt Breyne, (312) 322-7227 - Chicago, lllinois
Jefl Kilrea, (312) 322-7205 - Chicago, lllinois
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Home computing gets cable connection

Zenith system would let households hook into central servers on Ethernet-like networks

By Sean Scully

oon you may be able to enter a
computer network through your

cable jack.

Zenith Electronics says that its new

Homeworks system allows cable oper-
ators to convert a single 6 mhz TV
channel into four separate computer
networks. The networks are based
loosely on Ethernet, which allows
many users on a single server simulta-
neously, says Zenith engineer Edward
Zilka,

The base unit for home computers
will retail for just under $500, and a
headend unit to control the networks
will cost just under $2,000.

Other than the units on each end.
Zilka says. there is no additional cost
to offer such a two-way service over a
normally one-way cable system.

Several trials are under way, Zilka
says, including one at TCI's Provo,
Utah, system. The company set up
two computer file servers on the cable
network and hooked up personal com-
puters at various points around the
city. They ran several programs, in-
cluding WordPerfect, over the cable
line, and timed the system's speed
against that of a self-contained com-
puter. “‘We were always within one
second.... You literally seem to be
working off the hard drive.”” says Paul
Venturella, the system’s general man-
ager,

The test also includes electronic
mail, billboards and connections to In-
ternet, a worldwide network. In every
case, Venturella says, Homeworks has
passed with flying colors.

With a new generation of computer-
driven cable boxes on the horizon,
Venturella says that this kind of two-
way computer communication offers
exciting possibilities for cable. **I be-
lieve we’ll reach a point where we can
do all these things—access Internet
and retrieve data—without a PC."’

While he’s not certain whether TCI
in Provo will offer the service directly
anytime soon—that would require a
corporate decision by TCI in Den-
ver—Venturella says that several local
groups are considering buying equip-

Zenith’'s new Homeworks unit, which allows a PC user to connect to computer net-

works through a standard cable jack

ment and leasing channels from his
system, Utah Valley State College. he
says. is interested in distance learning
as well as inexpensive and easy net-
work access.

Computer networks have been wait-
ing for this kind of development for a
long time, says David Waks, execu-
tive director of technology for Prodigy
Services. Cable lines offer the possi-
bility of transmission speeds ot mil-
lions of bits per second, compared
with conventional phone-line modems
that are able to carry only thousands of
bits per second.

*‘Right now. the biggest bottleneck
in our service is the local telephone
line,”’ Waks says.

The Zenith system will, at least at
first, offer only half a megabit, Waks
says. but that’s still better than phone
modems. “*This is a good first step.™

The ultimate objective. he says, is
to get bit rates high enough to transmit
futl-motion video to computers. Sys-
tems such as Zenith’s will offer that
possibility as technology improves,
Waks says. and he predicts a flood of
similar products during the coming
months and years. L]

million.

the UK.

The sale is pending approval by UK regulatory authorities.

TeleWest buys Post UK
cable holdings

TeleWest International is buying the Washington Post Co.’s cable TV
franchises in the United Kingdom.

Although terms of the deal were not disciosed, the Washington Post
Co. said it would realize an after-tax gain on the sale of $5 million to $10

The cable properties pass more than 92,000 homes and have 19,000
subscribers in central Scotland, adding to TeleWest's 17 other franchises
serving 3 million homes. A joint venture between TeleCommunications
Inc. and US West Inc., TeleWest International is the largest cable TV and
telephone systems operator in the UK.

Washington Post Co. CEQ Alan G. Spoon says that UK reguiatory
changes, which “strongly encouraged cable companies to provide local
telephone services as well,” were behind the company’s move to sell. “To
construct both cable and telephone would require a very substantial
increase in capital spending,” he says, “"and we believe we have other
opportunities that more closely match our investment criteria.”

TeleWest International President Gary Bryson calls the Post franchises
“a perfect complement” to its existing cable TV and telephone sevices in

~-JAZ
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Florida fight

A man who fought the FCC for a
station permit and won is now in
danger of losing it after his arrest
for drug frafficking in Florida.

Wayne G. Fields, 75% owner
and general partner of LL Broad-
casting, had the character qualifi-
cations necessary to hold the con-
struction permit for a new FM in
Alachua, Fla., declared the FCC
in a 1992 deciston. His opponent
was Eve Ackerman, a woman
with broadcast experience. Fields,
won the permit due to the FCC
policy giving preference to minor-
ities. Ackerman immediately filed
an application for review based on
Fields's string of unpaid bills. On
July 7, Fields was arrested in
Gainesville and charged with con-
spiracy to traffic cocaine. He pled
guilty, and agreed to cooperate
with the state in return for a lighter
sentence.

Now, Ackerman has filed a
motion for remand in appeals
court, claiming Fields is unfit to
be a licensee based on the
FCC’s policy on drug trafficking.

Chancdias

KCAL(AM) Redlands, Calif. o Purchased
by Redlands Radio Inc. from Sarape
Communications Inc. for $3,000,000
Buyer has no other broadcast interests.
Seller has no other hroadcast interests.
KCAL has sports format on 1410 khz with
5 kw day, 4 kw night. Broker: Ray Stan-
field & Associates.
(u}

KSET-FM E| Paso, Tex. 0 Purchased by
Magic Media Inc. from Dunn Broadcast-
ing Co. for $2,700,000. Buyer has no oth-
er broadcast interests. Seller has interest
in KVIV(AM) El Paso, Tex. KSET-FM has
country format on 94.7 mhz with 61 kw
and antenna 1,080 ft.

m]

WTAS-FM Crete, Ill. © Purchased by Word
of Faith Fellowship Inc. from South Cook
Broadcasting Inc. for $800,000. Buyer
owns WEMG(AM) Knoxville, Tenn. Seiler
owns WCGO(AM) Chicago Heights, IlI.
WTAS-FM has MOR format on 102.3 mhz
with 3 kw and anlenna 299 ft. Broker.
John W. Saunders.
a

KRSP-FM Salt Lake City O Purchased by
Ostler Broadcasting Co. from Holiday

July, 1993

SOLD

THE TIMES MIRROR COMPANY

has sold the assets of

KTVI-TV

St. Louis, Missouri

WVIM-TV

Birmingham, Alabama

ARGYLE TELEVISION HOLDINGS, INC.

The undersigned represented the buyer in this transaction

&

COMMUNICATIONS

EQUITY
ASSOCIATES

375 Park Avenue, Suite 3808, New York, NY 10152 (212)319-1968
101 . Kennedy Blvd.. Suite 3300, Tampa, FL. 33602 (813)222-8844

TAMPA @ NEW YORK @ PHILADELPHIA @ DENVER @ LONDON @ MUNICH @ HONG KONG @ PRAGUE

This notice appe:
National Association of Securities Dea

1 matter of record only, CEA 4
s, Inc. and their professional associates are registered with the NASD. Member SIPC.

members ol the

Proposed station trades

By dollar volume and number of sales

This week:

AM'’s 0 $3,825,0000 7
FM's O $4,567,000 0 8
AM-FM's D $575,000 0 3
TVso$1001
Total C $8,967,010 0 19

So farin 1993:

AM's D $46,667,591 O 161
FM's 0 $509,379,526 O 259
AM-FM’s O $527,817,015 O 143
TV's O $1,407,640,386 C 69
Total O $2,491,504,518 O 632

For 1992 lotal see Feb. 1, 1993 BROADCASTING.

Broadcasting Co. for $650,000. Buyer
has no other broadcast interests. Seller
owns KKDS(AM) South Sait Lake, Utah.
KRSP-FM has AOR format on 103.5 mhz
with 27.5 kw and antenna 3,630 ft.

O

WPDQ(AM) Jacksonville, Fla. o Pur-
chased by Prism Radio Partners LP from
Genesis Communications of Jacksonville
Inc. for $400,000. Buyer owns WOKVY
(AM)-WKQL-FM Jacksonville, Fta.;
KWFM-AM-FM/KNST(AM)-KRQQ-FM, all
Tucsen, Ariz., and WWKY(AM)-WVEZ-
FM/WTFX-FM Louisville, Ky. Seller owns
WLQY(AM) Hollywood, Fla., and WNIV
(AM) Atlanta. WPDQ has newsf/talk for-
mat on 680 khz with 50 kw day, 10 w
night. Broker: John W. Saunders
u]

WKJF-AM-FM Cadillac, Mich. o Pur-
chased by Biederman Investments Inc.
from Hagar Broadcasting & investments
for $375,000. Buyer owns WBCM(FM)
Boyne City, MI. Seller has no other
broadcast interests, WKJF(AM) has adult
contemporary format on 1370 khz with 5
kw day, 1 kw night. WKJF-FM has adult
contemporary format on 92.9 mhz with
100 kw and antenna 895 ft.
o

WDBA-FM DuBois, Pa. 0 Stock pur-
chased by Dan Brownlee, Debbie
Brownlee, Charles Brownlee and Joyce
Brownlee from DuBois Area Broadcast-
ing Co. Inc. for $360,000. Buyer and sell-
er have no other broadcast interests.
WDBA-FM has inspirational format on
107.3 mhz with 50 kw and antenna 499 ft.
m]

KLTK{(AM)}-KWMQ-FM Southwest City,
Mo. O Purchased by Drake Communica-
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tions Inc. from K-Lite AM and FM Inc. for
$170,000. Buyer and seller havé no olher
broadcast interests. KLTK is 250 w day-
timer with C&W format on 1140 khz.
KWMQ-FM is on 100.3 mhz wilh 3 kw
and antenna 328 fi.

0

KBLF(AM) Red Bluft, Calif. 0 Purchased
by Night Hawk Communications [nc.
from KBLF Inc. for $135,000. Buyer and
seller have no other broadcast interests.
KBLF has adult contemporary format on
1490 khz with 1 kw full time.

0

WBAG(AM) Burlington, N.C. 0 Purchased
by Sumner Broadcasting Co. from Fal-
con Communications Inc. for an estimat-
ed $110,000. Buyer and seller have no
other broadcast interests. WBAG is 1 kw
daytimer with news/talk format on 1150
khz.
o

WWKO(AM) Cocoa, Fla. o Purchased by

Brevard Broadcasting Inc. from Walker

Broadcasting Inc. for $20,000. Buyer and

seller have no other broadcast interests.

WWKO has urban contemporary format

on 860 khz with 1 kw day, 121 w night.
0

KMGR(AM) Murray, Utah 0 Purchased by
Venture Broadcasting Inc. from RVI LP
for $20,000. Buyer and seller have no
other broadcast interests. KMGR has bu-
siness/talk format on 1230 khz with 1 kw
full time.

0

KERX-FM Paris, Ark. 0 Purchased by Max
H. Pearson from Diamond State Broad-
casting Inc. for $42,000. Buyer owns
WLEE(AM) Richmond, Va., and KBCN-
FM Marshall, Ark., and is purchasing
KDEW-FM/KLRA-AM-FM  DeWitt,  Ark.
(see below). Seller has no other broad-
cast interests. KERX-FM has contempo-
rary country format on 95.3 mhz with 6
kw and anlenna 571 ft.
0

KDEW-FM/KLRA-AM-FM De Witt, Ark. O
Purchased by Max H. Pearson from
Quandras Inc. and Diamond State
Broadcasting Inc. for $30,000. Buyer and
seller are also involved in KERX-FM Par-
is, Ark., sale (see above). KDEW-FM is
on 96.7 mhz with 3 kw and antenna 146
ft. KLRA(AM) is 250 w daytimer with con-
lemporary country format on 1530 khz.
KLRA-FM is on 96.5 mhz with 3 kw and
antenna 148 ft.

u]

KAQU-FM Huntington, Tex. O Stock pur-
chased by Verna Phillips of Angelina
Broadcasting Corp. from Robert Milbank
Jr., trustee for Robert Tindle, for $10,000.
Buyer and seller have no other broadcast
interests. KAQU-FM is on 101.9 mhz with
6 kw and antenna 328 ft.
]

[ BUSINES S I

KRNQ-FM Hampton, lowa O Purchased by
James Ingstad Broadcasting Inc. from
John Linder for $5,000. Buyer owns
KDDR(AM) Qakes, N.D.; KNUJ(AM}-
KXLP-FM New Ulm and KRFO{AM)-
KRFO-FM Owatonna, both Minn.; KOVC-
AM-FM Valley City and KLXX{AM)}-KBYZ-
FM Bismarck, both N.D., KWBG(AM)-
KRUU-FM Boone, KIAQ-FM Clarion,
KRFO(AM)-KIAI-FM  Mason  City and
KLKK-FM Clear Lake, all lowa; and is
permittee of KLPR-FM Springfield, Minn.,
and new FM in Sleepy Eye, Minn. Seller
owns KMHL{AM)-KKCK{(FM)} Marshall
and KARL{FM) Tracy, both Minn. KRNQ-
FMis on 98.9 mhz with 6 kw and anlenna
325 ft.

a

KTRG-TV Del Rio, Tex. o Purchased by
Thomas Gilchrist from Republic Broad-
casting Co. for $10. Buyer and seller
have no other broadcast interests.
KTRG-TV is Fox affiliate on ch. 10 with
316 kw visual and antenna 1,155 ft.

[u}

WKMK-FM Sylvester, Ga. 0 Purchased by
Wade Keck of K&B Broadcasting Co.
from Karen Barnard of K&B Broadcast-
ing Co. for forgiveness of loan and trans-
fer of voting stock. Buyer and seller have
no other broadcast interests. WKMK-FM
is on 106.1 mhz with 3 kw and antenna
328 ft.
u]

KBHS(AM) Hot Springs, Ark. 0 Purchased
by J&A Inc. from Great American Broad-
casting of Arkansas Inc. for no cash con-
sideration. Buyer and seller have no oth-
er broadcast interests. KBHS has
country format on 590 khz with 5 kw day,
500 w night.

Cahners publishes
'94 economic report
Now you can minimize the risks
associated with your business
planning decisions with the
Cahners 1994 Economic Out-
look. This 60-plus- page report
features forecasts for the general
économy, as well as for more
than 30 industrial and service in-
dustries, and includes an elec-
tronics and technology section.

Published in early October and
regularly $75, the Outlook will be
available to BROADCASTING & Ca-
BLE readers for only $29. Send
your name and address with a
check made out to Cahners Eco-
nomics or your Visa/MasterCard
number and:- expiration date to
Cahners Economics, P.O. Box
59, New Town Branch, Boston,
MA 02258-9908.

SOLD!

KSSK-AM/EM, Honolulu
from Coast Broadcasting
Company to NewTex

Communications, LLC for
$7,350,000 cash.

Elliot B. Evers
Broker

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
Y

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDQ « CINCINNATI
SAN FRANCISCO
Subject to F.C.C. approval
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Hill asks administration for telcom views

Senate Communications Subcommittee chairman says White House input is needed
on legislation opening local telephone and cable to competition

By Harry A. Jessell

enator Daniel Inouye (D-Ha-

wail) last Wednesday prodded

the Clinton administration to
come forward soon with its ideas on
opening the telephone and cable busi-
nesses to competition.

After five hours of industry testimo-
ny before his communications sub-
committee on legislation aimed at fos-
tering such competition, Inouye
complained about the absence of an
administrative witness and expressed
hope one would be on hand for the
next hearing.

The administration was tnvited, In-
ouye told reporters. But ‘‘they were
occupied with some other activity,”
he said. *'They always show some re-
luctance, but they will come around.”

The subcommittee is going to hold
another hearing and proceed to mark-
up. the senator said. “*The administra-
tion should know that,”” he said. *'I
would hope they would participate in
the process of deliberation.””

A subcommittee aide later said In-
ouye misspoke. The administration
was never officially invited, he said.
**‘We inquired whether the administra-
tion would make someone available
and were informed they needed a little
more time to prepare their views."’

“I'm very interested in working
with the Senate on this legislation,”’
said Larry Irving, head of the National
Telecommunications and Information
Administration and its  principal
spokesman on telecommunications
policy. And, he added, he is eager to
testify.

Irving said he would have testified
tast week if not for the short notice
and a scheduling conflict. He was in
Orlando, Fla., Wednesday for a
speech before the National Associa-
tion of Telecommunications Officers
and Advisors, a group comprising
mostly local cable regulators.

In any event, Irving said, the ad-
ministration’s interagency task force
on telecommunications policy plans to
issue its ‘‘vision statement’’ this

week. The statement will not take po-
sitions on specific issues, he said, but
it will unveil what the administration’s
‘‘priorities are in this area.”’

The Telecommunications [nfra-
structure Act, co-sponsored by Inouye
and the subcommittee’s ranking mi-
nority member, John Danforth (R-
Mo.), would allow local telcos into
the cellular long-distance and cable
businesses (subject to certain safe-
guards against anticompetitive con-
duct) and just about everybody inte
the local telephone business.

A subcommittee aide said the Sen-
ate may be ready to take up the bill
before the end of the year. Danforth
said he expects that Congress will pass
some form of the legislation by the
end of 1994.

““The times are changing,”” Dan-
forth said. “*And in communications,
they are changing very, very rapidly;
inertia is not sufficient in an era of
rapid change.””

Pressure to act also comes from the
federal court ruling three weeks ago
striking down as unconstitutional the

statutory ban against telcos operating
cable systems in their service areas.
““‘Congress should take the lead in
making public policy,’” he said.

Much of the five hours was given to
a civilized debate between AT&T
Chairman/CEQ Robert Allen and
Ameritech Chairman/CEO  William
Weiss over whether Ameritech and the
other local telcos should be allowed
into the long distance business.

Allen argued for keeping the locals
out of long distance, at least until they
are subject to competition, When
“‘real competition’’ breaks the region-
al Bell operating companies’ bottle-
neck, he said, *‘concerns about mo-
nopoly abuse should end, and
|[RBOC’s] should be free to enter the
long-distance market.”’

Pressed by Danforth to define ‘‘real
competition,’” Allen suggested a two-
level test: competition would be said
to exist where 50% of telephone users
have access to an alternative service
and, say, 25% actually opt for it.

Speaking for the Nationa] Cable
Television Association at an earlier
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hearing on the bill, Comcast President
Brian Roberts proposed a similar
threshold for local telcos® entry into
cable.

Despite having agreed to purchase
McCaw Communications, a major cel-
lular operator, for $i2 billion, Allen
said AT&T has no interest in the local
telephone business. It makes no eco-
nomic or financial sense, he said.

The company also has no ownership
ambitions in cable, he said. “*We do
not own any cable companies, and we
have no interest in owning cable com-
panies.”’ However, he added, AT&T
is interested in being a ‘‘partner’” with
cable operators, providing them with
the technology they need.

Weiss, speaking for the other six
RBOC’s spun off from AT&T nearly a
decade ago, said the current restric-
tions on the RBOC’s should be loos-
ened or eliminated so they can com-
pete  fully and effectively in
manufacturing, cable and long-dis-

tance services.

If the RBOC's were allowed into
cable, he said, cable TV prices would
decline almost 25% over 10 years,
saving consumers $75 billion.

Countering Allen, Weiss contended
that the local telcos are already facing
local competition from long-distance
companies and from so-called alterna-
tive access providers. The long-dis-
tance companies already have taken
away 50% of the services to large
business customers and 75% of the
local toll-free business, he said.

Weiss said Time Warner and other
cable operators have targeted the local
telephone business, and AT&T has
been talking with large operators
“‘about linking customers into one big
network, which would include allow-
ing customers to phone one another
through their cable lines.”

To say that local competition does
not exist, he said, ‘‘is to perpetuate a
myth.” ]

Ad deductibility reduction

appears headed for failure

Hill hearing finds lack of support for proposal

By John P. Ourand,

special correspondent
proposal to reduce the tax de-
ductibitity of advertising ex-

A penses resurfaced in Congress

last week and was once again met with
hostile fire,

Lawmakers and industry representa-
tives blasted the idea for the third time
in the past six years. The proposal
would require that a portion of adver-
tising expenses be amortized over an
unspecified number of years. Current-
ly, 100% of ad expenses are deduct-
ible. Advertisers said that the change
would take nearly $18 billion out of
their pockets over four years.

‘1 see this as placing government in
the position of micromanaging Ameri-
can businesses,”” said DeWitt Helm,
president of the Assaciation of Nation-
al Advertisers at a House Ways and
Means subcommittee hearing last
week. “‘I'd rather see government tax
profit and not interfere with process.’”

Representatives Mel Hancock (R-
Mo.), Michael J. Kopetski (D-Ore.)
and Lewis F. Payne (D-Va.) also taok

shots at the proposal. **I believe firm-
ly that advertising goes into a product
as much as research and develop-
ment,’" Kopetski said.

The revenue-raising plan was first
introduced in 1987 by former Pennsyl-
vania Congressman Dick Schulze, and
it resurfaces from time to time. An
aide to Subcommittee Chairman
Charles Rangel (D-N.Y.) said that the
plan was put on last week’s hearing
agenda to gauge interest in it.

Given the amount of opposition to
the plan, officials at the Congressional
Budget Office doubt the idea will ever
make 1t out of subcommittee. **1'd say
that the chances of it passing are pretty
slim,”” said John Hakken, a CBO
economist.

Small companies with time-sensi-
tive advertising would be hit the hard-
est, said Tim White, publisher of Al-
bany’s daily newspaper, The Times
Union. Larger companies would be
forced to use direct mail and telemar-
keting, he said.

Mark McConaghy, managing part-

m

ner of Price Waterhouse’s Washington
National Tax Service, said the plan
would create too much red tape. ‘*Dis-
tinguishing those advertising expendi-
tures for which a deduction would not
be currently allowed would create ad-
ministrative nightmares for both the
IRS and taxpayers,”” he said.

Despite the idea's apparent lack of
support, advertisers say they will con-
tinue ta lobby against it because it
unfairly singles out specific business-
es, said Hal Shoup, executive vice-
president of the American Association
of Advertising Agencies.

“‘Advertising is the same as sales
training—it's the cost of doing busi-
ness,’’ Shoup said. “‘If it's a cost of
anything other than that, people
wouldn’t have to do it every year.”’

One supporter of limiting ad de-
ductibility stepped forward last week.
The Center for the Study of Commer-
cialism handed out a news release at
the subcommittee hearing cailing on
Congress to end all tax deductions for
ads selling alcohol, cigarettes and
children’s products. But congressional
support for the measure would be sur-
prising, said Karen Brown, the cen-
ter’s research director.

‘I think the advertising industry
and the broadcasting and news indus-
tries have a strong impact on Con-
gress,”’ Brown said.

Reducing the tax deductibility was
proposed last year in the Progressive
Policy Institute’s **Mandate for
Change,’” a 388-page report of deficit-
slashing proposals for the Clinton ad-
ministration. ‘*‘Mandate’’ proposes a
long list of spending and tax subsidies
that, if dropped, could trim billions
from the annual deficit. Amortizing
the deductibility of ad costs was in-
cluded on the list because it would
garner $3.3 billion in 1993, and $16.5
billion over four years.

PPI is a spin-off of the Democratic
Leadership Council. n

Help us help you
get your magazine
delivered on time
If you are now receiving BROAD- -
CASTING & CABLE via hand deliv-
ery, your issue should afrive be- .
fore 8 a.m. each Monday. If not, |
please call 800-554-5729 prior to
9:45 a.m. for a same-day re-

placement copy.
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New York 1 bringing in ad dollars
but revising expectations

Subscriber growth has been quick and easy for Time Warner-owned cable network

By Christopher Stern

s it celebrates its first anniver-

sary, New York | News is

claiming ad revenues approach-
ing $6 million, short of the $10 mil-
lion break-even point but an enviable
amount for any start-up network, es-
pecially one with only 1.2 million sub-
scribers.

Some national networks with more
than 10 times the subscriber base,
such as Court TV, still do not see $6
million in advertising revenue.

The Time Warner subsidiary has a
first-string roster of advertisers, which
includes Alfa Romeo, American Ex-
press, BMW and Anheuser-Busch.

‘I think we had more business on
the books before we launched the
channel than some all-news services
had in their first 52 weeks of busi-
ness,”" says Larry Fischer, president
of Time Warner City Cable Advertis-
ing. There are currently seven all-
news local cable channels in the U.S.

Fischer's budgel pJan for the current

year counts on a fourth quarter that
must be the biggest quarter to date. He
said his first year has been a learning
experience and there has been some
downward adjustment of his budget
plan. It is a plan he says he won’t meet
unless he gets renewals from his major
advertisers. This fall’s New York City
mayoral election is a boon to a news
channel already selling sponsorships
of its political coverage, including
Road to City Hall. brought to viewers
by New York utility Con Edison. The
channel’s sales staff also offers cross-
media promotions with Time Warner-

president, marketing, at Petry Inc.
billion annual
Los Angeles.

Petry Communications.

television.

more than 500 people in 18 offices.

Charged with developing new marketing ap-
proaches for Petry’s client stations in the $8
spot television marketplace,
“Joyella will also oversee Petry’s regional mar-
‘keting departments in New York, Chicago and

“His background will enable us to develop
creative partnerships with advertisers,” says Harry Stecker, president of

Petry names Joyella semor VP

James A. Joyella, former Television Bureau of
Advertising president, is the new senior vice

Joyella joins Petry from Katz Television Group, where he was president
of the'American Division. Prior to his tenure with Katz, he served at TVB,
joining as marketing vice president and rising to president. He went to
TVB -after 19 years at CBS in sales and marketing of both radio and

Agraduate of Fordham University, Joyella is on the board of governors
of the International Radio and Television Society.
Joyella joins one of the largest rep firms in the country. Petry employs

=IC

‘NEWS

owned magazines, including Fortune,
Money and Sports Hlustrated.

At the same time, Fischer says, he
is pushing for an increase in pricing,
which starts at $250 for a 30-second
advertisement. The price increase re-
flects the channel’s recent boost from
850.000 subscribers to 1.2 million.
Published reports have said spots sell
for as much as $750, which Fischer
says is high. **I’d love to see us get to
that point, but [ think it's a year and a
half away,”” he says.

While Fischer's staff says they
compete for television advertising dol-
lars, they say they are willing to take
ad dollars from anyone. New York
City currently supports two all-news
radio stations, WCBS(AM) and WINS
(AM), which together have revenue of
more than $50 million. Both radio sta-
tions advertise on NY |,

Although subscriber growth at the
channel has come quick and easy, NY |
cannot count on the same kind of
growth in the future. “*We have pretty
much reached saturation level,”” says
Paul Sagan, vice president of news and
programing. NY is the first of the local
news channels to pass one million sub-
scribers, and Sagan says the channel
will eventually reach 1.5 million New
Yorkers. That growth will come from
cable companies signing up new sub-
scribers, not from the channel signing
additional cable systems.

Sagan says he is not obsessed with
the cable channel’s bottom line: “It’s
not in the top five on my list of priori-
ties.” L]

Sep 13 1993 Broadcasting & Cable




Philadelphia TV station
fights domestic violence

Station to give up a third of a day’s local commercial time

By Jim Cooper
Philadelphta station will give
up a third of its Jocal commer-
cial airtime tomorrow (Sept.

[4} to address the growth of domestic

violence cases in the area.

Group W’s KYW-Tv, the NBC affili-
ate in Philadelphia, will use almost 20
live one- and two-minute cut-ins dur-
ing regular programing hours to dis-
cuss the definitions of domestic vio-
lence and how and where to find help.

The cut-ing will air from 7 a.m. to &
p.m. and will be part of the station’s
tri-state broadcast in New lJersey,
Pennsylvania and Delaware.

The effort follows a summer of vio-
lent crime in the Philadelphia area that
included the assault on a three-year-

her sister and the death of a police-
woman, shot while responding to a
911 call about a domestic dispute.
Spearheaded by news anchors
Bruce Hamilton and Jennifer Ward,
the program will include an all-day
phone-in forum, news series, public
affairs programs, talk shows, editori-
als and public service announcements.
The lecal commercial time used for
the live cut-ins represents about
$30,000 of raw advertising time.
“*Channel 3 |[KYW-TV] will use ev-
ery resource it has available over the
next year to get out the message that
domestic violence cannot and should
not be tolerated.”’ says Tony Vinci-
querra, KYW-TV’s vice president/GM.
Advertisers will not be directly in-

Thrift Drug Stores have agreed to pro-

vide brochures and information.
““We're trying to keep this as noncom-
mercial as possible,”” says Vinci-
querra.

A spokeswoman for the station says
that delivering brochures directly to
homes could endanger the women
who receive them, and television is a
way to deliver the message without
threatening those in need.

The KYW-TV campaign is similar to
a 1991 program conducted by its sister
station, WBZ-TV Boston. After a vio-
lent summer Vinciquerra, then vice
president/GM of the Boston station,
contacted Norfolk County (Mass.)
District Attorney Bill Delahunt. who
led an aggressive campaign against vi-
olent domestic crime. Their meeting
resulted in a public awareness cam-
paign on WBZ-TV, the prototype for the
Philadelphia campaign.

KYW-TV's nationally syndicated talk
show hosts have also agreed to address
the issue. Maury Povich, Montel Wil-
liams and Les Brown have prepared
shows on the issue to air concurrently

old boy, the murder of a mother and | volved with the campaign, but local | with KYW-TV’s programing. |
|
Nielsen reranks top 100 markets
Of the top 100 TV markets, 46 changed their rank from 1992-93. Nielsen Media Research released its annual
market rankings based on the number of television households last week. The markets with changes:
92-93 '93-'94 Market ‘93 HH ‘94 HH '92-'93 '93-'94 Marke! ‘93 HH ‘94 HH
rank rank rank rank
11 10 Houston 1455000 1,510,580 65 66 Roanoke, VA 382,710 386,300
10 11 Atlanta 1,475,590 1,510,340 66 67 Syracuse, NY 380,010 384,800
15 14 Minn./St. Paul 1,369,670 1,389,420 67 68 Austin, TX 373,670 383,230
14 15 Tampa/St. Pete 1,374,310 1,384,150 71 69 Lexington, KY 359,890 378,720
25 24  San Diego 910,990 920,570 72 71 Rochester, NY 359,570 363,620
24 25 Hartford, CT 930,870 915,110 73 72 Des Moines 354,710 362,520
30 29 Charlotte, NC 758,710 774,760 75 73 Omaha 344,780 359,610
31 30 Cincinnati 756,230 770,400 69 74 Shreveport, LA 368,700 351,650
29 31 Kansas City, MO 760,020 767,930 | 78 75 Las Vegas 333,050 346,710
41 38  Salt Lake City 600,230 616,720 79 78 Spokane, WA 324,870 341,630
38 39 Norfolk, VA 614,640 612,880 74 79 Portland, OR 346,020 341,080
39 40  San Antonio 605,200 610,660 84 83 Cedar Rapids, IA 295,480 300,880
40 41 New Orleans 800,770 609,000 83 84 South Bend, IN 298,320 299,920
45 43  Oklahoma City 562,920 572,300 86 85 Fort Myers, FL 293,110 298,920
46 45 W. Palm Beach 559,670 566,140 85 86 Madison, WS 293,280 297,970
43 46 Providence, Rl 567,110 565,460 | 90 87 Huntsville, AL 289,510 296,930
50 49  Louisville, KY 519,830 533,170 @ 9N 90 Jackson, MS 284,970 286,200
49 50 Albuquerque, NM 521,930 530,040 | 93 91 Johnstown, PA 276,230 283,950
55 54  Jacksonville, FL 473,030 484,220 87 92 Burlington, VT 292,900 282,740
54 55 Richmond, VA 476,850 484,030 92 93 Tri-Cities (VA-TN) 280,770 278,870
64 63 Toledo, OH 405,800 407,850 100 97 Colorado Springs 241,950 250,580
63 64  Knoxville, TN 406,670 404,020 97 98 Waco, TX 251,530 247,620
68 65 Green Bay, WS 371,470 391,650 98 100 Lincoln, NB 250,360 245,350
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DirecTv keeps heat on Primestar

DBS company plans to complain to FCC that agreement between USSB
and cable programers violates program access rules of Cable Act

By Sean Scully

D irect-broadcast-satellite compa-
ny DirecTv says that it will con-
tinue to challenge elements of
the Primestar Partners consent decree.

DirecTv says that it will complain
to the FCC about exclusive agree-
ments between DBS competitor Unit-
ed States Satellite Broadcasting and
some cable programers. Such agree-
ments, DirecTv says, violate the pro-
gram access rules in the 1992 Cable
Act. DirecTv used the same argument
in challenging the Primestar decree,
which ends an antitrust case against
the cable-owned satellite company,
saying it ratified such exclusive agree-
ments.

Earlier this month, Federal Judge
John Sprizzo signed off on the decree.
despite opposition by DirecTv and
other groups, but noted that the decree
could not supersede the Cable Act. He
left the FCC free to enforce the act as
it sees fit.

"“"We believe there are exclusive
contracts that would prevent us from
getting access to the services of Time
Warner and Viacom,” says DirecTv
Director of Communications Tom
Bracken. “'If that turns out to be true,
we will pursue the matter as far as we
have to, to get access to the program-
ing.

USSB President Stan Hubbard de-
nies that the contracts for HBO and
Showtime violate the Cable Act.
““We think the Cable Act is pretty
clear, and everything we’'ve done is
allowed.” [n fact, Hubbard says, the
contracts promote the public interest
by promoting competition among
DBS operators. Those services are

necessary to differentiate USSB from
the much larger DirecTv, which
shares its satellite.

Bracken says that he expects to see
a resolution of the issue by the end of
the year. DirecTv either will come to
some arrangement with the cable pro-
gramers and USSB or will file a com-
plaint with the FCC. n

Annual Interface and
Hall of Fame set

On Nov. 9, BROADCASTING & Ca-
BLE magazine and the Federal
Communications Bar Associa-
tion will sponsor the seventh an-
nual “Broadcasting/Cable Inter-

face” seminar and the third
annual BROADCASTING & CABLE
“Hall of Fame” dinner and

awards ceremony at Washing-
ton's Omni Shoreham Hotel. For
more information contact: (in
New York) Joan Miller, (212)
340-9866; (in Washington) Pat
Vance, (202) 659-2340.

Bell Atlantic promis'e_s
384-channel VDT systems in N.J.

Bell Atlantic has promised to expand its two New Jersey video dialtone
tests to 384 channels in September 1994,

In amended video dialtone applications filed with the FCC, the compa-
ny's New Jersey Bell division said that its equipment providers will deliver

a software upgrade late next year that will allow the systems to grow from’

64 channels to at least 384.

Until that happens, the company promised, no programer will be al-
lowed to lease more than half of the capacity of the system. The FCC in
July had expressed concern that, in the original VDT applications, New
Jersey Bell said 60 of the original 64 channels were committed to a single
programer, leaving little capacity for the phone company to fulfill its
obligations as a common carrier. New Jersey Bell's amendment clarified
the point, saying that the programer will not receive the full 60 channels
until the system expands.

Multichannel monitor

Eventide of Little Ferry, N.J., says that its new multichannel monitor will
solve a serious space problem for stations that need to monitor more than
two channets simultaneously. The monitor-receiver, which retails for al-
most $9,000, can monitor up to eight channels, including the AM, FM,
aviation, police, fire and government bands. As many as three such units
can be linked to a single recorder, allowing a user to menitor up to 24
channeis. The company says that the unit can be hooked to a computer,
which can rotate the channel selection, allowing periodic monitoring of an
unlimited number of channels. -85S

J
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The long-awaited lot-
tery to assign licens-
es for individual
video and data
services
frequencies

will be held
Sept. 15 at 10
a.m. at the
FCC's Washington
headquarters, on M
Street, NW. More than
4,100 applicants are vy-
ing for 18 licenses, two
each in the naticns nine
largest markets: New
York, Los Angeles,
Chicage, Philadelphia,
Boston, San Francisco,
Washington, Dallas and
Houston.

The commission had
planned to include De-
troit in the first round,
but possible interfer-
ence with Canadian ra-
dio caused it to drop the
idea. Several compa-
nies have proposed
uses for IVDS frequen-
cies, including as a re-
turn path for interactive
TV systems. Licenses
in other markets will be
offered under the recent-
ly passed spectrum auc-
tion law. The first nine
markets, however, were
so far along in the com-
mission’s process that
they are handled under
the old lottery rules.

Independent
satellite op-
erator
PanAmSat
is asking
the FCC to
act on a peti-
tion from Colum-
bia Communications al-
leging abuse of Interna-
tional Telecommunica-
tion Union registration
procedures by Ton-

gasat, the official satel-
lite agency of the Pacif-
ic island kingdom of
Tonga. Columbia
accuses Tongasat
of filing for orbital
positions then sell-
ing the slot to the
highest bidder. Co-

lumbia and PanAmSat
ask the U.S. govern-
ment to combat such
practices, saying they
strangle business ef-
forts by companies that
legitimately plan to offer
satellite services. Co-
lumbia says Tonga at-
tempted to gain access
to the 27 remaining Pa-
cific-covering fixed or-
bital positions even
though it did not identify
a need for them.

It also accuses Ton-
ga of attempting to gain
control over non-fixed
orbital positions and
available international
up-link and down-link
frequencies.

NBC will use all 10
Ku-band transponders
on Hughes' SBS 4. Al-
though SBS 4 is nearly
a decade old, a venera-
ble age for most satel-
lites launched in the
1980’s, Hughes says it
will be able to conserve
enough fuel to extend
the sateliite’s life into
the next century. NBC
now uses SBS 4 occa-
sionally and says it will
switch to full-time use in
1995. Terms of the deal
were not disclosed.

Hughes will build a
fourth satellite for
PanAmSat which has
already ordered three
HS 601 models from
the company. The latest

order will serve as a
spare in case of prob-
lems with the launches
of the other three, which
will join PanAmSat's
satellite already in orbit.

MTV Europe will use a
widebeam transpon-
der on France Tele-
com's Eutelsat II-F1.
This will allow MTV to
extend its reach in Eu-
rope until the launch of
Eutelsat iI-F6 in 1995.

Ultimatte Corp. says
its new PhotoFusion
software will improve a
user’s ability to do blue
screen image composit-
ing on Adobe's Photo-
shop package. The soft-
ware allows a user to
overlay and combine
photographs. The pack-
age, which will retail for
just under $700, was in-
troduced last month at
MacWorld '93.

The voice of ABC
sportscaster Al
Michaels will soon be
coming from an unex-
pected source: your
personal computer or
video game machine.
Michaels will be the
play-by-play voice of a
new football simulation
from Accolade, known
as Unnecessary Rough-
ness. A PC version will
debut in October, with a
Sega Genesis version
out the following month.
The game allows players
to play against real NFL
teams featuring current
sports figures, including
Thurman Thomas and
Ronnie Lott. The game
allows players to go
through an entire season
and features such famil-
iar TV devices as instant
replay and post-game
highlights.

Intraplex of
Westford, Mass.,

and Applied
Communications
Technologies of Fort
Wayne, Ind., will coop-
erate to distribute their
products in the U.S.
ACT specializes in
broadcast engineering,
microwave systems
management and other
telecommunications
technology. Intraplex
specializes in high-
speed digital communi-
cations equipment for
terrestrial and satellite
broadcast networks.

In an effort to call at-
tention to its pro-
posed digital radio
systems, USA Digital is
inviting delegates to the
NAB Radio show in Dal-
las this week to bring in
and test their own fa-
vorite CD’s using its
demonstration equip-
ment. USA Digital Ra-
dio, a consortium of
CBS, Gannett, and
Westinghouse, will
compete against a joint
effort by AT&T and Am-
ati Communications in a
digital audio broadcast-
ing test early next year,
sponsored by the Na-
tional Association of
Broadcasters and the
Electronic Industries
Association, The tests
will answer key perfor-
mance questions about
in-band, on-channel
DAB, which would allow
broadcasters tc send a
digital signal without
having to change to a
new frequency. While
the technology appears
promising, there is little
experimental data so far
on how such systems
perform in the field.

TECHNOLOG /N

g Edge

l':'difed.by Sean Scully
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See last page of classifieds for rate information and other details.

RADIO
NELP WANTED MANAGEMENT

Sales manager: KFAM is a 50kw AM radio slation
in lhe Sall Lake City market. We are looking for the
nght person 10 manage our sales dept. Please
send application to PO Box 700, Bountiful, UT
84010 EOE.

Local sales manager for one of Greater Portland’'s
top relail billers. Ready for that first management
slep with a company that has put tive managers
into ownership in the past len years? Resume-
philosophy: Judy Tyler, KISS5-100, 912 Washington
St Auburn, ME 04210 EOE

General sales manager/station manager for
three simulcasting AM’s successfully doing Music
of Your Life in Greater Porlland area. Musl| carry
list. Resume. philosophy Ron Frizzell, Box 929,
Lewiston, ME 04243. EQE

GM/GSM: Leading S.E. coastal FM/AM has growth
opportunity for selling manager. Atiractive com-
pensalion pkg. Work closely with national sales
markeling consultants. EEQ. Reply in confidence
to Box P-2.

Strong sales oriented GM needed for coastal
Texas turnaround. Musl be sell molivated, have
strong. proven track record in sales. This may be
your first slep into management from a successful
sales career. Reply in confidence to Karl Baehr,
KBE, 8116 San Francisco NE, Albuguerque, NM
87109. ECE.

General sales manager: Combined Media is look-
ing lor a super aggressive. bottom line oriented
GSM for a 100kw FM and 50kw AM combo in a
large soulhern markel. Minimum of 3 years suc-
cesslul Irack record as SM or equivalenl sales
experience. Oulstanding compensation for right in-
dividual. Selecled candidate must be able (0 (ake
immediate full charge responsibility for all aspects
ol sales and promotions. Mus! also be able to
select and work with nalional reps. Qualified candi-
dales may call Norman Allen al 708-527-0110 for
an inilia! discussion of [he position. This opening is
for immediale hire. Combined Media is an equal
opportunity employer

General manager: If you love Ihe great ouldoors
this may be the opportunily of a iifelime. GM posi-
lion opan with growing northern Minnesola broad-
casting company. Unique opportunity for the truly
molivated. Underslanding of smail markel radio is
essential. Send confidential reply with resume, sal-
ary hislory and sales philosophy 10 Box P-15. EOE.

Local sales manager: Major southwest market FM
slation seeks highly molivated. experienced indi-
vidual. Knowledge and experience in all phases of
radio research. computerized programs. Excellent
opporlunity with long established company. EQE
Send information to Box P-16.

GSM: We're looking for an experenced general
manager (o lead a greal sales slall at a medium
markel in the Northeasl. Must have a proven track
record in sales management as well as research
knowledge and computer skills. Send resume re-
lerral and salary history 10 Box P-17. Replies conli-
dential. EOE M/F

General manager: Leading AM/FM combo in
norlheaslern top-50 markel; slrong sales back-
ground helpiul, EEQ. Send resume and salary to:
PO Box 1632, New York, NY 10185.

General manager for KMCM/KMTA Miles City
Monlana Sales experience required. Send resume
10 1218 Pioneer Building, St. Paul, MN 55101, EQE

HELP WANTED SALES

Montana, Big Sky country, AM/FM combo leader
in Great Falls looking for experienced radio profes-
sional with solid references to sell our stations lo
eager buyers. A wonderful place to live, a pair of
greatl radio stations to sell. Eamn base against 20-
25% commission. Send resurme to General Manag-
er, KEIN/KLFM Radio, 811 1st Avenue Norlh, Great
Falls, MT 59401. EOE.

Mid-Atlantic small market, several stations need
selling GM's and sales reps. Not a walk in the park,
bul it you'll go above and beyond with us, we'll go
the distance and ther some with you. Qur best
reps earn 40 to 60. Reply to Box P-3. EEO.

Account executive for lop-raled suburban Chi-
cago Country FM. Excellent opporlunity for com-
pelitive sales professional. Send resume lo:
Lenny Frisaro, GSM, WCCQ, 1520 N. Rock Run,
Joliel, IL 60435. EQE

Vermont FM/AM award winning Rock/Newstalk
combo seeks experienced AE. Existing lisl, local
ownership, greal skiing, recreation. {Obviously i
we're selling our skiing. it's in lieu of big bucks.)
Contact Doug Tweedy GSM. WKVT Box 1430,
Brattieboro, VT 05302, EOE/AA

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Program director: WETA TV/FM (Shirlington, VA)
seeks experienced program director for radio
broadcasling. Major responsibilities include: Over-
seeing radio broadcast schedule and produclion,
supervising programing and production slaff, and
evaluating audience data. Bachelor's degree {or
equivalent) in a related field plus 6-8 years radio
oroadcasting and supervisory experience re-
quired. Public and/or commercial radio back-
ground helpful; classical music preferred. Salary
upper $40's. WETA offers a comprehensive bene-
lits package and a smoke-free work environment.
Send resume to WETA TV/FM, PO Box 2626, Wash-
nglon, DC 20013(PD). WETA TV26 FM91 is an
equal opporlunity ernployer H/VIM/F

SITUATIONS WANTED MANAGEMENT

Broadcast professional prepared to lead your
charge. Aggressive GSM/GM; not a desk jockey
Eastern raled markel. any size. Mark Wehner 904-
760-5612

Seeking general manager/sales manager posi-
lion in small Northeast or Soulheast market with
eventual possible buyoul or lease interest. Ambi-
lious, conscienlious top biller. Currently in radio
and real estate management. Call Ted 914-357-
9425 or 914-357-3100 or write 399 Rte. 202, Suf-
fern, NY 10901.

SITUATIONS WANTED TECHNICAL

Engineer seeks position in Northeasl major or
medium markel. Experienced studio and transmit-
ier. computers, sporls nelwoiks, salellites, person-
nel, budgeting. Call 301-230-3530

SITUATIONS WANTED NEWS

Award-winning English sportsbroadcaster (lwo
Sony awards). Also experience on national news-
paper {Guardian). Seeks job in he States. Radio or
TV. Good logking. Phone-ins, commentlaling, pre-
senting. Expert on many sports including soccer,
basketball, elc. Anything considered. Reply 1o Box
P-18 or call 021-373-4567.

SITUATIONS WANTED PROGRAMING
PROPUCTION & OTHERS

Human dynamo for Cenlral Florida medium mar-
ket — almost 4 billion $ gross sales in counly last
year. Il's here for the taking. Call Roberl 904-867-
5982 EQOE.

70s/80s Oldies, Album AC, Hot AC, Travel for-
mats. Digital. aulomaticn, computer-literale. Profit
conscious. 14 years experience. Jim. 404-933-
0147.

Want a news/talk station thal dees more [han lake
up space on the spectrum? Veleran PO/ND/OM
seeking position in AZ, NM, NV, ID, OR, MT, CA.
Believes in programing. people will talk about! Can
sell, too! B05-653-4794.

MISCELLANEOUS

Ron Balonis' Broadcast Englneer’'s Computer
Toolbox makes a computer a lechnical assistant
for an engineer. For details, write Computer Tool-
boxes, 118 Rice Street. Trucksville, PA 18708 or
call 1-717-696-1490 (300/1200.8,N,1)

TELEVISION
HELP WANTED MANAGEMENT

General manager: Fox 66, WSMH-TV, DMA #60
serving mid-Michigan. Opponunily for resulls driv-
en manager with a strong sales orientation. Call me
in confidence 1o discuss your abilities. David Witl-
kamp 1-B00-733-2065. EQE.

Traffic director: Responsibilities will include: Hir-
ing. training and supervising the traffic staff for the
produclion ot daily program logs and insurning he
correct scheduling of all relaled materials, super-
vising the accuracy of commercial copy and pro-
gram copy, maintaining and generaiing various
revenue and inventory reports and functioning as
the primary rescurce for sales management on
inventory and traflic related problem solving. Quali-
fications: Minimum of 3 years trallic management
experience with knowledge of the BIAS traffic sys-
tem preferred. Knowledge of JOS-Sales Talk and
local area network experience a plus. Send resume
and salary requirements lo: Human Resources -
BC #38, WWOR-TV, 9 Broadcast Plaza, Secaucus,
NJ 07096, EEQ M/FHV

Texas affiliate looking for aggressive hands-on
general sales manager. Must be a leader capable of
juggling national, regional and local sales efforts.
Undarstanding of selling without numbers a plus.
Convince ug with your examples of why you're the
person for the job. Reply lo Box P-10. EOE.

General manager: Exceptional opportunily for the
right individual with experience and successiul
broadcast leadership. Stalion management experi-
ence and successful sales history are required. Ex-
cellent benefit and compensation package. Send
letter of inroductlion and resume 1o Box P-13, EQE.

HELP WANTED RESEARCH

Research manager: KCOP-TV. LA's "very inde-
pendent” television slation is looking for an experi-
enced research manager. Candidale must have a
thorough knowledge of TV ratings, strong writing
skills, and a working background in computers.
Must be a self-starfer abie 10 service markeling
needs of local and national sales staff. Minimum of
3 years relaled media experience requited at a
lelevision slalion, rep firm, syndicator or ad agen-
cy. KCOP offers excellent benelits and competitive
salary  Mail or fax resume with salary history o
Human Resources, KCOP-TV, 915 N. La Brea Ave.,
Los Angeles, CA 90038, Fax; 213-851-4187 KCOP
is an EQE employer.

HELP WANTED MARKETING

Promotion producer/director(s): Looking for
creative/cutting edge “hands-on” production ori-
ented producer. Compuler editing and experience
with motion picture film a big plus. Salary and
benelits commensurale with experience. It's a
greal opporiunily in one of [he country's besl
places to live! Send tape and resume 10 Personnel
Manager. WXII-Tv, 700 Coliseurn Drive. Winston-
Salem, NC 27106. WXIl is a Pulilzer Broadcasting
company and an equal opporfunity employer

50

Sep 13 1993 Broadcasting & Cable




HELP WANTED SALES

America’s #1 independent, KMPH Fox 26, Fres-
no, California, is seeking an experienced broad-
cast salesperson. Support includes Scarborough
research, BMP and award winning creative. This is
an excellent opportunity for a highly motivated indi-
vidual wishing to join a growing. progressive com-
pany, Pappas Telecasting. Two years experience
and a proven track record reguired. Send your
resume io. Personnel Department, KMPH Fox 25,
5111 E. McKinley Ave., Fresno, CA 93727. Appli-
cations will be accepted until 09/30/83. AN EOE-
M/F/D. Women and minorilies are encouraged (0
apply

GSM for Fox affiliate: Need success oriented,
experienced LSM or NSM to lead sales to full po-
tential. Resume to Greg Thomas, WRSP-TV, 3003
Old Rochester Rd.. Springfield, IL 62703, EOE.

HELP WANTED TECRNICAL

Engineer in charge mobile facility: Mobile televi-
sion company in Northeast has position available
immediately for EIC. Must have previous exper-
ence as EIC or maintenance engineer on similar
facility having Beta, 1, Chyron, GVG Switcher, RTS
Intercom, triax cameras, Abekas Still Store and
DVE. SBE certificate a plus and must enjoy travel-
ing and working with people. Send resume and
salary requirements to Box P-8. EOE

Assistant chief engineer: This person will train for
a minimum of 2 years 1o assume our chief's job
upon his retirement, Our media company has a
group of affiliate V's and we offer an excellent
salary and benefits. The person who fills this posi-
tion will have a minimum of three (3) years televi-
sion engineering experience, technical schooling,
and a General Class license. We are a small mar-
ket that is & nice place to live and raise a family
Please send a resume, salary requirements, and
references to Chief Engineer, KTVE, 2909 Kilpat-
rick Blvd., Monroe, LA 71201. No phone calls.
EOE.

Maintenance engineer: DC, Baltimore area inde-
pendenl needs a mainlenance engineer, UHF trans-
mitter experience a plus. Reply to Box P-11. EOE.

Maintenance techniclan: Jocin our team of techni-
cians who support our aggressive South Florida
newscasts. If you possess experience in perform-
ing preventative corrective maintenance on the fol-
lowing: Ouantel paintbox, Grass Valley swilchers
/editors, studio/ENG cameras, video/audio roulers,
1" Beta and 1" & 3/4” video tape machines. And
can perform system installation and circuit design,
send your resume to: Employee Relations Mgr.
WTVJ/NBC, 318 N. Miami Ave., Miami, FL 33128.
Enjoy lterrific company benefits and unlimited
growth opportunity. WTVJ/NBC is an egual oppor-
tunity employer.

Chief engineer: Major markel, immediate opening
Must be acquainted with all aspects of studio and
transmitter maintenance, FCC general license or
SBE certificalion required. EOE M/F. Reply 1o Box
P-12.

HELP WANTED NEWS

TV news photojournalist with 3-4 years experi-
ence NPAA Standards, live truck experience a
must, greal allilude. Send resume and lape (o
Scott Livingston, Chief Photographer, WBFF-TV,
2000 W. 41st Street, Baltimore, MD 21211. EQE.

Producer wanted: Aggressive, crealive, dynamic.
crazy. Must be at least 3 of 4. Which are you and
why? Medium markel producer position is open
now. Send 3/4’ aircheck {(no more than 3 days old),
along with anything else you think we need to know
lo: Al Sandubrae, News Director, KARK-TV, 201
Wesl 3rd Slreet, Little Rock, AR 72201, Give it your
besl shot, the first time. Greal opportunity for the
right person. Only those with experience should
apply. Women and minorities are encouraged 0
apply. M/F EOE.

News producer: Highly rated, growing Fox siation
looking for 10pm news producer. Candidate must
exhibil outstanding news and tease writing skills,
production abilities, and be an excellent people
manager. Send resume to WXIN-TV, Ron Petro-
vich, News Direclor, 1440 N. Meridian St.. India-
napolis, IN 46202, Application deadiine 9/24/93
No calls. Any job offer contingent upon results of
substance abuse testing. EOE.

Producer/director: The Weather Channel is look-
ing for a producer/director 1o join our weather news
team. Must have an interest in weather or science
and one year experience including live and field
producing and writing packages. Send tape and
resume 1o Production Manager, The Wealher
Channel, 2600 Cumberiand Parkway, Atlanta, GA
30339. EOE

WFSB-TV, a Post Newsweek station, is looking
for an experienced and creative producer. The
producer must have strong news judgment and be
able to dig out stories from a variety of sources and
lhen be able to create dynamic, informative and
inleresling broadcasts. The assignment calls for a
producer who will work with anchors, reporters,
assignment desk editors, graphic artists and direc-
tors to produce newscasts that combine a commit-
menl Lo journalism with a flair for production. Supe-
rior writing skills a musl. Resume and tape to Rob
Cizek, Assist. News Director, WFSB-TV, 3 Constitu-
tion Plaza, Hartford, CT 06103 EQE.

Reporter/photographer: Top-rated CBS affiliate
looking for reporter who can shool and edit hisfher
own slory. We need an experienced television
news photographer; no beginners, please. Must be
comfortable working nights. College degree nec-
essary. Send non-returnable tape and resume to
Elliott Wiser, News Director, WTVR-TV, 3301 West
Broad Streel, Richmond, VA 23230. No calls
please. Minorities strongly encouraged to apply.
M/F/EOE.

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

TV news videographer: KTVN-TV has an immedi-
ate news videographer's opening for a motivated
individual with 2-3 years news photography experi-
ence to join our aggressive staff. Creativity, journal-
istic and editing skills a must. A coliege education
with an emphasis on journalism preferred. Clean
driving record required. Must be able to lift and
carry up lo 30 pounds. Hours are varied and suc-
cessful applicant will agree to work overtime. Send
resume and non-returnable tape 10 News Director,
4925 Energy Way, Reno, NV 89502. Applicants
must be received by 9/20/93. No phone calls
please. KTVN-TV is an equal opportunity employer.

KTVN-TV has an immediate opening lor a news
producer. College educaltion wilh emphasis on
journalism preferred. We're looking for an aggres-
sive jowrnalist, Good writing skills, news judgment
and 2-3 years newsroom experience required.
Send resume and non-returnable tape 10 News
Director, KTVN-TV, PO Box 7220, Reno, NV 89510
Applicalions must be received by 9/20/83. No
phone calis please. KTVN-TV is an egual opportu-
nity empioyer.

Weathercaster: KCRA-TV News is seeking a
weekend weathercaster Responsibilities include
live weather reports on our weekend marning, eve-
ning and nightside newscasts. KCRA's weekend
newscaslts are among our highesl rated, ang our
Salurday and Sunday moming news outperforms
our competition's primetime news! Experience with
the Earthwalch 3-D Wealher System, Doppler Ra-
dar, Colorgraphics Liveline 5 System, and Newstar
would be helpful. Send your non-relurnable 3/4”
tape. resume and relerences to: Bill Bauman,
News Director, KCRA-TV. 3 Television Circle, Sac-
ramento, CA 95814-0794. Please, no calls. EOE
M/F/ADA. Note: Any offer of employment is contin-
gent upon passing a medical test lor drug and
alcohol use.

“

Reporter/anchor: Looking for team player to join
small aggressive staff at dominant station in mar-
ket. Six months praclical experience. Producing
skills extremely helpful. Resumes/non-returnable
tapes 10 Crawford Hurley, News Direclor, WETM-
TV, PO Box 1207, Elmira, NY 14302. EOE.

Assignment editor: Coordinate live crews and
saleilile reporis, make immediate news judgement,
previous commercial (elevision experience a must.
No phone calis, please. Send resume and an ex-
ample of news judgement to: Ted Canova, News
Director, WJAR Channel 10, 23 Kenney Drive,
Cranston, Rl 02820. ECE

Senior producer: Top-rated New England ABC
affiliale seeking producer 1o create memorable
newscasts. Responsibililies include producing a
nightly newscast, education specials, and election
coverage. Applicanis should have at leasl two
years of commercial lelevision experience. Send
recently produced newscasl, resume, and a briel
descriplion of the elements needed lo produce a
winning newscast 10: Dan Salamone, News Direc-
lor, WGGB-TV, 1300 Liberty Streel, Springfield. MA
01104. No phone calls. EQE.

Anchor/reporter: We're looking for a strong jour-
nalist 1o complement our female anchor. We're nol
looking for beginners but this is nol a retirement
job. If you're a leader who enjoys hard work send a
non-returnable lape 10: WSAV-TV, News Direclor,
PO Box 2429, Savannah, GA 31402 EOE.

Reporter/producer: TV/AM/FM combo with CBS/
NBC/CNN afiliation looking for experienced report-
ers and producers. Send resume, salary history.
References and non-returnable tape to Tom Blaz,
Station Manager. KUAM, Box 368, Agana, Guam
96910. EQE

Meteorologist: West Texas affiliate seeks a staff
meteorologist. On-air experience required; degiee
and seal preferred. Expetience with Triton Comput-
er Weather System essential. Candidates will do
daily Five, Six and Ten pm weathercasls. Send
lape, resume, and saiary history 1o Personnel Oi-
rector, KLST-TV, 2800 Armstrong, San Angelo, TX
76903. EOCE.

Anchors: WBFF-TV in Baltimore is seeking an-
chors for future openings in ils aggressive, Emmy
Award winning news operation. Strong anchoring
and reporting skills are required. We're looking tor
high energy people who are serious about news.
Send the best of your work from behind the desk
and on the street o Joe DeFeo, News Director,
WBFF-TV, 2000 W. 41st Street, Baltimore, MD
21211, EOE. No phone calls at this time

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Pant time TV field procucers/reporters in Los An-
geles, Chicago, Kansas City, Detroit, Denver, San
Francisco, Minneapolis, Upslate New York. No on-
camera work. Send resumes and non-returnable
tape to: Ilvanhoe Broadcast News, PO Box 865,
Orlando, FL 32802. ECE.

Promotion writer/producer: KING 5. Are you a
wildly 1alented promotion writer/producer? If so,
KING 5 television in sunny Sealtle wants you! Can-
didate with 3+ years experience should live 10
creale riveting news series, lopical entertainment
promos and PSAs. Strong conceptual and wriling
skills a musl, off-line ediling experience and a
slrong ear for audio required. Women and minor-
ilies encouraged 1o apply. Send non-returnable
tape and 2 copies of your resume to: KING 5
Human Resources, 333 Dexier Ave N, Seattle, WA
98109. No phone calls please. EOE M/F/D/V.

Immediate opening for creative and personable
editor. D-2, 1-inch, Avid and ADO experience pre-
ferred. 3 years editorial experience required. Send
reel, resume and salary requirements to: Personnel
Director, Production Masters, Inc., 321 First Ave.,
Pillsburgh, PA 15222. EQE.
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SITUATIONS WANTED MANAGEMENT

|

HELP WANTED NEWS

Sales driven manager with characler and commit-
ment. Professional leadership skills, innovalive,
outstanding accomplishmenis seeking GM/GSM
opportunity. Small or medium markel. 513-453-
2262.

SITUATIONS WANTED NEWS

It's time for a change!! Major marketl metecrolo-
gist looking for new scenery. If being the best is
whal you're all about, then we should tatk. AM.S. &
N.W.A seals. Most markets considered. Call now:
515-961-6713

Award-winning English sportsbroadcaster (two
Sony Awards). Also experience on national news-
paper (Guardian). Seeks job in the States. Radio or
TV. Good looking. Phone-ins. Commentating, pre-
senting. Expert on many sports including soccer,
basketball elc. Anything considered. Reply 1o Box
P-14 or call 021-373-4567.

TV news reporter: Sharp, presentable and looking
for a news team to grow wilh. 2+ years reporting
and anchoring, national work, awards and Colum-
bia U. journalism masler's. If your news department
is strong on story. smarts and teamwork, let's talk.
Lynne: 516-236-4082; 65 High Ridge Rd., #462,
Stamford, CT 06905.

MISCELLANEOUS
Career Videos. Our broadcast professionals pre-
pare your personalized resume tape. Excellent

rates, unique format, proven success, job search
assislance. 708-272-2917.

CABLE
HELP WANTED SALES

National sales representative: Vision Cable of
Charlotte is seeking a highly molivaled organized
individual with prior national sales experience or
strong local market broadcast/cable experience 10
join our sales force. Musl have experience dealing
with national/regional agencies, good working
knowledge of research and top level negotiator.
Send resume to: YCA Smith Tower, HWY 29 N,
#405, Harrisburg, NC 28075. ECE.

ALLIED FIELDS
HELP WANTED INSTRUCTION

Coordinator of instructional technology: The
Kokomo campus of Indiana Universily seeks guali-
fied candidates for the position of coordinator of
instructional technology. This posilion wili serve as
distance education and campus lelevision/instruc-
lional technologies coordinator. Significant respon-
sibilities include: assisting with development of in-
stiuctional  technology and  computer-based
multimedia technology and production, managing
the operations of IHETS on the IUK campus, main-
taining and coordinating the production studio and
advanced technology auditorium. A Masters De-
gree in Telecommunications, Instructional System
Technology or related area and three years of pro-
fessional broadcast experience is required. Radio
experience with a production concentralion is pre-
ferred. Candidates should possess knowledge of
trends in distance education dislribution and tech-
nology. have experience with compuler aided in-
slruction, post production techniques and use of
equipment, be familiar with professional broadcast
equipment and sateliite downlinks. and have expe-
rience with satellile origination and reception. Sala-
ry mid-twenlies. Candidates should send cover lel-
ter and resume along with three names and
addresses of three references to Shirley Wilson,
Direclor of Human Resources. Indiana University
Kokomo, 2300 S. Washinglon, PO Box 9003, Koko-
mo, IN 46904-9003 by Ociober 1, 1993. Position
will begin January, 1994. Indiana Unviersity Koko-
mo is an affirmative actionfequal opportunity em-
ployer

Director, Medill News Service, Washington, DC.
Nonhwestern University's Medill School of Journal-
ism seeks experienced newsroom or news bureau
administrator 10 run multi-media, sludent-stafted
Washinglon news service with newspaper and
television clients across the U.S. Experience in
leaching and editorial administration and knowi-
edge of Washington politics/government preferred.
Should have strong entrepreneurial and inter-per-
sonal skills appropriate for developing clients and
working with students. Send vita by Oclober 31,
1993. to Donna Leff, Chair. Faculty Search Com-
mittee, Medill School of Journalism, 680 N. Lake
Shore Drive, #818, Chicago, IL 60611. Northwest-
ern University is an affirmalive action/equal oppor-
tunily employer. Hiring is contingent on eligibility 10
work in the U.S.

FINANCIAL SERVICES

Immediate financing on all broadcasting equip-
ment. if you need $2,000-$500,000. Easy to qualify,
fixed-rale, long term leases. Any new or used
equipment & computers, 100% financing, no down
payment, No financials required under $50,000,
refinancing existing equipment. Call Mark Wilson at
Exchange National Funding, 800-275-0185.

Sale/lease backs: Sell your equipment to Carpen-
ter for cash. Carpenter leases your equipment
back to you. You write off the monthly paymenis
and put the cash to 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
equipment. Allen Marshal, Broker. 404-227-8737.

EMPLOYMENT SERVICES

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

Government Jobs $16,040-859.230/yr. Now hiring.
Cali 1-805-962-8000 Ext. R-7833 for current federal
lisl.

Home typists, PC users needed. $35.000 polen-
tial. Details. Call 1-805-962-8000 Ext. B-7833.

No cold leads, guaranteed. Entry level only. Televi-
sion and radio. $5.50 1 week, $19.95 4 weeks. MCS
Box 502, Santa Ysabel, CA 92070. 619-765-1001.

EDUCATIONAL SERVICES

On-camera coaching: Sharpen TV reporling and
anchoring/teleprompter skills. Produce quality demo
lapes. Critiquing. Private lessons with former ABC
News correspondent. 914-937-1719. Julie Eckher,
Eckherl Special Productions.

WANTED TO BUY FQUIPMENT

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

Wanted: Used STL system 900 MHz for use in
Caribbean Public Service Project (weather bu-
reau). Must be in good working condition. Can be
shipped to our U.S. agen!. Please reply to: E.C.C.
13 Richardson Street, Philipsburg, Saint Maarten,
Nelh. Antilles. U.S. Fax: 617-738-0451.

FOR SALE EQUIPMENT

New FM 3KW CP? Here's a complele starn up
package for a fraction of new cost. Everything in
good condition. Includes: 2KW transmitter, 2 pro-
cessors, monitor, antenna, coupler, 400" 7/8 cable,
Harris console, 4 slereo cart machines. Complete
package $16,000. ©.B.0. Cali 904-829-3416 cr fax
904-829-8051 to Doug Shull for detailed lisl.

— CLASSIFIEDS i

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

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

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

For lease: E. Caribbean wireless-cable license
available. 2.1 GHz muli-channel, for St. Maar-
ten/St. Martin area. Enquiries invited from experi-
enced cable operator/investors (o construct and
operate the system,. Comm-Systems Ltd. Fax: 617-
738-0451.

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

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

ENG truck masts used tested TMD will-buill 42"
masts used 10 like new model 742 w/mounls
$2500-33500. 717-424-5488.

News desk: 5 years old, 142"x66” cut for 4 moni-
10rs and computer screen. Excellent condition. Call
717-236-2727, ask for Paul.

Used/new TV/AM/FM transmitters, one wall lo
120KW, antennas, cable/rigid line, microwave sys-
tems, dishes, MA/COM radios, repair, elc. Save
thousands. Broadcasting Systems 802-582-6550,
fax 602-582-8229.

Blank tape, half price! Elcon magnetically evalu-
ated blank 1", 3/4", Betacam and SP videotape
available. Also have VHS, M2, D2 and 2". We'll
beat any price! Call Carpel Video for catalog 800-
238-4300.

TELEVISION
SALES TRAINING

DA EN

HELP WANTED PROGRAMING
PROMOTION & OTHERS

PAINTBOX
GRAPHIC
ARTIST

B Must have strong design skills,
* 3-5 years hands-on experience.
Salary commensurate
with experience.
Great facility. Top-rated
television station
in top 25 market.
Send resume only to:

BOX 19955
Baltimore, MD 21211,

Equal Opportunity Employer M/F/D/V

Sep 13 1993 Broadcasting & Cable




F—_ CLASSIFIEDS

RADIO
HELP WANTED NEWS

—=_ Sl oNEWs

America’s fastest growing radio network...

Several new projects require additional staff in the following areas:

® Wire Service Writers ® Anchors ® Reporters ® Producers ® Editors

This is an opportunity for the natlen’s best journalists to work in a challenging and innovative
radio news environment. Turn network news expectations upside down. Please send resume,

tape, writing samples, and references to:

John Rodrman, Managing Editor; StandandNews, 13071 Pennsylvania Ave. N W, Suite 462, Washington, 0.C. 20004

..Jstﬂwguﬂmn?agahuv

MISCELLANEOUS

EMPLOYMENT SERVICES CONTINUED

Will purchase your used
boom-box, juke-box,
roving-radio, or other
promotional vehicles.

Reply to Box P-19

1-900-40-RTNDA Updated Daily

RTNDA Job Service

85 cents a minute. Listings free.
Call 202-659-6510 (Fax 202-223-4007).

Radio-Television Mews Dlrectors Assoclation
CYDA | 1000 Connecticut Ave,, N.W.. Suite 615
. Washinglon, 0.C. 20036

ALLIED FIELDS
SITUATIONS WANTED VOICEOVER
YOUR SPOTS/PROMOS/ADS
recorded by Bob Benecke
LA voice-talent
BOLD-AUTHORITATIVE
miNIMUM Free Demo (714) 831-9770
four 48 Hour Turnaround

FOR SALE EQUIPMENT

v,gﬁ.zw &R\4 R
SAVE\mnnanmaNEV

Our recycled evaluated video tapes are

guaranteed as good

as new for less than .
. |1/2 the price.Order: :

; (800)238 -4300 B

EMPLOYMENT SERVICES

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

B

r-----_---—‘

| california Broadcast Job Bank |
I For application information call I

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

L———_——-——-‘

TELEVISION JOURNALISTS

MediaTalent provides =
job placement and

career management

meoial
for news and spoirts @

anchors/reporters. Phone: 408-446-3323

Press[1] Radio jobs, upoated daily
Television jobs. updated daily
[ Hear “Talking Resumés”
[4] To recard “Talking Resumés” and
employers to record job ‘apenings
I_T_I Enlry level positions

;’- B2y

ENTERTAINMENT EMPLOYMENT JOURNAL™

Professional, Technical & Production
*Job op ortunities in TV, cable, film
areer profiles & articles
2x/momh 6 issues/$35, 12/$60, 22/$95.

To subscribe, send check/MQ to:
ENTERTAINMENT EMPLOYMENT JOURNAL
Dept. 550, 7095 Hollywood BL #815
Hollywood, CA 90028
For more info call (213)369-8500.

EMPLOYMENT SERVICES CONTINUED

Media
Grapevine

7 Hundreds Of Television Jobs.
& Jobs In Large & Small Markets.
(2" Inexpensive And Reliable.
To stort subscriplion teday cal
1-602-797-2511
$6.95 1 ssue $19954 issues  $39.95 12 issues

of send chock 10 Media Gragevine
117 W. Hamison Bivd. Suite R-347 Chicago, IL 60605

For jobs via the phone call

IIXIIIIIIIIIIIIII

'xxxxxxxxxxxxxxxx”

We’ll give you
all the credit.

| MasterCard

We also accept American Express

FAX (202) 293-FAST

OR MAIL TO: Classified Dept.,
1705 DeSailes Street, NW,
Washington, DC 20036.
Deadline is Monday st noon Eastern
Time for the following Monday’s issue.

THE BURNING MUST STOP.
NOW!
96 ,OOO acres of rain forest

are burned every day. You ¢an
help stop this senseless
destruction by joining The
National Arbor Day Founda-
tion and supporting Rain
Forest Rescue.

ey

Ty A '94?’!;}»@;'-

1-800-255-5500
The National
. Arbor Day Foundation

Call Rain Fofest Rescue.
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FOR SALE STATIONS

CLASSIFIEDS

FOR SALE

50KW AM AND CLASS C FM, IN
SOUTHWESTERN TOP 30 MARKET.
SERIOUS BUYERS ONLY PLEASE.

P.O. BOX 25670
HONOLULU, HAWAII 96825

FOR SALE, TRADE OR GIFT
WFGL-AM, 960 kHz, 2.5kW-D, 1kW-N, DA-2, is
available in Fitchburg, MA - no local FMs,
100,000 + pop. Ready to go back on air with all
owned equipment, and studio and transmitter
land. All serious proposals considered— out-
right sale, swap, gift to 501-c3, etc. Write Deer
River Group, 2000 L Street, NW, Suite 200,

Washington, DC 20036.

| MEBIA BROKERS « APPRAISERS

RADIO TV @ LPTV
A Confidential & Personal Service {

=~ SHERWOOD»+5 5

4171 Dundes Rd., Sulte 269, Northbrook, IL 60062\ =—

708-272-4970

E. Caribbean; FM Station license avail-
able 5Kw DC output. Operator/investor
needed to furnish/construct and oper-
ate station. Licensed for St. Eusta-
tius/St. Maarten.
FAX:011-5895-25678
U.S. FAX: 617-566-8613

TX Class C 100 KW $195K
FL Coastal Resort C 100 KW
TN  AM/FM cash flow $2.9M

HADDEN & ASSOC.
407-365-7832

W. John Grandy

BROADCASTING BROKER
117 Country Club Drive
San Luis Obispo, CA 93401
Phone: (805) 541-1900
Fax: (805) 541-1906

FOR SALE
FULLTIME-FULL POWER-UHF

Top 60 Market
$3,000,000.00

Tom Belcher-Media Broker
918-743-8300

FOR SALE _
Full-day, individual seminar for radic investors, given
privately to you. Group owner/operator with 25 years
experience and ex-NAB General Counsel explain
station search, negotiation, financing FCC rules,
takeover, and many other topics you choose. Leam
how to buy in today’s environment. 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 to place classified ads & all correspondence pertaining to this
section should be sent to: BROADCASTING & CABLE, Classified Depart-
ment, 1705 DeSales St., N.W., Washington, DC 20036. For information call
(202) 659-2340 and ask for Mitzi Miller.

Payable in advance. Check, money order or credit card (Visa, Mastercard
or American Express). Full and correct payment must accompany all
orders. All orders must be in writing by either letter or Fax 202-293-3278. |f
payment is made by credit card, indicate card number, expiration date and
daytime phone number.

Deadline is Monday at noon Eastern Time for the following Monday’s issue.
Earlier deadlines apply for issues published during a week containing a
legal holiday. A special notice announcing the earlier deadline will be
published. Orders, changes, and/or cancellations must be submitted in
writing. NG TELEPHONE ORDERS, CHANGES, AND/OR CANCELLATIONS
WILL BE ACCEPTED.

When placing an ad, indicate the EXACT category desired: Television,
Radio, Cable or Allied Fields; Help Wanted or Situations Wanted; Manage-
ment, Sales, News, etc. If this information is omitted, we will determine the
appropriate category according to the copy. NO make goods will be run if
all information is not included. No perscnal ads.

The publisher is not responsible for errors in printing due to illegible copy—
all copy must be clearly typed or printed. Any and all errors must be
reported to the Classified Advertising Department within 7 days of publica-
tion date. No credits or make goods will be made on errors which do not
materially affect the advertisement.

Publisher reserves the right to alter classified copy to conform with the
provisions of Title VII of the Civil Rights Act of 1964, as amended. Publisher
reserves the right to abbreviate, alter, or reject any copy.

Rates: Classified listings (non-display). Per issue: Help Wanted: $1.60 per
word, $32 weekly minimum. Situations Wanted: 80¢ per word, $16 weekly
minimum. All other classifications: $1.60 per word, $32 weekly minimum.

Word count: Count each abbreviation, initial, single figure or group of
figures or letters as one word each. Symbols such as 35mm, COD, PD, etc.,
count as one word each. A phone number with area code and the zip code
count as one word each.

Rates: Classified display (minimum 1 inch, upward in half inch increments).
Per issue: Help Wanted: $138 per inch. Situations Wanted: $69 per inch. All
other classifications: $138 per inch. For Sale Stations, Wanted To Buy
Stations, Public Notice & Business Opportunities advertising require dis-
play space. Agency commission only on display space. Fregquency rates
available.

Blind Box Service: (In addition to basic advertising costs) Situations
wanted: No charge. All other classifications: $15 per ad per issue. The
charge for the blind box service applies to advertisers running listings and
dispiay ads. Each advertisement must have a separate box number.
BROADCASTING & CABLE will not forward tapes, transcripts, portfolios,
writing samples, or other oversized materials; such materials are returned
to sender. Do not use folders, binders or the like. Replies to ads with Blind
Box numbers should be addressed to: Box (letter & number), ¢c/o BROAD-
CASTING & CABLE, 1705 DeSales St., NW, Washington, DC 20036.

Confidential Service. To protect your identity, seal your reply in an enve-
lope addressed to the box number. In a separate ncte list the companies
and subsidiaries you do not want your reply to reach. Then, enclose both in
a second envelope addressed to CONFIDENTIAL SERVICE, Broadcasting
& Cable Magazine, at the address above.
For subscription information
call 1-800-554-5729.

|
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Compiled by BROADCASTING & CAa-
BLE for the period of Sept. 3-10based
on filings, authorizations and other
FCC actions.

OWNERSHIP CHANGES

Applications for change of ownership now appear in
“Changing Hands” (see page 42). FCC actions on
ownership change filings follow:

Grants

AM’s

KCLS(AM) Flagstaff, AZ
KBLF{AM) Red Biuff, CA
KCAL(AM) Redlands, CA
KDEN(AM) Denver

WPSO(AM) New Port Richey, FL
WHLP(AM) Battimore
WBAG(AM) Burlington, NC
KRSP(AM) Salt Lake City
KKDZ(AM) Seattle

FM's

KBFX-FM Anchorage
KRZR-FM Hanford, CA
WSLM-FM Salem, IN
KKCR-FM Salina, KS
KPEL-FM Erath, LA
WXGL-FM Lewiston, ME
WKHI-FM Ocean City, MD
KSJQ-FM Savannah, MO
WGTR-FM Bucksport, SC
KHLC-FM Bandera, TX
New FM San Angelo, TX

AM-FM

WDOV(AM)-WDSD-FM Dover, DE
WIRA(AM)-WOVV-FM Fort Pierce, FL
KGNO(AM)}-KDCK-FM Dodge City, KS
KZXL-FM Great Bend, KS
WACR-AM-FM Columbus, MS
KSVP(AM)-KTZA-FM Artesia, NM
WCOS-AM-FM Columbia, SC
WODSC(AM)-WZNS-FM Dillon, SC

WRDJ-FM Bridgewater and WHBG-AM Harrison-
burg, both VA

KFIZ(AM)-WFON-FM Fond du Lac, Wi
WADC(AM)-WHCM-FM Parkersburg, WV
TV's

WKBD-TV Detroit

NEW STATIONS

Applications
= Sibley, 1A (BPH930809MA)—21st Century Radio
Ventures Inc. seeks 100.3 mhz; 6 kw; ant. 72 ft.

Address: 9222 Loma St., Villa Park, CA 92667.
Applicant is headed by James Primm and owns

haRecor

Abbreviations: AFC—Antenna For Communications:
ALJ—Administrative  Law  Judge:  alt. —aliemate:
ann,—announced: ant.—aniennd; aor.—aural; aux.-—
auxiliary: ch.—channcl: CH—critical hours.: chg,—
chuange: CP—construction permit: D—day: DA—di-
rectional antenna: Doce. —Docket: ERP—cllective ra-
diated power: Freq—Irequency: H& V—horizontal and
vertical: khz—kilohertz: kw—kilowates: lic.—license:
m—meters: mhz—megahertz: mi,—miles: mod.—
mudification: MP—modifcation permit; ML—modili-
cation license: N—anight: pet. for recon.—petition for
reconsideration: PSA—presunrise  service  authority:
pwr.—power: RC—remote control: S-A—Scicntific-
Atlunta; SH—specified hours: SL—studiv focation:
TL—transmitter location: rans. —transmiter; TPO—
transmitter power output: U or unl.—unlimited hours:
vis.—visual:  w—watts:  *—aoncommercial.  Six
groups of numbers al end of facilitics chunges items
refer w map coordinates. One meler equals 3.28 feet.

KBMK(FM) Bismarck, ND.

Actions

= Marlanna, AR (BPH920804MC)—Granted app.
of L.T. Simes I} and Raymond Simes for 106.3 mhz,
6 kw; ant, 100 fi. Address: P.O. Box 2870, West
Helena, AR 72390. Applicant owns KCLT-FM West
Helena, AR. Action August 25.

® Netcong, NJ (BPED920414MA}—Granted app.
of Famity Stations Inc. for 88.1 mhz; 2.2 kw-V; ant.
134-v, Address: 3108 Fulton Ave., Suite 1, Sacra-
mento, CA 95821. Applicant is headed by Harold
Camping and has no other broadcast interests. Ac-
tion August 18,

= Corning, NY (BPED930113ME}—Granted app.
of WSKG Public Telecommunications Council for
91.1 mhz; 12.6 kw; ant. 177 . Address: P.O. Box
3000, Binghamton, NY 13902. Applicant is headed
by Michael J. Ziegler and owns noncommercial
educational stations WSKG-FM-TV Binghamton,
WSQG-FM Ithaca, and WSQC-FM Cneonta, all
N.Y. Action August 24.

a Allentown, PA (BPED891019MF)—Granted app.
of Lehigh Valley Community Broadcasters Associa-
tion Board of Directors for 89.30 mhz; 0.12 kw-V,
ant. 245 fi. Address: P.Q. Box 1456, Allentown, PA
18105. Applicant is headed by Geoffrey H. Cham-
bers and has no other broadcast interests. Action
August 24,

= Allentown, PA (BPED900905ML)—Granted app.
of Beacon Broadcasting Corp. for 89.30 mhz; 0.150
kew; ant. 245 ft. Address: 401 N. 17th St., Suite 205,
Allentown, PA 18104. Applicant is headed by John
P. Hentosh and has no other broadcast interests.
Action August 24.

@ Ephralm, UT (BPED930125MB)—Granted app.
of Snow College for 89.5 mhz; 0.1 kw; ant.-354 ft.
Address: 150 College Ave., Ephraim, UT 84627,
Applicant is headed by Gary Chidester and has no
other broadcast interests. Action August 19.

FACILITIES CHANGES

Apoicati
M's

= Ford City, CA KZPE(FM} 102.1 mhz—August 31
app. of Ford City Broadcasting for mod. of CP
(880504MB) for new station. Change ERP 6 kw ant.
39 m,; TL: Maricopa Ridge, 2 km S of city of Mari-
copa, Kern Co., CA.

= Montecito, CA KJEE(FM) 92.9 mhz—August 30
app. of Montecito FM, Inc. for mod. of CP (BPH-
851231MR) to make changes: ERP: 0.82 m.; TL:
Gibraitar Peak, appx. 5.5 km NW of Montecito
(Santa Barbara), CA.

& Pueblo, CO KCCY(FM) 97.9 mhz—August 30
app. of McCoy Broadcasting Co. for CP 10 make
changes, ERP: 58.3 kw, ant. 695 m. TL: atop Chey-
enne Min, 6.3 km W of Fort Carson, CO, 270
degrees true.

u Kealakekua, HI KAOY(FM) 101.5 mhz—Sept. 1
app. of Visionary Related Entertainment Inc. mod.
of CP {BPH-911107IK} to make changes: ERP:
7.079 kw, ant. 838 m.; TL: 0.75 km W-5E of Kaupu-
lehu Crater, Island of HI. Class changed from C3 to
C1 (per MM docket 93-654).

® LaFayette Township, IN WCYT(FM) 91.1 mhz—
August 30 app. of Southwest Allen County Schools
for moo. ot CP (BPED=900215MC) to make
changes, ERP: 0.125 KW H&V, ant. 69 m. H&V, TL:
0.29 km WNW of intersection of Kress Rd. and I-69,
LaFayette Township, Allen Co., IN, to modify autho-
rized directional pattern and main studio location.

= Browerville, MN KXDL(FM) 99.7 mhz—August
30 app. of Prairie Broadeasting Co. Inc. for CP to
change, ERP: 6 kw and TL: 2.4 mi. from Brower-
ville, MN, bearing of 338 degrees.

® Dover, NH WOKQ{FM) 97.5 mhz—August 30
app. of Fuller-Jeffrey Broadcasting Corp. of New
England for CP to change antenna system from
directional to non-directional.

® Coos Bay, OR KYTT-FM 98.7 mhz—Sept. 1 ap-
p.of J.W. Lemon, D. Seleshanko, H. Abei Jr. for CP
to make changes: ERP: 12.8 kw; ant. 293.3 m. TL:
14.7 km from Coos Bay, OR, on a true bearing of
NO43E degrees; frequency changed 1o 254; Class
changed to C2 (per MM docket 81-155).

® Corvallis, OR KEJO-FM 101.5 mhz—August 31
app. of Madgekal Broadcasting Inc. mod. of CP
(BMPH-8909254Y as mod.) for changes, ant. 3423
m

= Hempstead, TX KEZB(FM) 105.3 mhz—August
31 app. of Farmers Communications for mod. of CP
(BPH-911004MF) to make changes; change: TL:
0.5 mi. SW of West Academy along FM 1227,
Montgomery Co., TX; change class to C3 per MM
docket 92-279.

V's

u Tacoma, WA KSTW(TV) Ch. 11— Sept. 1 app. of
Gaylord Broadcasting Co. for MP (BPCT-
890203KH) to change. Coordinates: (47-36-56 122~
18-29) for antenna supporting-structure height.

Actions

AM's

u Savannah, GA WEAS(AM) 900 khz—Granted
app. of WEAS Inc. for CP to change TL to 1.93 km
(1.2 mi.) E of downtown Savannah just N. of East
President St. extension, Savannah, GA, and make
changes in antenna system 32 04 30 - 81 04 16.
Action August 25.

FM's

= Dermott, AR KXSA-FM 103.1 mhz—Granted
app. of KXSA Radio Inc. for mod. of license to
increase ERP from 3 kw 10 5.5 kw per MM docket
88-375. Action August 23.

» Fayetteville, AR KKEG(FM) 921 mhz—Granted
app. of DeMaree Media Inc. for CP fo make
changes: change ERP 20.5 kw ant. 100 m.; Class

~ C3. Action August 23.

& Jonesboro, AR KASU(FM) 91.9 mhz—Granted
app. of Arkansas State University for mod. of CP
{BPED-920325IF) to make changes: change. ant.
211 m; TL: 48 km N of Jonesboro, 26 km E of
State Rie 141 in Craighead Co., AR, specify direc-
tional antenna. Action August 20.

= TaMahassee, FL WFSU-FM 88.9 mhz—Granted
app. to Florida State University for CP to make
changes: to operate on an omnidirectional antenna.
Action August 18.

® Twin Falls, ID KAWZ(FM) 89.5 mhz—Granted
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app. of Calvary Chapel of Twin Falls Inc. for CP to
make changes; change ERP 11.6 kw. Action Au-
qust 24.

m Churubusco, IN WKQM(FM) 96.3 mhz—Grant-
ed app. of Robert M. Peters for mod. of CP (BFPH-
880107MH) to make changes: ERP: 18.5 kw , ant.
120 m. TL: 1 mile W of Hwy 27 on Carroll Rd.,
change class from A 1o B1 (per docket 91-244).
Amended 42393 & 722/9; TL: 41 06 13 85 10 44;
ERP: 6.7 kw, ant. 169 m. Action August 24.

u Worcester, MA WAYW(FM) 81.9 mhz—Granted
app. of University of Massachusetts for mod. of CP
(BPED-840912AC) to make changes: ERP: 1.0 kw,
ant. 266 81 m., TL: S of SR9, near Proctors Cor-
ner, Spencer Town, Worcester Co., MA. Action Au-
gust 20.

® Hillman, Ml WKJZ{FM) 94.9 mhz—Granted app.
of Carroll Enterprises Inc. for mod. of CP (BPH-
900118MN) to change TL: on Grosinsky Rd., about
4.6 km SSW (at 202 degrees) from Hillman, MI.
Action August 25.

= University, MS WUMS(FM) 92.1 mhz—Granted
app. of Student Media Center of University of Mis-
sissippi for CP to change; ant. 100 m.; TL: State Rte
3, 8.5 km W of intersection with State Rte 7 bypass;
Oxford, MS (LaFayette, Co.). Action August 24.

m Belhaven, NC WKJA(FM} 101.1 mhz—Granted
app. of Winfas of Belhaven Inc. for mod. of CP
(BPH-8611031G as mod.) to make changes;
change: ERP: 31.0 kw; ant. 187 m. Action August
24.

m Auburn, NY WDWN(FM) 88.9 mhz—Granted
app. of Cayuga Co. Community College for CP to
make changes; change freq: 89.1 mhz; ERP: 3.0
max. Action August 20.

= Ashland, OR KCMX-FM 101.9 mhz—Dismissed
app. of A & L Broadcasting for CP to change ERP:
50 kw. Action August 20.

m Milton-Freewater, OR KLKY(FM) 97.9 mhz—
Granted app. of Alexandra Communications for CP
to make changes; change: ERP: 8 kw ; ant. 339 m ;
TL: on Pikes Peak 15.6 km SE of post office in
Walla Walla, WA; change class to C2 per MM
Docket 92-292. Aclion August 23.

& Hazleton, PA WWSH(FM) 37.9 mhz—Granted
app. of Luzerne Co. for CP to make changes;

BROADCASTING & CABLE is available
via Hand Delivery in the following
cities on Monday by 8 a.m. If you
presently receive your issue via
U.S. Mail delivery at your home or
office, you may qualify for Hand
Delivery at either tocation.

Atlanta Los Angeles
Boston Miami
Chicago New York
Dallas Orlando
Denver Philadelphia
Detroit San Francisco
Houston Washington, D.C.

To inquire about a possible switch

please call 1-800-554-5729.

change: ERP: 27.5 kw; ant. 201 m.; TL: Berner
Ave., between E and Luzerne St., Hazeiton, Lu-
zerne Co., PA; modify directional antenna pattern.
Action August 19.

u Howe, TX KHYI(FM) 95.3 mhz—Granted app. of
Mapte Communications LP for med. of CP {BPH-
900710MA) to make changes; change ERP: 3.9 kw;
ant. 126 m. ; TL: 366 m. N of Collin Co. Rd. 222, 3.7
km SW of van Alstyne, Coliin Co., TX. Action Au-
gust 24.

n Walla Walla, WA KHSS({FM) 100.9 mhz—Grant-
ed app. of KHSS Inc. for mod. of CP (BPH-
880726MN) to make changes, change: ERP: 1.3
kw, ant. 419 m. Action August 16.

m Fort Pierce, FL WJFP{FM) 91.1 mhz—Granted
app. of Black Media Works Inc. for mod of CP
(BPED-810201MM) 1o make changes; change:
ERP: & kw. Action August 24.

m Palm City, FL WCNO(FM) 89.9 mhz—Granted
app. o National Christian Network Inc. for mod of
CP (BPED-840309CJ} to make changes; change

ant. 187 m. Action August 24.

= Union City, OH WTGR(FM) 97.5 mhz—Granted
app. of State Line Radio for mod. of CP (BPH-
8806020H) to make changes; change: ERP: 6.0
kw; TL: N side of McClure Rd., 570 m. E of State
Line, Washington Township, Darke Co., OH. Action
August 25.

m Moncks Corner, SC WJYQ(FM) 105.3 mhz—
Granted app. of Cedar Carolina LP, debtor-in-pos-
session, for CP 1o make changes., ERP: 20 kw;
frequency and class (per docket 91-127}. Action
August 26.

» Bartlett, TN WUWL(FM) 92.9 mhz—Granted app.
of Belz Broadcasting Co. for mod. of CP (BPH-
871224MI) to make changes: ERP: 6.0 kw; ant. 100
m., TL: 0.15 km.; W of intersection of Bayliss and
Jackson Ave in Gateway Industrial Park at Mem-
phis, TN. Action August 25.

TV's

® San Bernardino, CA KZKI(TV) Ch. 30—Granted
app. of Sandino Telecaster for MP (BPCT-
850506KT) to change. ERP vis: 3800 kw; ant, 715
m.; TL: Sunset Ridge, 30 km W of San Bernardino,
CA (34-11-15 117-41-58). Action August 20.

u Battle Creek, MI WJUE(TV) Ch. 43—Granted
app. of Western Michigan Christian Broadcasting
Inc. for MP (BPCT-850607KN) to change: ant. 323
m.; TL: S side of Coats Grove Rd., one-half mile E
of intersection of Coats Grove Rd. & Hager Rd. In
Vermontville Township, Eaton Co., MI. Action Au-
gust 23.

= Ashland, VA WZXK(TV) Ch. 65—Granied app.
of Christet Broadcasting Inc. for CP to change. ERP
vis: 1581 kw; ant. 262 m.; ant: BASC SG-30 DA.-
Action August 25.

u Fort Collins, CO KWXU(TV) Ch. 22—Granted
app. of Chase Broadcasting of Denver Inc. for MP
(BPCT-830218KL) to change TL:S. of Rist Canyon
Rd. 8.3 km.; W. of Laporte, Larimer Co., CO (40-37-
23, 105-14-53), ant. 378 m_; Dielectric Communica-
tions TFU-36JSM(P300BNT). Action August 20,

8 Paducah, KY WDKA(TV) Ch. 49—Granted app.
of Macpherson Broadcasting of Kentucky Inc. for
MP to change ERP: 2610 kw. Action August 25.
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Cable underestimated

EDITOR: I take strong issue with the
forecasts for broadcast and cable made
by Veronis Suhler and its consul-
tant David Wilkofsky in your July 26
article **Television trends in tran-
sition.”” Their projections are totally
inconsistent with recent marketing
and media statistics, which show that
cable is far outpacing broadcast TV
in both audience and revenue growth.
To Veronis Suhler’s vision of
only a 4% revenue increase for cable
during the next five years, I can
only say: ‘‘Please open your eyes.”’
From 1990 to 1992 alone, total
cable advertising revenues climbed ap-
proximately 15% annually—from
$2.5 billion to $3.4 billion. For 1993,
Paul Kagan Associates forecasts
another healthy double-digit in-
crease—14%—to almost $3.9 bil-
lion, and a massive jump to more than
$5 billion by 1995. The growing
acceptance of cable by national, re-
gional and local advertisers will

sustain this momentum in the decade
ahead.

Also inconsistent with current
data is Veronis Suhler’s projection
that broadcast network shares wil!
stabilize and then regain lost ground.
Since CAB began tracking viewing
trends in the early 1980’s, the broad-
cast figures have been traveling on
a one-way street: downhill. For the
October-June period 1991-92 vs.
1992-93, ABC/CBS/NBC affiliates in
prime time dropped 2.1 U.S.
household share points, while basic
ad-supported cable rose 1.2 share
points.

Suggesting, as the Veronis
Suhler report does, that broadcast net-
work shares will regenerate in an
environment of rapidly proliferating
viewing alternatives is a little hard
to swallow. Right now, it’s hard
enough imagining broadcast audi-
ence erosion leveling off.

Finally, Mr. Wilkofsky’s asser-
tion that the Fox network’s ability to
quickly post an 8 rating is an ‘‘em-

pirical display that the viewer prefers
network programs’’ is without mer-
it. The simple truth is: Viewers are at-
tracted to the best programing, re-
gardless of the method of delivery.
Program quality and diversity, in
fact, is why basic cable’s share is
steadily rising.

The truth is also that, for the '92-
’93 season, Fox programs were down
in all key (young viewer) demo-
graphics versus a year ago, while local
(non-network) Fox affiiiate pro-
grams were up. So much for Mr. Wil-
kofsky's postulation.

I don’t have a problem with
someone else’s speculation as long as
it has some basis in reality. Unfor-
tunately, that isn’t the case here.—
Thomas E. McKinney, president/
CEO, Cabletelevision Advertising Bu-
reau, New York.

If it ain’t broke...

EDITOR: Re your ‘‘Monday
Memo™’ of July 19, by Michael J. Hir- J
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rel, alleging that **if the fairness
doctrine challenges succeed, broad-
casters will be the real losers.”” Mr.
Hirrel misses several points:

B Compliance with the fairness
doctrine is determined by the FCC
and, as with al! its rules, the com-
mission’s enforcement of the doctrine
defines its current interpretation of
it—which changes from time to time
without notice. Such uncertainty,
and paradoxes in the doctrine itself,
caused broadcasters to avoid cover-
ing matters of controversy outside of
newscasts due to the danger of in-
advertently running afoul of how the
commission later decides they
should have responded. It thus chilled
the very discussion of controversy
it allegedly sought to promote.

B When the FCC has found vio-
lations, it often has fined stations
money, contrary to Mr. Hirrel’s be-
lief. 1 specifically recall the mid-"70s
ruling by the commission about the
California-American Water Co. ads on
severa! Monterey Bay Area radio
stations, which cost each station
$2,500 despite every station’s hav-
ing consctentiously thought it had cor-
rectly interpreted the doctrine.

B The FCC used the doctrine to
require cigarette “‘counier-commer-
cials’’ before Congress outlawed all
cigarette advertising on radio and tele-
vision. Although the FCC subse-
quently maintained that this was a
unique situation, and that the doc-
trine did not otherwise apply to pro-
duct/service advertising, the courts
tended to uphold the precedent previ-
ously set—encouraged by subse-
quent actions by the commission, as in
the previouslycited advertisements
for the California-American Water
Co.—which none of the stations in-
volved believed contained any contro-
versial matter at all. Reinstatement
of the doctrine would risk reinstate-
ment of the precedents which
would potentially compel broadcasters
to run counter-commercials to auto-
mobile ads, food ads and ads for all
sorts of seemingly innocuous prod-
ucts and services targeted by radical
activist groups.

Since the absence of the doctrine
in recent years has led to no abuses,
my own suspicion about why Con-
gress is so aggressive about its rein-
statement is fear that without it, sta-
tions might feel all too free to
editorialize against incumbents at
election time.—E&ric G. Norberg, edi-

tor/publisher, The Adult Contem-
porary Music Research Letter, Port-
land, QOre.

Another public defender

EDITOR: Maybe you should think
again about why you’re so uncomfort-
able with public television. It’s not
“‘televiston’’ as you know it, because
it’s not comparable to commercial

or cable television. These are market-
driven enterprises with bottom lines
eyed by stockholders and other corpo-
rate interests. That’s good. They’'re
important. We support their successes.

Public television is not market
driven. It's public service for local
communities. You persist in believ-
ing it panders to the elite. Maybe
you’d be a lot more comfortable if
you visited a public television station.
You might visit KTCA in the Twin
Cities, where the St. Paul Hmong
community—a large and growing
population—gets news and programs
in their native language. You might
go to Kentucky and visit the state net-
work where kids in mountain hol-
lows are learning physics through pub-
lic television and are being
accepted at Yale, while their parents
are learning to read at more than a
grade school level.

There are all sorts of things you
might learn if you ook around. Maybe
next time you won’t be so uncom-
fortable with public TV.—David J.
Brugger, president, The Associa-
tion of America’'s Public Television
Stations, Washington.

Attack target

EDITOR: The comment is made on
your Aug. 30 ‘‘Editorials’’ page in re-
action to Howard Stern’s being
dropped by wLUP(AM) Chicago: *“That
leaves |4 markets to go before the
First Amendment is extinguished on
radio.”” Since the FCC is attacking
broadcasters of his program on
grounds of indecency in his speech,
[ will assume he has a filthy mouth on
air. In this day, a filthy mouth has
to be defined by the nature of the
words emitted. The society we live
in does not have a standard.
Fortunately, some people in a
position of authority do have a sense
of decency and what is likely to of-
fend at least some of the audience.
Mr. Stern’s comments seem to
have a sense of verbal pornography to

them. 1 have not heard his show, so

I cannot speak firsthand; however my
comments are a valid observation
based on the kind of uproar Mr.
Stern’s comments cause. Pornogra-
phy, visual or verbal, has no legal pro-
tection under the First Amendment,
according to the history of the ruling
concerning it.

The First Amendment is not un-
der attack. Licentious, filthy, gratu-
itous speech is. Let the distinction
be noted.—Jim Williams, Memphis.

Get rid of EBS

EDITOR: The FCC has embarked on
an aggressive program to evaluate and
rebuild our nation’s EBS system.

The first phase of field testing in Den-
ver has been completed, with fol-
low-up testing scheduled for Septem-
ber. The end result will be new
regulations and required equipment
purchases for every radio, TV and
cable operator in the United States. Of
course, this means higher compli-
ance and enforcement costs for all
concerned.

Nearly everyone agrees the pres-
ent EBS system is broken. The public
has become desensitized to the
tones and unaware of the system'’s in-
tent and purpose. The fixes being
proposed to the FCC come down to
three new technical system designs.
There is a fourth fix that needs to be
considered: Get rid of EBS com-
pletely.

[ know of no documented case
where the EBS system has been solely
credited with saving a single life.

We already have a fully opera-
tional and reliable emergency public
notification system. It’s called
word of mouth, mass media and gen-
eral public awareness. This system
has never failed, will never break and
is thoroughly tested millions of
times a day. To try to build anything
better is totally unrealistic and
would be outright dangerous if the
public really thought an EBS sys-
tem would warn or protect them from
any immediate act of God.

Broadcasters have paid enough
in time, money and confusion for this
illusion of public service and pro-
tection. For budget cutters at the com-
mission, eliminating spending on
this EBS charade would be a great
place to start.—Stephen J. McNa-
mara, president, Stephens Communi-
cations Inc., Linle Rock, Ark.
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Superpanel keynotes 7th Interface

Future-focused telecommunications policy seminar scheduled
in connection with third annual Hall of Fame

A top 10 of the telecommunications arts will headiine the seventh annual
Broadcasting/Cable Interface, scheduled for Nov. 8 at Washington's Omni
Shoreham Hote!. Their assignment: to examine changing relationships in

the electronic nation and forecast “Where We Go from Here.” The starting
lineup:

O Barry Diller of QVC (tentative),

0 John Hendricks of Discovery,

0 Alex Mandl of AT&T Communications,

O Barry Meyer of Warner Bros.,

O Brian Roberts of Comcast,

O Lucie Salhany of Fox,

o Ray Smith of Bell Atlantic,

0 Howard Stringer of CBS,

0 and Robert Wright of NBC.

U An expert on computer/TV convergence will fill out the hand.

The day will begin with congressional and FCC keynotes, featuring senior
members of the House and Senate commerce committees and, traditionally,
the chairman of the FCC. A panel featuring the other FCC members will
follow.

ABC News correspondent Sam Donaldson has agreed to deliver the
luncheon address, broadening the interface agenda beyond policy into politics
and journalism.

Other principal elements of the program include a debate between Jerry
Peariman of Zenith and Russell Newman of Tufts University on “HDTV: Boom
or Bust,” and an economic forecast panel featuring Steve Rattner of Lazard
Freres, David Londoner of Wertheim Shroder & Co., John Reidy of Smith
Barney, Dennis Leibowitz of Donaldson, Lufkin & Jenrette, and Donald
Russell of Communicaticns Equity.

Closing remarks will be delivered by Larry Irving, assistant secretary of
Commerce and director of the National Telecommunications and Information
Administraticn.

The registration fee (including continental breakfast and lunch) is $295,
with a discount to $250 for FCBA members.

Gene Aulry John Hendricks  Don Hewitt  Bruce Morrow Barbara Walters Richard Wiley

Iso on Nov. 9, BROADCASTING & CABLE magazine will present its third
annual Hall of Fame, honoring outstanding achievement in the Fifth Estate,
at a black-tie dinner at the Omni Shoreham. Among those selected for
honors this year: Gene Autry, Dean Burch, John Hendricks, Jim Henson, Don
Hewitt, Ernie Kovacs, Bruce Morrow, Elten Rule, Dick Salant, Barbara
Walters and Richard Wiley.

The Hall of Fame was established in connection with BROADCASTING
magazine's 60th anniversary. Sixty honcrees were inducted that year,
representing all areas of Fifth Estate activity. Ancther 21 were inducted last
year, and it is anticipated that 20 will be honored in the 1993 ceremony.

Proceeds from the dinner will go to the international Radic & Television
Foundation and the Museum of Television and Radio. Tables of 10 (tiered) are
$7.000, $5,500 and $4,000; individual tickets are $425. For informaticn and
reservations about Interface or the Hall of Fame dinner, call Joan Miller (New
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dmund Ansin has had only one

promotion in the past 31 years,

and it was more than 20 years
ago.

Ansin and his father, Sidney D. An-
sin, took over WSVN(TV) Miami, then
an NBC affiliate, in 1962, when Ansin
was 26. At that young age, only five
years out of college, Ansin became
executive vice president of Sunbeam
Television Corporation. He has been
president of Sunbeam since 1971,
when his father died.

Although the station has been in the
same hands for more than 30 years, it
has had its moments of uncertainty,
including the loss of its NBC affili-
ation on Jan. 1, 1989, following
NBC'’s purchase of the local CBS sta-
tion, WTVJ(TV).

Ansin cails the schism **ancient his-
tory,”” but he is still bewildered that
NBC would have taken such an action
after three decades of loyalty on the
part of wSVN. He believes that the
then-new owners of NBC were re-
sponsible for his abandonment. ‘It
was clear to me the prior administra-
tion—Grant Tinker, Thornton Brad-
shaw—would not have done such a
thing, but the GE people must see life
differently. It was something at the
time that seemed bizarre, certainly un-
precedented.”

Ansin assumed he could pick up the
pieces with a CBS affiliation, but that
hope disappeared when CBS chose to
buy another station in the market.

Now Ansin finds himself the owner
of Miami’s Fox affiliate, although he
is quick to point out that he considers
wSVN an independent station, first and
foremost, that is affiliated with Fox.
According to Arbitron, his station is
the market leader in Monday-Friday
prime time and tied for No. | in sign-
on to sign-off (Nielsen has the station
in second place for the latter). And
each weekday, WSVN turns out seven
hours of news that has won national
recognition—as well as reprobation—
for its MTV-like presentations.

WSVN newscasts are filled with
flashy graphics and rapid-fire video
images, a style that could not be more
at odds with Ansin’s own personality.
One colleague describes Ansin as *‘ul-

Ansin

tra-conservative’ '—aithough
disclaims any personal political in-

volvement. A native of Massachu-
setts, he describes

coverage for almost a week. Knowing
that the level of interest among South
Floridians was high, last month the
station sent two camera crews to North
Carolina to cover the impact of Hurri-
cane Emily, even though the storm
posed no threat to the Miami market.
Ansin believes that live coverage of
Emily was the critical factor in the
newscast’s winning performance in
the 10 o'clock time period. Audiences
have changed dramatically during his
30 years in broadcasting, he says, to
the point where they're more news
hungry than ever. **We are the most
successful station in the market to-
day,”” says Ansin. “‘Nobody couid
have foreseen that in 1989," the year
the station was cut lose from NBC.
The station’s devotion to news—it
claims its seven hours a day is a record
for any station—and a young-adult de-
mographic have even prompted it to
pass on the relatively

himself as *‘a New
Englander by tem-
perament.’’

His parents moved
the family to Miami

President, Sunbeam Television
Corporation, Miami; b. March 9,
1936, Worchester, Mass.; BS,
economics, Wharton School of Fi-
nance and Commerce, University

profitable Fox Chil-
dren’s Network.
Having  decided
last year that he was
in a position to make

soon after they be- of Pennsylvania, Philadelphia, 1957; a ‘‘major acquisi-
gan spending winters vice president, Miami Gardens tion,””  Ansin this
in Miami Beach in | Inc., 1957-62; executive vice presi- summer bought Bos-
the early 1940's. dent, WSVN(TV), 1962-71; pre- ton CBS affiliate
The family has ex- | Semtposiionsince October 197Lidk | wipiqy, his sec-
tensive real estate r:mes’;;S:::'hanier'eZwl' ! ond TV station pur-
holdings in Miami, | = ' T | chase in 30 years,
and Forbes maga- for $204 million. He

zine has informed Ansin that it will list
him this year as one of the richest
people in America.

He is not looking forward to seeing
himself listed among the nation’s 400
wealthiest people. “‘I just don’t want
the notoriety,”” he says.

Although his flashy, youth-oriented
show now dominates the Miami news
market (by WSVN’s comparisons, the
station’s news beats the competition in
morning, evening and late night), An-
sin is annoyed with all the attention
accorded its tabloid styling. He be-
lieves the key to his success is ‘‘news
coverage first and foremost. Second is
contemporary styling.”’

Ansin points to the station’s report-
ing on Hurricane Andrew, when WSVN
went live with 24-hour-a-day news

is looking forward to shaking up the
market.

Ansin does not expect to use the
same flashy formula that has worked
for him in Miami. “*Miami is basically
glitzy,”” he says. “*‘Boston is very tra-
ditional.”> Even the man behind
WSVN's flash, Joel Cheatwood, vice
president of Sunbeam Television, says
WHDH-TV will not look like a mirror
image of wsvN. “*To take our style of
news in Miami and simply supplant it
in Boston would be absolutely idi-
otic,”’ Cheatwood says.

Ansin says there 1s room for growth
at his new station, but its New En-
gland location was also a factor in his
decision to purchase it. “‘[t made it
more attractive to me because it's a
place | enjoy going,”’ he says. u

|
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TELEVISION

Michael Yu-
din, executive
VP, cable, ad-
vertiser-supported
programing,
Reeves Entertain-
ment, New

York, joins Via-
com Entertain-
ment Group there
as senior VP,
sponsored programing, co-produc-
tions.

Yudin

Appointments at Viacom Interna-
tional Inc., New York: Richard
Rothstein, director, corporate in-
formation services, named VP, corpo-
rate information services; Michael
Cruz, assistant controller, named
VP/assistant controller.

Gregg Maday, VP, movies, mini-
P series, Warner Bros. Television, Bur-
bank, Calif., named VP.

Richard Easthouse, director,

northeast sales, ITC Entertainment
Group, New York, named VP, do-
mestic television, northeast region.

Bert Gould, VP, Fox Kids Club

and Network Promotion, Beverly
Hills, Calif., named VP, market-

ing. promotion, program strategy, Fox
Children’s Network there.

Barbara Mannina, director, finan-
cial reporting, Twentieth Television,
Beverly Hills, Calif., named
VP/controller.

Lou Israel, VP, sales, LBS Com-
munications, New York, joins Grove
Television Enterprises there as VP,
sales, distribution.

Gwen Wood, director, satellite re-
placement office, Public Broadcasting
Service, Alexandria, Va., named
director, satelhte services/PBS ON-
LINE.

Robert Baruc, president, Triboro
Entertainment Group, New York,
joins Unapix Entertainment there as
president/CEQ, home video subsid-
lary.

Charles Coleman, senjor director,
production administration, Radio City
Music Hall Productions, New

York, joins Worldwide Television

EAalesREOLIvINeS

News there as controller/director,
administration.

Bruce Charet, VP, Alan King Pro-
ductions, New York, joins Bud Grant
Productions, Los Angeles, as VP,
creative affairs.

Jim Murphy, producer, CBS This
Morning, New York, named senior
broadcast producer.

Chris Graves, executive producer,
Wall Street Journal Television, New
York, named managing editor,

Asia Business News there.

Robin Young,
former correspon-
dent, ABC’s
Home Show, Los
Angeles, and
John Curley,
weatherman,
Newschannel 8,
Springfield,

Va., join WUSA-
TV Washington
as co-hosts, Broadcast House Live.

Appointments at WLIG-TV Melville,
N.Y.: Michael Wach, VP/GSM,
wPIX-TV New York, joins as
VP/GM, Stacey Demas, GSM,
WGSM(AM) Huntington, N.Y.
WMJC-FM Smithtown, N.Y ., joins as
local sales manager.

RADIO

Appointments

at American Ur-
ban Radio Net-
works, New
York: Jack
Bryant, co-presi-
dent, named
president; Jerry
Lopes, execu-
tive VP, program-
ing, named
president, program operations, affili-
ations.

Bruce Blevins, VP/GM,
KNEW(AM)-KSAN-FM San Francisco,
joins KLME-FM Phoenix as GM.

Bryant

Dave Tyler, sales manager, LLAD
Inc., Arlington, Tex., joins Associat-
ed Press, broadcast division, Los
Angeles, as regional radio executive.

Lynn Bond-Bruder, local sales
manager, WPLY-FM Philadelphia,

named national sales manager.

Appointments at Alaska Public Ra-
dio, Anchorage: Karen Worbey, cx-
ecutive producer, KTUU-TV Anchor-
age, joins as managing editor; Stuart
Rosenthal, former production di-
rector, KALW-FM San Francisco, joins
as technical director.

Philip Lamka, GM, wwww-AM-
FM Detroit, elected president, Michi-
gan Association of Broadcasters.

David Presher, GSM, KHYL-FM
Sacramento, Calif., joins KMEN(AM)
San Bernardino, Calif., KGGI-FM
Riverside, Calif., as GM.

Appointments at WRQX-FM Wash-
ington: Jeff Boden, account execu-
tive, named GSM,; Cathy Whissel,
local sales manager, WVRT-FM Balti-
more, joins in same capacity.
e =y — S

CABLE

Appointments at Showtime Satel-

lite Networks, New York: Susan
Weinstein, director, programing,
Showtime Event Television, there,
named VP, programing; Jaan

Janes, account executive, Dobbin/
Bolgla Associates, New York,

Jjoins as sales manager, central region.

Paul Woidke, director, operations,
Adlink, Los Angeles, named VP,

Appointments at Lifetime Televi-
sion, Astoria, N.Y.: Brian Donlon,
TV reporter, USA Today, New

York, joins as VP, public affairs; Alex
Wagner, director, press relations,
named director, planning, administra-
tion, programing and production.

Walter Rodgers, Washington cor-
respondent, ABC News, Washington,
joins CNN, Berlin, as Berlin corre-
spondent.

Rod Mickler, director, marketing,
affiliate sales, Sportschanne] Florida,
Orlando, Fla., joins Prime Sports-
channel Networks, New York, as na-
tional director, marketing.

Cindy Hagen, senior account exec-
utive, KBL-TV Minneapolis, joins Ca-
ble Media Corp. there as sales man-
ager.

Ken Olshansky, senior writer, on-

air promotions, Comedy Central, New
York, named director, develop-

ment.
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Appointments at Showtime Net-
works, New York: Faith Grobman,
director, human resources, named
VP; John Warrack, management re-
cruiter, named director, employ-
ment; Brett McCarty, regional mar-
keting director, named regional
director.

Joe Stretesky, marketing represen-
tative, Sportschannel, Los Angeles,
joins Playboy Entertainment

Group, Beverly Hills, Calif., as sales
manager, weslern region.

E.B. Moss, promotion director,
Blake, Walls & Associates, Los An-
geles, joins E! Entertainment Tele-
vision there as affiliate marketing
manager, western region.

Michael Dolan, manager, market-
ing, public relations, Sportschannel
Ohio, Cleveland, named director.

Donna Prummel, marketing coor-
dinator, USA Networks, New York,
named publicist, corporate, media
relations.

Appointments at National Cable
Advertising, Chicago: Kenneth Lit-
tle, co-founder, Rahimi & Little
Inc., there, joins as GM; Patrick
Byrne, executive VP, central divi-
sion, Dupretti & Associates, there,
joins as national sales manager.

Appointments at Time Warner Ci-
tyCable Advertising, New York: Joan
Romaine, promotion coordinator,
named promotion supervisor; Cari
Haberman, sales assistant, NY|
News, named promotion coordinator,
Warner CityCable Advertising and
NY ! News.

New members, board of directors,
American Wireless Systems Inc.,
Phoenix: John Leahy, president,
Management & Marketing Associates,
Baltimore; Robert Mayer, senior
VP/CFO/treasurer, Sierra Health Ser-
vices, Las Vegas; James Orth, co-
founder/executive VP, National Inves-
tors Financial Inc., Irvine, Calif.

ADVERTISING

William Chororos, freelance con-
sultant and former executive VP/crea-
tive director, Backer Spielvogel

Bates Inc., New York, rejoins BSB as
executive VP,

Appointments at SSA Public Rela-
tions, Sherman Qaks, Calif.. Eva Ma-
rie Lopez, program director,
KSMO-Tv Kansas City, Mo., joins as

director, media, station relations;
Theresa Ward, VP, international me-
dia relations, and John Russel,

VP, promotions, named senior VP’s;
Lauren Lewis, senior account ex-
ecutive, named VP, talent.

Appointments at Hal Riney & Part-
ners, New York, San Francisco: Mary
Jack, broadcast account executive,
New York, named VP/broadcast ac-
count executive; Rick Boyce, asso-
ciate media director, San Francisco,
named VP/associate media direc-

tor.

Mitchell Gross, independent pro-
ducer, wCAU-TV Philadelphia, joins
Paolin & Sweeney, Cherry Hill,
N.J., as VP, public relations.

Robert Bishopp, media manager,
advertising services, Nestle Foods
Corp., Purchase, N.Y ., joins Vitt
Media International Inc., New York,
as group VP.

John Ahlin, account executive,
Seltel, Chicago, named GM, Seltel,
Cleveland.

TECHNOLOGY

Albin Moschner, senior VP, oper-
ations, Zenith Electronics, Glenview,
11l., named president/COO.

Michael Grant, product market
manager, product planning, strategy
group, interactive television team,
Apple Computer, Cupertino, Calif.,
Jjoins Sanctuary Woods, San Ma-
teo, Calif., as producer/strategist, in-
teractive television.

Jeffrey Wohl, executive VP, Cam-
era Mart, New York, joins Direct
Broadcast Services, Chestnut
Ridge, N.Y., as VP.

Jim Schuster, director, operations,
Crawford Satellite Services, Atlanta,
named VP.

WASHINGTON

Jane Jackson, chief, legal branch,
accounting, audits division, FCC, re-
signs.

Appointments at Motion Picture
Export Association of America: Wil-
liam Murray, VP, theatrical, TV,
New York office, named senior VP,
theatrical, TV, home video, there;
Michael Connors, VP, Asia-Pacific
office, Singapore, named senior VP
there.

Fellowship winners, Radio and
Television News Directors Founda-
tion: Virginia Huie, reporter,
WCVB-TV Boston; Lee Howard, re-
porter, TV 2, Allentown, Pa., and
WRHU-FM Hempstead, N.Y .; Brenda
Scheel, reporter, American Forces
Network Europe, Frankfurt, Germa-
ny.

Jerry McKinney, correspondent,

Tokyo News Bureau, Voice of Ameri-
ca, named chief.

DEATHS

Herve Villechaize, 50, actor best
known as Tattoo on ABC-TV’s Fama-
sy Island . died Sept. 4 at his North
Hollywood home. Police reported he
died of a self-inflicted gunshot

wound and that his death was a sui-
cide. His publicist, David Brokaw,
said that Villechaize left a note and a
tape recording saying he was de-
spondent over health problems. Ville-
chaize appeared on Fantasy Island
from 1978 to 1983. Born in Paris, Vil-
lechaize was a supporting actor in
movies and plays in the 1960’s and
"70s. He appeared in the Fantasy
Island TV movie in 1977 and landed
the Tattoo role that same year. He
recently appeared in Coors beer and
Dunkin’ Donuts commercials and

in an episode of HBO’s Larry Sanders
Show. He is survived by his com-
panion, Kathy Self.

Carmine Cincotta, 41, executive
sports producer, WNBC-TV New York,
died Aug. 26 at Mount Sinai Hospi-
tal there. He had been undergoing
treatment for Hodgkin’s disease for
the past year and a half. Cincotta
1oined WNBC-TV as an executive
producer in 1990. He began his career
as a desk assistant/news writer in

1974 at wABC-TV New York. After a
year he joined WCBS-TV, where he
worked for 10 years. He is survived by
his mother, Lillian.

Bernice Garson Slater, 69, former
VP, Hercules Broadcasting, which
owned KRAK(AM)-KEWT(FM) Sacra-
mento, Calif., died Aug. 11, of breast
cancer, at her home in Sacramento.
Slater, along with her former husband
Manning Slater, owned Hercules
Broadcasting for 25 years before sell-
ing it in 1978. She was GM of the
two Sacramento stations and served as
state capitol reporter for KEWT.
Survivors include two sons, a foster
daughter and three brothers.
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The ABC-Hearst-ESPN2 train
keeps on rolling. Last week, Capital
Cities/ABC and Hearst reached re-
transmission-consent agreements
with Century Communications,
Greater Media, Multimedia Cablevi-
sion, Newhouse, Post-Newsweek
Cable and Service Electric Cable. As
with previous deals, the cable op-
erators have agreed to a substantial
rollout of ESPN2 in return for free
carriage of the Capital Cities and
Hearst stations. Capcities and
Hearst—co-owners of ESPN2—now
have deals with 17 of the top 20
MSO’s.

Lee Enterprises Inc. has signed
on to Scripps Howard's Home and
Garden TV Network. Lee, which
owns nine TV stations, will ask its lo-
cal cable operators to carry its sta-
tions free in exchange for carriage of
the cable network. Lee will also
contribute local programing to the
channel in a partnership arrange-
ment.

The Federal Trade Commission
has requested more information
from QVC Network and Home
Shopping Network on the proposed

merger of the two shopping chan-

nel giants. The request will extend the
waiting period under the Hart-
Scott-Rodino antitrust law until 20
days after the requested informa-

tion is provided to the FTC.

The news director at Fox’s wTTG-
Tv Washington resigned over anin-
ternal memo in which he said he
planned to consult conservative cru-
saders—among them Reed Irvine
and Brent Bozell—about eliminating

More MSO’s for America’s Talking

NBC has signed four more MSQ's for its proposed cable channel, Ameri-
ca’s Talking: Adelphia Cable Communications, Jones Intercable Inc.,
Sammons Communications In¢c. and Columbia International Inc. Tom
Rogers, president of NBC cable and business development, says the
deals also included renewals for NBC's CNBC business news channel.
Although Roger Ailes was appointed president of CNBC two weeks ago,
Rogers will continue to head ali MSO negotiations for NBC cable ser-
vices. Ailes will report to Rogers on business matters and to NBC
President/CEQ Robert Wright on programing issues.

An NBC source says the network also is in discussions with direct
broadcast satellite services for an "NBC info-pac” to include CNBC,
America's Taiking, Canal De Noticias (a Spanish-language news service)
and American Medical Television. Last month, NBC announced that it
had become a managing partner in American Medical Television, which it
plans to expand into a 24-hour cable network.

—£s

reporters who were “inept, politi-
cally correct, shallow, and/or other-
wise unsuitable.” Joe Robinowitz
claimed he meant that the newsroom
should be more balanced. The
memo turned up in the station's com-
puter under the heading “Fugitive
Slayings.”

U.S. District Court Chief Judge
Manuel Real has set Oct. 18 for
hearing in Los Angeles on the big
three networks motion to lift the
fin-syn consent decrees, which

bar networks from syndication busi-
ness. The Justice Department had
supported the networks’ motion, but,
with the change of administration,

is reconsidering that position.

In a surprise move, Garrick Utley,
who left NBC News one month ago
after 30 years, is joining ABC
News as chief foreign correspondent.
He reptaces Pierre Salinger, who
retired in June, and will be based in
London, as was Salinger. Utley
had been scheduled to do a weekly
magazine program for MacNeil/
Lehrer Productions, before ABC
News made its offer.

Pulitzer Publishing Co. closed on
its purchase of Kcci-Tv Des Moines,
lowa, for $22.2 million. Purchased
from H&C Communications, KCCI-Tv is
CBS affiliate on ch. 8.

The FCC has decided to survey
the rates of a sample of cable sys-
tems to determine the effects of

rate regulations, which kicked in Sept.
1. Aithough the FCC still maintains
the regulations will cause rate roll-
backs of up to $1.5 billion, ques-
tions have been raised by Congress
and others about increases in the
prices of some tiers. "Nobody really
knows what’'s going on,” says an
FCC official. The FCC hopes to have
the survey completed by Oct. 7,
which won't be in time for the con-

Otfice.
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Diane Sawyer’'s Primetime Live was
among the winners of the news and docu-
mentary Eminys presented last Wednes-
day by the National Academy of Televi-
sion Arts & Sciences in New York. Among
- the presenters were former congressman
and HUD secretary Jack Kemp (i) of Em-
power America and former AP correspon-
dent Terry Anderson. ABC led the win-
ners with 11 Emmys, followed by PBS
(10), €BS (7), TBS (6), NBC (4), ITN and
CNN (2 each) and A&E and Discovery (1
each).

gressional oversight hearing on the
regulations. That's slated for Sept. 20
before the House Telecommunica-
tions Subcommittee.

Clear Channel President Dan Sul-
livan denies a BROADCASTING & CABLE
report that the group’s stations had
begun seeking retransmission-con-
sent deals with cable systems in-
dependent of the Fox national net-
work deal. Cable sources,

however, say they have been ap-
proached by Ciear Channel sta-
tions. Sullivan also says he is among
the Fox affiliates who witt grant
systems 60-day retransmission con-
sent to give Fox more time to build
cable distribution for its new network.

CBS News, Rupert Murdoch's

Sky TV, Tokyo Broadcasting Sys-
tem and Belgian network VTM
have formed what CBS says is the
first international satellite news-
gathering consortium. CBS News
President Eric Ober says the con-
sortium will help each participant gain
easier access to breaking news

and major events while sharing tech-
nical resources and personnel.

‘StandardNews, the non-religious
radio network owned by Pat Robert-
son’s Broadcast Equities, an-
nounced last week that it had pur-
chased Zapnews, the facsimile
news service for radio stations.

CosesllCirelit

Battling for Baby

To build steam behind the week-old syndicated American Journal (see
page 16), King World Productions has, in the words of a New York rep
source, "pulled out the checkbook.” It's gotten an exclusive interview with
the biological parents of Baby Jessica that will air today (Sept. 13) and
Tuesday. Ever since Dan and Cara Schmidt won custody of their daugh-
ter, Jessica, the broadcast networks and syndicated tabloids have been
making overtures for their exclusive participation.

According to the rep source, American Journal paid up to $50,000 to
secure the Schmidts. A spokeswoman for AJ and King World confirms
that a fee was paid for the “exclusive” broadcast of a home video of the
adoptive parents, Jan and Roberta DeBoer, transferring Jessica back to
the Schmidts. Another source close to the show suggests that competing
tabloid syndicators have “journalistic sour grapes” and are deliberately
floating a high figure for the video. The source says King World likely paid
a “standard video usage fee” of $2,500-$5,000.

—MF

WASHINGTON

Hundt on deck

The Senate Commerce Committee
last Friday set next Wednesday (Sept.
22) to consider the nomination of
Reed Hundt to the chairmanship of the
FCC. The committee had hoped to
hold the confirmation hearing for the
45-year-old antitrust litigator to-
morrow {Sept. 14). but gave up on
that because Communications Sub-
committee Chairman Daniel Inouye
had a scheduling conflict.

NEW YORK

Playing ball

Now that Major League Baseball

has concluded network deals for both
network and cable (see page 15),

the league is expected to take up the
superstation issue. Baseball’s last
commissioner, yet-to-be-replaced Fay
Vincent Jr., and many team owners
have complained that superstations si-
phon local viewers and revenue.
They've called for restrictions on or
elimination of superstation cover-
age. But media sources note that su-
perstations pay more {0 MLB now
than ESPN will pay under its new
deal—roughly $45 million annually
compared with $42.5 million. MLB
will be generating in the next six
years less than half of the national
television money it has been receiv-
ing and executives speculate that MLB
won't be inclined to turn down su-
perstations or their fees.

NEW YORK

Strange bedfellows

A new twist might emerge in the
closing weeks of retransmission-con-
sent negotiations—broadcasters
teaming up with upstart cable chan-
nels. It's not as bizarre as it sounds.
For example, a group owner could
align with a cable channel having
trouble getting carriage and offer both
as a package to a cable operator.
The operator would get a station and a
new network, while the network
would be a partner with the broadcast
group, through either splitting sub-
scriber fees or some other method.
Comedy Central President Bob
Kreek says the concept has been rat-
ting around. Other cable operators
say group owners have already ap-
proached up-and-coming networks
about teaming up.

Drawn for BROADCASTING & CABLL by Juck Schimidi
“Thar was all very confusing. We ended
up agreeing 1o broadeast a program catled
Retransmission Consent,”’
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COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

Networking

Put down Oct. 12-15, 1994, as dates to remember. Not,
perhaps, the most urgent of the new year, but reasonably
interesting.

That's when a coalition of the National Association of
Broadcasters (for its radio convention), the Radio-Televi-
sion News Directors Association, the Society of Motion

Picture and Television Engineers and the Society of

Broadcast Engineers mounts its first-ever joint exhibition
in Los Angeles. But not joint conventions; each will
continue to do its own thing on the periphery of the
common exhibit area.

Serendipity being what it is, we expect more to come of
this venture than just economy of scale, although that
potential is impressive. The potential tor crossover among
the broadcasting, journalistic and technology disciplines
brought together in several square blocks is too inviting to
ignore, All of these professional counterparts are in simi-
lar degrees of future shock, and this could prove a great
opportunity to compare notes.

Heeeeeere’s to Johnny

Johnny Carson was tapped last week as one of the five
recipients of a Kennedy Center Honor, the annual celebra-
tion of excellence in the performing arts. In the past, the
award has been somewhat skewed toward theater, dance,
music and film, with the choice of Carson lauded in some
guarters as the first nod to a performer for his body of
television work alone. (Lucille Ball preceded him. but as
much for film as for TV.)

As if to add punctuation to the point that talk show
hosting is indeed a performance art, the recent and highly

Chase on Fox illustrate once again what precious com-
modities were the Carson poise and polish, and how long
it takes to acquire them. It would be ungracious to remem-
ber how green was Carson’s valley when he took over
tfrom Jack Paar in 1962. It is most fitting to honor what he
came to be.

Both Letterman and Chase—and Leno and Hall and all
the others who occupy our late nights—have their futures
ahead of them, and time to set standards of their own. The
lucky thing is, we get to watch.

The great stabilizer

We sense a great instability coming on, the inevitable
result of so much change in so little time. Stations and
networks are rushing into the cable business without quite
knowing why, cable operators are trying to trim their rates
to what they discern as the prevailing winds out of Wash-
ington, the cellular industry is about to be challenged by
PCS, in which both cable and broadcasting have an inter-
est, HDTV is or isn’t here, digital will solve everything
and here comes the fairness doctrine. It's a great time for
news magazines and seminar vendors (we being both) but
perhaps not so great a time to be making headlines.

The question is, when will it all settle down? In this
page's view, not soon. Technology is so driving all the
Fifth Estate industries—and technology itself is accelerat-
ing in such quantum steps—that there’s no time to amor-
tize one development before the next is upon us.

And the debt goes on.

If there's an anchor out there. it’s the realization that
media distinctions mean less and less and programing
means all. As Roger King puts it in this week’s cover
story, "It always gets back to software.”” The sooner the

visible debuts of David Letterman on CBS and Chevy better.
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Migration:
10 Digital

HOW TO AVOID LOSING YOUR WAY

On November 1,1993, in conjunction with National
Teleconsultants, a leading consulting firm for television
broadcasters, Broadcasting & Cable will publish a Special
report entitled, The Migration to Digital.

This report will explore, in non-technical language,
the decisions today's bottom-line-oriented General
Managers must now face to make significant improve-
ments to both present and future operations.

If you are a manufacturer of VTR'S, cameras,
routing switching, equipment, post-production/graphics
equipment, monitors, non-linear editing equipment,
and digital test and measurement products, this is an
ideal opportunity to speak directly to the people now
charged with purchasing technical products like yours.

To take advantage of this unique opportunity to target your product
directly to your best customers and prospects, please call:

Eric Trabb Rick Ayer Broadca

Winfield Boyer Ayer Communications

Lewis Edge & Associates, Inc.  Phone: (714) 366-3089 i Sy Y Pelwolofo et Mets

Phone: (609) 683-7900 Fax: (714) 366-9289 N e

Fax: (609) 497-0412




InJuly, broadcasters across America
touched the lives of people who had
more important things to do than
watch television.

- P

Flood Aid: Broadcast Across America

Many thanks to all the stations and their audiences who
joined KGAN in raising $8.5 million for flood relief.

KAAL KAKE KARK KASN KATC KAUZ KBHK KBIN KBJ KBJR KBTX KCAU KCBS KCCI
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KIMA KIMT KINA KITN KKAK KKTV KLEW KLFY KLJB KMBC KMID KMIR KMOL KMOV KMSP
KMTV KNOP KOCR KODE KOFY KOIA KOIN KOLO KOMO KOMU KOTA KPAX KPBI KPRC
KPTM KPTV KQTV KRIN KRIS KRQE KRTV KSBi KSDK KSGW KSIN KSNB KSPR KSTP
KTAJ KTAL KTGF KTHI KTIN KTIV KTMF KTTC KTUU KTVF KTVI KTVO KTVV KTXH KTZZ
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¢ had more fun than humans
should be allowed to have as
partners-in-crime  at  NBC

Sports.”” That’s how Dick Ebersol,
president of that division, describes
working with Ken Schanzer, his No. 2
executive for more than four years.
Schanzer, a 12-year NBC Sports vel-
eran, left the network in July to be-
come CEO of the Baseball Network,
the new venture of Major League
Baseball, ABC and NBC.

Media watchers expected that
Schanzer would soon be out of a job
when Ebersol took the helm of NBC
Sports in April 1989, Brought to NBC
Sports by then president Arthur Wat-
son in 1981, Schanzer had been Wat-
son’s top aide since 1983, and had
made no bones about his desire to run
the division some day. He jokes easily
about coveting the boss’s job: “*The
only way I was going to run a network
was to go out and create one.”

But instead, Ebersol says, he devel-
oped with Schanzer “‘the closest busi-
ness relationship 1've ever had.” It
became a close friendship as well.

As executive vice president at NBC
Sports for a decade, Schanzer negoti-
ated billions of dollars in sports-rights
agreements. Ebersol credits him with
a creative flair that was instrumental in
sealing three unprecedented deals this
year alone—a new National Basket-
ball Association contract, the rights to
the 1996 Atlanta summer Olympics
and the joint venture he now runs.

**He has an uncanny ability in a
negotiating session to get to the ba-
sics,”” says Ebersol, and to “‘build a
consensus and to do it in a private
manner.”’ As more than one sports
executive notes, that will be a key skill
in dealing with the 28 MLB teams,
which often act as warring fiefdoms.

In accepting the Baseball Network
job, Schanzer is putting his money
where his mouth is, As an NBC exec-
utive, he wasn't about to put up the
kind of cash the league was seeking
last spring for network rights, and he
subsequently helped structure the joint
venture. In the deal, ABC and NBC
receive fee-free broadcast rights,
while the MLB retains almost 90% of
the ad revenues generated by network
telecasts during the next six years.

Schanzer is still putting together his
40-member staff. Only the sales chief,
Michael Trager, has been announced,

After the Heinz campaign, Schanzer
joined NBC in Washington. where he
served as a network lobbyist for four
years. He then rejoined the NAB as
vice president, government rela-
tions—i.e., chief lobbyist—in 1980.

By then, Schanzer was thinking se-
riously about getting into the business
of network news or sports. He recalls
CBS veteran William Leonard telling
him that if he hadn't made it in the
network news or sports business by
the time he was 30 (he was at least 35
at the time) the chances were unlikely
that he would.

He credits Watson with “‘thinking
outside the box™ by reaching out to
him in 1981 to join NBC Sports as
vice president of talent and program
negotiations. *‘l hadn’t done a day’s
worth of business in my life, and yet

but Schanzer says he
expects the full team
to be in place by
mid-October.
Schanzer thinks of
the new venture as
his third career. Poli-
tics was first. After
graduating from law
school, he went to
work for Representa-
tive David Pryor,
now a senator from
Arkansas. In 973,
Roy Elson, then chief
lobbyist at the Na-
tional Association of

President/CEQ, the Baseball Net-
work, and VP, broadcasting, Major
League Basehall; b. May 16,

1945, New York; BA, political sci-
ence, Colgate, Hamilton, N.Y.,
1966; LL.B., Columbia, New York,
1970; legislative aide, Rep. Da-

vid Pryor, 1970-72; lobbyist, NAB,
1973-75; campaign manager,

Sen. John Heinz, 1976; lobbyist,
NBC, 1976-80; VP, govemment
refations, NAB, 1980-81; VP, talent
and program negotiations, NBC
Sports, 1981-83, executive VP,
NEC Sports, 1983-93; current
position since July 1993; m. Lisa
Sherman, Dec. 14, 1986; chil-

dren: Thomas, 5; Lindsay, 4; Peter, 3.

Arthur was able to
see certain strengths
[ had as a lobbyist
that would apply to
the sports job."”
Recalling his most
memorable  deals,
the first he cites is
the one tying up ex-
clusive Notre Dame
football rights for
five years starting in
1991. The deal made
headlines because it
pulled Notre Dame
out of the College
Football Association

Broadcasters,  hired
Schanzer, as Elson recalls, *‘to work
the House side.”’ He remembers Schan-
zer as a ‘*quick study™ with a love for
politics and sports. **He had judgment
beyond his years,”’ Elson says.

In 1976 Schanzer left the NAB to
work as campaign manager for Sena-
tor John Heinz of Pennsylvania. Heinz
fired him in mid-campaign because, as
Schanzer recalls, Schanzer didn’t want
to pay ‘‘walking-around money’ in
exchange for votes. *‘John already had
some scandal attached to him, and 1
Just thought it was foolish. But he
thought | was putting my honor ahead
of his winning the election. Later, he
called to tell me I was right. We set-
tled our accounts.”” Heinz was later
killed in an airplane crash.

package and made it
the only college with a national stand-
alone football-rights deal. It was also
one that other sports executives said
demonstrated Schanzer's risk-taking
side. “*He risked alienating a lot of
CFA members NBC has to do busi-
ness with,'” says one executive.

But Ebersol notes that Schanzer
**didn’t lay the trap, just the relation-
ship’® for the deal. The relationships
with the Notre Dame executives were
unique, Schanzer says. “‘Sometimes
you get to a point where you obliterate
the barrier to trust and then you can do
business in shorthand.”” The next or-
der of business for Schanzer is to de-
velop such relationships with baseball
advertisers and get them to sign on the
dotted line, in longhand. n
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TELEVISION

Perry Simon, former executive

VP, prime time programs, NBC En-
tertainment, Los Angeles, joins
Viacom Entertainment Group there as
president, Viacom Television,

West Coast.

Appointments at Viacom Interna-
tional, New York: William Bradley
and Abby Kaiser-Silverman, di-
rectors, treasury, named VP’s/assis-
tant treasurers; Kathryn Charles,
manager, cash and financial services,
named director.

Blue Ellman

Appointments at Paramount Do-
mestic Television’s Hard Copy, Hol-
lywood: Linda Bell Blue, senior
supervising producer, and Linda Ell-
man, supervising producer, Para-
mount Domestic Television’s Enter-
tainment Tonight, named co-
executive producers; Ron Tindiglia,
founder, Ron Tindiglia Enterprises,
Harrison, N.Y., joins as senior advis-
er.

Sherry Hodge, senior producer,
Another Large Production, Los Ange-
les, named VP, production.

Vivi Zigler, director, marketing,
KING-TV Seattle, joins NBC Entertain-
ment, Burbank, Calif., as director,
affiliate advertising, promotion ser-
vices.

Tom Carson, CFO, Metro-Gold-
wyn-Mayer, Hollywood, joins Spell-
ing Entertainment, Los Angeles, as
senior VP/CFO.

David Gelber, former producer,

CBS News's CBS Evening News and
60 Minutes, New York, joins ABC
News there as executive producer, Pe-
ter Jennings Reporting.

Krys Keller, director, ABC affili-
ate relations, New York, elected presi-

dent, American Women in Radio
and Television, New York chapter.

Marilyn Solomon, director, corpo-
rate relations, KCOP-TV Los Angeles,
named director, public affairs pro-
graming, Chris-Craft Television Divi-
sion, Beverly Hills, Calif.

Richard Carlton, executive direc-
tor, International Council of National
Academy of Television Arts and
Sciences, New York, resigns at year
end.

Jim Murtaugh, former senior
VP/director, client services, Seltel
Inc., New York, joins Blair Televi-
sion there as VP, corporate develop-
ment.

Jeffrey Maloney, sales executive,
Katz Continental Television, Los An-
geles, named sales manager.

Judson Beck, sales executive,
Katz Continental Television, Chicago,
named sales manager.

Appointments at Katz Continental
Television, New York: Kim Stone-
braker, national marketing special-
ist, WHAG-TV Hagerstown, Md., joins
as sales executive; Shawn Fed-
deler, sales assistant, named research
analyst.

Paul Sands, news director, KGTv-

Tv San Diego, Calif., joins Pulitzer
Broadcasting Company, St. Louis,
as VP, news.

Appointments at WHDH-TV Boston:
Mike Sandorse, field operations man-
ager, named director, news opera-
tions; Karen Vigurs, senior produ-
cer/writer, WSVN-TV Miami, joins

as promotion manager.

Mark Shafer, assistant news direc-
tor/news operations manager, KMOV-
Tv St. Louis, joins Audience Re-
search & Development, Dallas, as
consultant.

Mort Crim, VP, community af-
fairs/senior news anchor, WDIV-TV
Detroit, opens Mort Crim Commu-
nications Inc., Harper Woods, Mich.

Robert Gordon, president. Gor-

don Group Inc., Cincinnati, joins Bos-
ton University's WQTV-TV as presi-
denv/CEOQO.

Sara McCormack, senior account
executive, WMTV-TV Madison, Wis.,
named local sales manager.

Appointments at WMAQ-TV Chica-
go: Margaret Cordes, news produc-
er, WISN-TV Milwaukee, joins in
same capacity; Mark Suppelsa, co-
anchor, KSTP-TV Minneapolis, joins
as weekend anchor/reporter.

Merrell Waring, former press aide
to Vice President Dan Quayle, joins
WAGA-TV Atlanta as feature report-
er, Good Day Atlanta.

Barbara Cain, anchor/general as-

signment reporter, WTVR-TV Rich-

mond, Va., joins WLWT-Tv Cincin-
nati in same capacity.

David Grey, principal. Post Time

Inc., Hollywood, joins Pelco, New
York, as editor.

RADIO

Mary Sneed,
VP, operations,
Summit
Broadcasting, At-
lanta, named
executive VP, ra-
dio.

Clancy

Woods, GM,
KHMH-FM
Houston and ra-
dio group manager, Nationwide
Communications, there, joins WFOX-
FM Atlanta as GM.

Charles Strickland, VP, affiliate
sales, Satellite Music Network, Dal-
las, joins Major Networks Inc.,
Chicago, as consultant.

Sneed

Brian Whittemore, news director,
wBZ(AM) Boston, named director,
news, programing.

Joe Weill, overnight editor, news-
casts, ABC Radio Networks, and for-
mer editor, WABC(AM) New York,
retires.

Appointments at Max Radio Inc.,
Virginia Beach, Va.: Michael Bump,
GSM, WwDE-FM Hampton Roads,
Va., named VP/director, sales, WNVZ.
FM Hampton Roads, Va.; Pat Kim-
sey, regional sales manager, WWDE-
FM, named regional/national sales
manager, WNVZ-FM; Scott Blum, lo-
cal sales manager, WWDE-FM

named regional/national sales manag-
er, WNVZ-FM; Bruce Berman, co-
local sales manager, WWDE-FM,
named sales manager, WNVZ-FM.,
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Tracey Peyton, marketing/pro-
graming assistant, WHIO(AM)-WHKO-
FM Dayton, Ohio, named marke-
ting/public service coordinator.

Joe Nugent, midday air personali-
ty/sports producer, KRNA-FM lowa
City, lowa, named news editor.

Robert (Bob) Pascoe, news/sports
announcer, WMLM(AM) Alma, Mich.,
Joins WKHM-FM Jackson, Mich., as
news director.

e

ABLE

Greg Bran-
nan, program
manager,
KPHS-TV Phoenix,
Joins E! Enter-
tainment Televi-
ston, Los An-
geles, as VP,
acquisitions/
scheduling.
Robert Wise,
partner, Mitchell, Silberger & Knupp.
Los Angeles, joins Discovery Pro-
ductions Worldwide, Bethesda, Md.,
as VP, acquisitions, co-produc-

tions, production management.

Brannan

Thomas Hicks, director/publisher,
Discovery Communications Destinag-
tion Discovery, Bethesda, Md.,
named VP/publisher, Discovery Pub-
lishing, there.

James Held, senior VP/general
merchandise manager, home textiles,
Bloomingdale’s, New York, joins
QVC Network Inc., West Chester,
Pa., as senior VP,

Appointments at Turner Home En-
tertainment, New York: Carole Post-
al, VP, domestic licensing. named
VP, domestic licensing, retail mer-
chandising; Peter Van Raalte,
president, the Van Raalte Company,
Paramus, N.J., joins as VP, do-
mestic sales; Donna Greco Scott,
manager, creative services,

T.H.E., named director; Chris Good-
hart, sales staffer, licensing., mer-
chandising division, T.H.E., named
coordinator, creative services.

Barbara Sparks, national market-
ing manager, HTS/Echosphere, En-
glewood, Colo., joins Jones Satel-
lite Programming Inc. there as GM.

Appointments at Request Televi-
sion, Englewood, Colo.: Laurie Law-
rence, former consultant, promo-

= — e

tion, marketing group, CBS, New
York, joins as director, marketing;
Patty Graner, marketing coordinator,
named manager, marketing;

Mandy Taylor, art director, Ogilvy &
Mather, New York, joins as man-
ager, creative services.

Martha Tapias-Mansfield, local
sales manager, KMEX-TV Los Angeles,
joins Prime Ticket La Cadena De-
portiva there as advertising sales man-
ager.

Appointments at Prime Ticket's
Press Box, Los Angeles: John
Heffner, researcher, named assign-
ment editor; Nissa Diederich, intern,
named production assistant.

Jim Rome, host, XTRA-AM San
Diego, Calif., joins ESPN2, Los An-
geles, as host, Talk2.

" ADVERTISING

==

= = —— =

Peter Mills, former president,

CCO. BBDO North America, New
York, joins Ross Roy Group,
Bloomfield Hills, Mich., as chairman/
CEO.

Lora Reardon, account supervi-
sor, Glennon Advertising, St. Louis,
Jjoins D’ Arcy Masius Benton &
Bowles there in same capacity.
David Peeler, director, sales, ad-
vertising services division, Broadcast
Data Systems, named VP, advertis-
ing services.

Bill McBrayer, copywriter, Bom-
stein Agency, Washington, joins
AbramsonEhrlichManes there as
senior copywriter.

= == T

TECHNOLOGY

Kevin Prince, president, Alpha
image Ltd., Stamford, Conn., joins
Quantel, Darien, Conn., as senior
product specialist, Hal, creative digital
video compositing system.

Michael Molinaro, VP/national
sales manager, Crosspoint Latch,
Union, N.J., joins Lightworks,
New York, as New York/New Eng-
land sales representative.

B _—

~WASHINGTON

Fritz Attaway, senior VP, govern-
ment relations, Motion Picture Associ-
ation of America, named general
counsel.

Michelle Ray, competition assis-

tant, Cable Academy, named assistant
director, competitions, National
Cable Television Association.

Christopher Savage, former se-
nior attorney, Bell Atlantic, joins
Cole, Raywid & Braverman as
partner.

e =—————— =P

“INTERNATIONAL

Susan Minas, director, develop-
ment, Europe, Alliance Communica-
tions, Paris, named director, co-
productions, Alliance
Communications, Toronto.

e ——
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DEATHS
] Raymond
Burr, 76, TV's
crime-solving
lawyer Perry Ma-
son, died Sept.
12 of liver cancer
at his home in
Sonoma County,
Calif. Burr
starred in the se-
Burr ries for its nine
seasons on CBS from 1957 to 1966,
and went on to star as a wheelchair-
confined detective in NBC’s /ronside
from 1967 to 1975, He later re-
prised his lawyer's role in a 1985 Per-
rv Mason made-for-TV movie, and
its high ratings paved the way to 26
subsequent films. He was awarded
an Emmy for best series actor in 1959
and 1961. Burr’s film career started
in 1946 with his debut in **San Quen-
tin"'; later films included “* A Place
in the Sun,”” *“A Cry in the Night,"”’
“*Rear Window'’ and, in 1956, the
first **Godzilla' movie. In mid-Au-
gust, Burr completed location work
in Denver for **The Case of the Killer
Kiss," the last of his Perrv Mason
films. Survivors include his sister,
Geraldine Fuller,

Mary Faux, 69, retired communi-
cations manager, ABC News, Wash-
ington, died Sept. || of cancer at

her home in Oakton, Va. She joined
ABC in 1965 as chief telephone
operator/receptionist, worked for then-
WMAL-TV Washington as reception-

1st in 1964 and served on the board of
the Telecommunications Managers
Association Capitol Area. Faux retired
earlier this year. Survivors include

her husband, William, and two daugh-
ters.

e __ W
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A CBS series is the first fall

show to go down in flames, even
before the season has officially
begun. The Trouble with Larry, star-
ring Bronson Pinchot, was can-
celed last week after only three air-
ings. The show, which debuted on
Aug. 25, had been given a six-epi-
sode order. Also pulled was Tall
Hopes, also after three telecasts of a
six-episode order. Tall Hopes had
been a summer series. Both are
Warner Bros. productions.

General Motors and Hachette Fi-
lipacchi magazines are developing
two one-hour segments, The TV
Car Showroom, for airing on the
Home Shopping Network's

Home Shopping Club. Pontiac, a di-
vision of General Motors, will offer
promotional opportunities on the
shows to increase automobile

sales, and consumers will be able to
purchase automotive merchandise
from General Motors.

The shows will be developed this
fall and will serve as a test for a possi-
ble 24-hour cable network that Ha-
chette Filipacchi could launch as early
as April 1995. The test shows will
air Nov. 30 and Dec. 1.

ESN Media Lab, the Reuters
Television-backed start-up that bills
itself as the nation’s first interac-
tive, on-line digital service, an-
nounced last week that six
broadcast stations in New York and
Philadelphia have signed on to

the service. The stations—wNBC-Tv,
WABC-TV, WCBS-TV and wNYw-Tv, all
New York, and WCAU-TV and WPVI-Tv,
both Philadelphia—will receive five
broadcast services: ESN New Jersey
gubernatorial election coverage,
Reuters Television domestic and in-
ternational newsfeeds, American
Television News's coverage of New
York, Phoenix Sports Highlights

and MediaLink business news. ESN

is hoping to provide digital video
coverage of the 1996 presidential
campaign. The venture is an alli-

ance of ESN mediamerica, Reuters
Television, Silicon Graphics Inc.,
Comecast Communications, Teleport
Communications, Vyvx, New Jer-
sey Bell, Bell of Pennsylvania, East-
ern Telelogic and GTE Spacenet.

The Nationat Academy of Televi-
sion Arts and Sciences has struck a
three-year agreement for prime
time coverage of the daytime Emmy
awards. The show will rotate

among the three netweorks: ABC in
1994 NBC in 1995, and CBSin

1996.

NBC is reportedly close to seal-
ing its acquisition of Pan-European
entertainment service Super
Channel. Currently held 64% by Ita-
ly's Marcucci family and 36% by

the Virgin Group, Super Channel has

New music license for TV

The Television Music License Committee has reached an agreement with
ASCAP on a payment plan that puts an end to disputes over such matters
as station use of per-program licenses. Over the 11-year period covered
by the agreement, the committee says the industry will pay $240 million
less than it would have paid under the previous blanket license agree-
ment. “Broadcasters now will be able to recognize any amounts accrued
in excess of the amounts paid through 1992 as income, and can deter-
mine their ASCAP fees for 1993 and 1994 budgets with certainty,” said
Willard Hoyt, chairman of the commitiee.

A recent judicial decision that could serve as the basis for music
license payments after 1995 was recently issued, but ASCAP has yet to
decide whether that decision will be appealed.

Meanwhile, management of ASCAP was shaken last week following a
board meeting of the nonprofit organization. Managing director Gloria
Messinger and general counsel Bernard Korman resigned. Sources say
the resignations were related to a Booz Allen & Hamifton consulting
report the board had commissioned. In an open letter to membership sent
last Thursday, the ASCAP board promised a number of changes, includ-
ing “"dramatically expanding the radio and TV surveys immediately, with
the goal of a complete census of radio within 10 years and of TV in the
next few years.” John LoPrumento was named to the newly created post
of chief operating officer, and Fred Koenisberg, with the law firm of White
& Case, was put in charge of ASCAP’s legal matters. —GF
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courted several possible investors,
including United Artists Entertainment
and USA Network.

Claiming a reach of 50 million
homes Europe-wide, a Financial
Times report values the NBC deal
at roughly $70 million.

The FCC will release the official

list of Interactive Video and Data
Services licensees this week.

Last week, the commission chose two
licensees in each of the nation’s

top nine markets: New York, Los An-
geles, Chicago, Philadeiphia, Bos-
ton, San Francisco, Washington, Dal-
fas and Houston.

Tele-Communications Inc. is get-
ting into the music video business
through a partnership with Ger-
man media company Bertelsmann
AG. The new cable channel, which
wili combine videos and home shop-
ping, will sell music paraphernalia,
including T-shirts and concert tickets,
over the phone. Plans cali for em-
phasizing the sale of merchandise
other than compact discs and

tapes.

KkKis-FM Walnut Creek, Calif.,

was incorrectly listed as dismissed
under Ownership Actions in “For

the Record” in the Sept. 6 issue. KKis-
FM was granted as of August 10.

White House talk

The White House is inviting radio
talk show hosts and their produc-
ers to Washington for a briefing
Tuesday, Sept. 21, on health
care with President Clinton,
White House counselor David
Gergen and other top adminis-
tration officials. Interested sta-
tions can call Richard Strauss at
(202) 456-7150. Requests can
also be faxed to (202) 456-6409
and should include the partici-
pant's name, birth date and So-
cial Security number. The White
House says the talk show hosts
may be able to broadcast live
from the White House lawn on
Thursday, following the Presi-
dent's major address on health
care to Congress on Wednes-
day. The White House is also
offering TV network affiliates and
newsfeeds a chance to discuss
health care with First Lady Hillary
LFiodham Clinton on Tuesday.

became friends.

Paramount Chris-Craft?

Chris-Craft Industries has yet to be named as a potential bidder for
Paramount, but some Wall Street observers would not be surprised if it
emerged as a suitor. The group owner sits on a billion dollars cash and its
chairman, Herbert Siegel, has had a long history of being near studio
takeovers. Allen & Co., the investment bank reportedly helping QVC
Chairman Barry Diller explore a Paramount bid, also has Chris-Craft as a
client. Investor Mario Gabelli told BROADCASTING & CAaBLE that Siegel, in
fact, bid for Paramount over 20 years ago, in partnership with the Broni-
man family of Montreal. At that time Viacom Chairman Sumner Redstone
helped Paramount defend itself, which is how Davis and Redstone first

Since then Siegel has played crucial roles in the histories of Twentieth
Century Fox and Warner Brothers. Three years ago a published report
had Chris-Craft accumulating a stake in Paramount. Observers are still
wondering if Chris-Craft is going to close on offers made for the Chicago
and Miami stations of Combined Communications.

—GF

WASHINGTON

Grassroots concern

There is a strong likelihood that the
NAB will launch an aggressive grass-
roots campaign on Capitol Hill to
block reimposition of the fairness doc-
trine. Concern is growing within

the industry, especially among radio
broadcasters, about renewed efforts

to revive the doctrine. NAB Radio
Chairman Bob Fox, of KVEN(AM)-
KHAY-FM Ventura, Calif., has put fair-
ness on the agenda for NAB’s radio
executive committee meeting this
week. Fox wants NAB to push hard
against reimposition.

HOLLYWOOD

Replacing Perry

With the death last week of Ray-
mond Burr (Perry Mason), NBC is
considering Brian Dennehy to re-
prise his role from the popular mini-
series Deadly Matrimony to replace
the Perry Mason spoke in the net-
work’s Friday mystery wheel.
““We’re hopeful a deal will be worked
out,”” said Warren Littlefield, pres-
ident, NBC Entertainment.

ABC defectors

The latest affiliate defection total
for ABC's NYPD Blue stands at 30
stations, covering about 10% of the
country, according to Ted Harbert,
president, ABC Entertainment,
who added that the number could fluc-
tuate.

NYPD Blue creator Steven

Bochco didn’t endear himself to net-
work executives last week when he
criticized affiliates in published re-
marks. ‘I wasn’t too pleased with

his comments,’’ said Bob Iger, execu-
tive vice president, Capcities, and
president, ABC Television Network
Group. *‘[The comments] were
counterproductive. This is a tough de-
cision for these guys [affiliates].””

‘Scarlett’ start date

Scarlett, the long-awaited sequel to
*Gone with the Wind,"’ is finally set to
begin production Jan. 6, 1994, Lo-
cation shooting will begin in England,
then move to Charleston, S.C.; Sa-
vannah, Ga., and wind up in Ireland
by June 15, according to RHI En-
tertainment Chairman Robert Halmi
Sr. In all, he estimates 65 locations
have been chosen for the eight-hour,
four-part miniseries, slated to air on
CBS in November 1994,

BRANSON

Americana advances

Branson, Mo.-based Americana
Television Network, which has been
transmitting part time on The Nos-
talgia Network since April, is so en-
couraged by viewer response that it
plans to move up its 24-hour launch to
January 1994. The country music/
lifestyle channel had originally
planned to launch full time in April
1994. Full details on how the channel
will be offered to operators are ex-
pected this week.
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Winning combination

If one is to judge the viability of Paramount Viacom by
the enthusiasm of its proprietor, it will be a wonder to
behold. Sumner Redstone is indeed relentless (his term)
and irrepressible (ours). As the interview in this issue
reveals, he is ready to supply the world with programing
of several varieties—television, movies and multimedia
among them—and thinks he has the horses to do it.
Paramount Viacom is but the latest of the new players
to emerge on the media horizon, and it won't be the last.
On the one hand, each will boast a movie studio cranking
out product for multimedia consumption. On the other,
there will be television distribution, whether broadcast,

cable or telephone.

The game keeps changing but the name’s the same:

programing.

Wrong prescription

The new surgeon general has wasted no time jumping on
the broadcaster-bashing bandwagon. With AIDS, cancer
and infant mortality among numerous pressing problems
on the public-health front, Joycelyn Elders was instead
spending her time in front of the House Telecommunica-
tions Subcommittee, criticizing broadcasters because they
did not put blanket warnings on their network series and
instead chose to put warnings on individual episodes that
they felt warranted them. The surgeon general was out of
~line. While we recognize that the growing epidemic of
violence is a public-health problem worthy of her atten-
tion, her energies—and those of the country—are better
focused on the root socioeconomic causes for which tele-
vision has proved a handy scapegoat. Focusing on televi-
sion as a problem distracts from the effort needed in those

areas.

Most television is not violent, and certainly the most

our own.

have.”’

COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

Here comes PCS

The FCC is about to give birth to what could be an
important new Fifth Estate industry. This Thursday, it wili
issue rules for personal communications services (PCS),
which promise to deliver over-the-air digital voice, data
and video to portable phones and pocket computers. Po-
tential players—including broadcasters, cable operators,
newspapers and the cellular industry—have waged a battle
over the shape of PCS, which could become a multi-
billion-dollar business, just as cellular telephone did in the
1980’s. Cellular companies want access to the spectrum,
.while a coalition of other media would like to see restric-
tions on cellular-owned PCS.

Acting FCC Chairman James Quello promised last
week that the rules wiil contain something for everyone—
including the U.S. Treasury, which will benefit from this
to-be-auctioned medium. At the least, PCS will be an
important part of the new Information Age. Full blown, it
could change the telecommunications world as we know
it. Attention must be paid.

popular and most watched programing is hardly violent,
as anyone with a passing knowledge of the Nielsen ratings
will tell you. Action hours and movies are most often
targeted, but those are the same shows that have been the
most popular exports for years to countries whose relative-
ly low violent-death rates are always being contrasted with

Another point that seems to have been missed in the
violence debate is that TV is among the most ‘‘morally
correct’’ of media. The bad guys hardly ever get away
with their violence.

The surgeon general was closer to the mark when
suggesting that parents need to spend more time with their
children ‘*and teach them the values we think they need to
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Migration
1o Digital

HOW TO AVOID LOSING YOUR WAY

On November 1,1998, in conjunction with National
Teleconsultants, a leading consulting firm for television
broadcasters, Broadcasting & Cable will publish a Special
report entitled, The Migration to Digital.

This report will explore, in non-technical language,
the decisions today's bottom-line-oriented General
Managers must now face to make significant improve-
ments to both present and future operations.

If you are a manufacturer of VTR'S, cameras,
routing switching, equipment, post-production/graphics
equipment, monitors, non-linear editing equipment,
and digital test and measurement products, this is an
ideal opportunity to speak directly to the people now
charged with purchasing technical products like yours.

To take advantage of this unique opportunity to target your product
directly to your best customers and prospects, please call:

Eric Trabb Rick Ayer Br

Winfield Boyer Ayer Communications oa

Lewis Edge & Associates, Inc.  Phone: {714) 366-9089 S Mkl o Bl toties wmt D2

Phone: (609) 683-73900 Fax: (714) 366-9289 @aue

Fax; (609) 497-0412




FREE
STOCK
TP

Don’t call your broker; call Nasdaq for the deal: FREE stock
reports from the world’s second largest stock market. The
dividends are yours to keep.

TELEVISION: We deliver quotes on local stocks to
major market stations. This hits home with thousands of
viewers who care about your market’s top employers.

RADIO: We produce hourly ready-to-air 30 second
reports on the financial markets. 30 and 60 second closing
reports are also available.

The Nasdag Stock Market”

Call Cameron Brown or Jeff Salkin at 1-800-777-NASD.






