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In its season premiere week, THE MAURY S -
- POVICH SHOW went headto-head against m m—
“Donahue” in seven metered markets and T e
won, by an average of 25% in ratings. MAURY POVICH
Chalk it up 1o the growing appeal of Maury,

who's chipping away at the old block of daytime m
talk. And carving out quite a niche for himself. ™
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TOP OF THE WEEK

Even cash-for-retrans-
mission leader Gary

Ch ttled for , . .
noi';'gﬁ'}j:,_ /10 ?  «Multimedia’s new talk-based cable channel will not feature Phil Donahue or Sally

Jessy Raphael, but it may nab Rush Limbaugh and Jerry Springer. Multimedia
denies that the channel is a retransmission tool for its station, which worked out six-month extensions
with their local cable systems. /17

Cable holds the line on retrans After all the sound and fury over retrans-
mission-consent negotiations, most broadcast stations remain on the cable. In the
end, though, cable operators came out on top. Almost all of the major operators held
their ground, refusing to work straight cash-for-signal deals. Broadcasters largely

i worked deals for cable channels, ad trades and free promotional time. / 6
*Although most broadcast stations cut deals, a few held out and were dropped by
cable systems. In Michigan, for example, CBS affiliate WWMT couldn’t work a
deal with TCI’s 175,000-subscriber system in Grand Rapids, and NBC affiliate
WOOD lost 7% of its viewers after hitting a dead end with Cablevision. / 14

*The stations that opted to take a cable channel for retransmission consent suddenly
find themselves with a new expense: programing and running a channel. Many are pre-
dicting that it will take at least five years to tum a profit on the extra channels. /16

Nynex enters Paramount battle The latest heavy hitter 1o enter the heated battle for control of
media giant Paramount is Nynex, which last week offered to invest $1.2 billion in Viacom to belster it in
the fight against QVC. The next move is up to the Paramount board of directors. / 18

Promise of cable attracts new players The huge potential of the 500-channel cable future is
attracting some nontraditional players, including Connecticut-based fiber optic company FiberVision,
which proposes to overbuild systems in Bridgeport, Hartford, New Haven and New Britain. FiberVision
will be challenging some of cable’s biggest names: TCI, Cablevision Systems and Comcast. / 18

PROGRAMING

Turner Movie Classics sets high price
Turner Broadcasting is telling cable operators that its
new Turner Movie Classics will cost between 15 and
25 cents, equaling American Movie Classics, among
the most expensive cable channels. Operators appear
skeptical, saying Turner will need to come down on
the price. / 26

‘Evening Shade’ tries again

Following a disappointing first outing on the syndica-
tion market, Evening Shade is back with a revamped
marketing plan. The new plan calls for a two-year

barter deal: one year as a five-day strip and one year of
weekend play, / 30

Chase skates on thin ice

Fox affiliates appear increasingly concerned about
the poor performance of the late-night Chevy Chase
Show. The network is bringing in new writers and
may name a new producer. / 30

Power Rangers make surprise showing
Fox Broadcasting's quirky live-action sci-fi show
Mighty Morphin Power Rangers is shaping up as a sur-

prise hit, placing fourth among kid-oriented shows
after only a few weeks on the air. Most surprising,
though, is its showing in Los Angeles, where the
Power Rangers are giving even the mighty Oprah
Winfrey a run for her money in the 3 p.m. slot. / 32

ABC turns up NYPD heat

As the controversial cop drama NYPD Blue continues
to dominate its time slot, ABC is applying pressure in
the 50 markets where affiliates refused to air the show.
The network will offer the show to other stations in
those markets, / 33

Getting a piece of the fringe

MTM is hoping to pair its Trivial Pursuit show, set to
move from cable to broadcast syndication next year,
with The New Price Is Right as an hour-block alterna-

tive to the new class of early fringe talk shows in
development for 1994. / 33

‘Wavelength’ comes up short

After 11 weeks of poor ratings, Rysher Entertainment’s
young adult-oriented show Wavelength is up for some
changes. Parents and stations are worried that the
show’s mature themes, including drug abuse, date rape
and homosexuality, may be too strong. / 34
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“Booking guests has gotten a lot tougher.”’—a source close to The Chevy Chase
Show on the flagging fortunes of the Fox late-night show. / 30

Viewers get more
days in court

Some producers are betting
that the end of People’s Court
didn’t spell the end of court-
based TV. Buena Vista is
developing Judge & Jury and
Group W is working on Jones
& Jury, with former NBC
legal correspondent Star Jones |
(right). Analysts are hesitant to
predict whether the court for-
mat will still fly. / 35

Star nes I” lead revival !
of courtroom TV. / 35

INESS
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Telcos want part of cable

Lehman Brothers says cable companies offer attractive
targets for telco investment, but it predicts that the
industries will butt heads over who controls the new
partnerships. Among the predicted partnerships,
Lehman Brothers lists Comcast and Cablevision with
Southwestern Bell and TCI with GTE. / 37

RADIO

EAERSY

Infinity snaps up WPGC

Infinity grabbed yet another prime broadcast property
last week, buying Washington, D.C.’s highly rated
WPGC-AM-FM for $60 million. Analysts say the sta-
tions are a good fit with Infinity’s other holdings,
which include D.C.’s WIFK-FM. / 42

Doing away with tapes
Digital Generation System is seeking to do away with
the old way of distributing ads by express-shipping

On the Cover:

Warner Bros.TV's new
president Leslie Moonves
has about 15 % of the
network schedules under
his control. This week, he
talks about creating new
shows and the importance
of pushing the boundaries
of programing. / 19
Photo by Warren Faubel /
Black Star

tapes from a central studio with a 500-station tele-
phone-based distribution network that can send out
spots within four hours of production. / 465

WASHINGTON

At odds over telcos

Broadcasters and cable operators are at odds over
telco-entry legislation in the Senate. Broadcasters favor
strong bans on buyouts by telcos, while cable wants to
see mergers and buyouts allowed. / 47

ADVERTISING & MARKETING

Reebok sponsors Cable Health

With a multimillion-dollar sponsorship deal with the
Cable Health Club network, Reebok is taking aim at
the $27 billion health industry. Reebok will be the
exclusive athletic shoe sponsor for Cable Health Club,
newly launched on Jones Intercable and Comcast. / 50

Loving the health-care plan

The Clinton health-care-reform plan may be wildly
controversial in much of the nation, but it’s a huge hit
with broadcasters. The plan is generating millions of
dollars in ad revenues as special interest groups line up
to sell their positions to Congress and the public. / 521

TECHNOLOGY

FCC issues computability rules

The FCC has issued its proposed rules for computabili-
ty between cable systems and consumer electronics,
borrowing largely from a joint recommendation fromm
the two industries. But the commission wants to add
some additional rules for cable. / 52

3DO0 leaps into interactive TV

Computer animation company 3DO got a boost last’
week as US West tapped it to design the guts of the
set-top boxes for a video dialtone test in Omaha. The
box is the gateway to interactive services, including
games, video on demand and home shopping. / 54

Chips offer real-time compression
C-Cubed Microsystems says its new real-time, broad-
cast-quality digital compression system is the break-
through that will form the basis for the digital TV
future. The system is already designed into some high-
profile equipment. / 54
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Stations stay for no pay

The retransmission-consent deadline passes with most stations bartering their signals
for new channels, promos, ad time and more

By Joe Flint

casters were cheering retransmis-

sion consent as the great equalizer
that would give them a second revenue
stream.

But as the deadline for retrans deals
passed last Tuesday at midnight, most
TV stations watched hopes of receiv-
ing money for cable carriage of their

I t was only a year ago that broad-

i

than cash. That was the ‘‘major turn-
ing point,”” says Rob Stengel, vice
president, Continental Cablevision,
the third largest operator. ‘‘Once one
of the industry leaders recognized the
reality of the marketplace, it was kind
of inevitable, like falling domines.”
Hoping to strengthen free over-the-
air broadcasting, Congress included in
the 1992 Cable Act provisions giving

systems in their markets. But by the
deadline, most had capitulated, grant-
ing at least short-term retransmission
consent to continue negotiations.
According to a joint survey by the
Television Bureau of Advertising
(TVB) and the National Association of
Broadcasters, 92% of all TV stations
continue to reach at least 99% of their
cable households, and 97% reach
more than 90% of their

the operators’ near uni-
versal refusal to pay.

At deadline last Fri-
day, only a handful of
stations continued to in-
sist on cash, withholding
permission from systems
to carry their signals
(see story, page 14).

Although retrans did
not produce cash, it did
provide many broadcast-
ers with new opportuni-
ties.

Major broadcast
groups, including three .
of the four networks, le-
veraged retrans to gain
carriage and, in some
cases, subscriber fees
for new local and na-
tional cable channels
(see story, page 16).

Other  broadcasters
made deals that will al-

signals fade away before f’ i,

SUTLIFF

cable households.

That's good news to
the buyers of national
spot and network adver-
tising, who were con-
cemed that holdouts
would mean fewer eye-
balls for their advertise-
ments.

““The final effect on
broadcast  advertising
was negligible,”” says
TVB President Ave Bu-
tensky.

Frustrated by their
lack of leverage in re-
transmission negotia-
tions, broadcasters are
now backing efforts to
end the statutory prohi-
bition against telephone
companies’ entering the
cable business in their
telephone service areas

low them to sell ad time

on cable or receive free

promotion. Some will provide local
news updates to CNN and CNN Head-
line News.

When did cash disappear from the
retrans table? For ABC, it was when
the FCC prohibited cable operators
from passing on retrans payments to
subscribers. After that, *‘‘it became
obvious that if we wanted to pursue
cash we would have go to the mat,”
says Michael Mallardi, senior vice
president, Capital Cities/ABC.

For a lot of other broadcasters and
cable operators, it was when ABC opt-
ed to pursue carriage for ESPN2 rather

broadcasters the right to either demand
carriage on local cable systems (must
carry) or negotiate with cable systems
for compensation for carriage of their
signals (retransmission consent).

Stations had to choose one of the
options last June. Most network affili-
ates and major independents opted for
retrans, but many small independent
stations went for must carry and guar-
anteed themselves cable carriage
throughout their markets.

As late as two weeks ago, scores of
TV stations were threatening to with-
hold signals from one or more cable

(see story, page 47).
The broadcasters think
that they may fare better
in future retransmission-consent nego-
tiations if they have two broadband
networks to deal with.

Although most TV stations main-
tained their cable carriage, in many
cases it was due to short-term exten-
sions, granted with the idea of con-
tinuing negotiations.

Top cable operators were still pro-
cessing information from their local
system managers last week and were
unable to differentiate between done
deals and extensions. One industry ob-
server, however, speculated that any-
where from one-half to two-thirds of

Oct 11 1993 Broadcasting & Cable




There's a good reason
why one new access
strip will be at the top
of this list in 1994.

. FIRST-RUN BARTER 30-SECOND SPOT REVENUES.

$80,000

ENTERTAINMENT TONIGHT

$65,000

WHEEL OF FORTUNE

$55,000

JEOPARDY

$50,000

A CURRENT AFFAIR

$32,000

INSIDE EDITION

$28,000
cops

$22,000

HARD COPY

$15,000

HIGHWAY PATROL

$9,000

FAMILY FEUD

SOURCE: Electronic Media, September 6, 1993,




This is the show.
Already sold in over

40% of the country
for two years.

-

_ﬁ___._‘”'

ENTERTAINMENT NEWS TELEVISION

ENT. Entertainment News Television.

Unlike past high profile access projects
that have missed the mark, ENT is not
trying to reinvent the wheel. It's a concept
already proven to succeed on television.
And proven to attract key demos. That's
why it's already sold across over 40% of
the country.

Entertainment News Television is execu-
tive produced by David Nuell, the man
responsible for turning around “Entertain-
ment Tonight,” with over 1880 half-hours
of proven experience.

And, ENT has the resources of Time
Warner, the world's largest media company.

That means 1600 reporters, editors and
researchers in addition to our West Coast
program staff of 140. And, on the East Coast,
coordinating our magazine involvement, we
have Ave Westin, the man who executive
produced “20/20” and "Inside Edition.”
An experienced team, all working
together to give ENT the competitive
edge in enterprise reporting well beyond
the reach of any other program
in syndication.
ENT is a concept that's al-
ready proven in access. With
the backing, resources and

pavid Nuell  commitment of Time Warner.




And this is the reason.

NET profits and a better bottom line.
That's the reason so many stations are
locking up ENT for access.

Everyone knows that it's tough enough
trying to get the high CPM'’s that access
deserves without complicating matters by
running a strip many advertisers won't buy.
Strips with subject matter that negatively
impact the news programs that proceed
them and the station's image.

Beginning Fall ‘94, stations have the op-
portunity to take the “high road” to higher
CPM'’s and stronger profits with an access
program that’s highly competitive, advertiser
friendly and a natural follow-up to the news.

ENT. Entertainment News Television. An
access strip four years and $75 million in
the making. This is programming at its best
for your most lucrative daypart, access. An
audience engaging, advertiser friendly, re-
sponsible alternative to tabloids that will put
you at the top of the charts and will allow
you to get top dollar for your access avails.

ENT. Entertainment News Television.
It’s not just an idea. It's our business.

WARNER BROS,

DOMESTIC TELEVISION
TELEPICTURES DISTRIBUTION
A Time

Warner Company
o 0 O (R ANG R R T BT 1R W e 81 iy Pt




the broadcasters had granted exten-
sions.

ABC, NBC, Fox and CBS all main-
tained almost 100% of cable carriage
for their owned stations and—in Fox’s
case—their affiliates as well, either
through deals or extensions. ABC,
NBC and Fox pitched retrans for car-
riage of new channels. Having failed
to come up with a channel acceptable
to operators, CBS granted one-year
carriage deals to all operators.

ABC tied negotiations for their sta-
tions to carriage of ESPN2; NBC got
renewals for CNBC and rollout com-
mitments for America’s Talking in re-
turn for carriage of their stations. Fox,
working with its affiliates, went after
rollout commitments for its cable net-
work FX, in return for carriage of Fox
stations and its affiliates.

It was a push for all three to get any
deals or extensions in place by Oct. 6.
NBC executives say they made deals

No cash for LIN and Chapman

nents

He talked the talk, but in the end he didn’'t walk
the walk.

LIN Television President Gary Chapman
{le)—who was one of the most vocal propo-

cash-for-retransmission-consent

deals—ended up going cable’s way. Instead of
cash, LIN will create a local weather channel in
the seven markets in which it owns TV stations.
LIN will receive a subscriber fee for its channel,
but Tele-Communications Inc.—the largest ca-
ble operator, which carries LIN stations—said it
is a small fee.

“When ABC made their retransmission-consent agreement, which
traded owned stations for ESPN2, that was the first indication that the
trend was set.” LIN's situation was not helped by the fact that in many of
their markets there is a signficantly viewed station on systems offering

much of the same programing.

Chapman says that after that “we will never know what could have
been. It changed the direction of negotiations.” Chapman says deals
have been concluded that reach more than 93% of LIN TV homes. —JF

Fox affiliate WPMT-TV York, Pa., gave out T-shirts to local cable system opera-
tors following the signing of each retransmission-consent deal. Station manager
John Riggle showed off a sample at last week’s Atlantic Clty Cable Show. Said
Riggle: “Retransmission consent has thrown us together. If there’s an upside,
we now know them all personally and quite weil.”

_— TOP OF THE WEEK =s==m=—————un=s=rs e ———r—up

or have agreements in principle with
all major cable operators with the ex-
ception of Cablevision Systems Inc.,
which was granted an extension. ABC
last week signed its major holdout,
Tele-Communications Inc., giving
that network deals with the top 20
cable operators.

As of last Thursday, 23 cable opera-
tors serving 33 million homes had
signed for FX, which carries a hefty
subscriber fee. Other operators, in-
cluding Time Warmner, Continental and
Comecast, had accepted six-month ex-

| tensions to continue negotiations.

On the cable side, TCI reached
agreements with all but seven stations
in five markets and says it signed more
than 400 non-cash deals. TCI's big-
gest challenge remains in Corpus
Christi, Tex., where all three network
affiliates have gone off cable.

A Time Wamer spokesperson said
that the operator’s only holdouts were
WCSH-TV Portland, Me.; KBAK-TV Ba-
kersfield, Calif., and WEAU-Tv Eau
Claire, Wis. Time Warner concluded
negotiations with two-thirds of the
broadcasters it carries, with the rest
taking extensions.

Philadelphia-based MSO Comcast
reached no-cash deals with all 175 dif-
ferent owners that the company had to
negotiate with, and less than 10 of
those involved extensions, according
to a spokeswoman.

Cablevision Industries started re-
transmission-consent negotiations
with 165 television stations and man-
aged by the deadline to reach long-
term agreements or short-term exten-
sions with all but one of the stations,
ABC affiliate WCJB-TV Gainesville,
Fla. “*“We got close but not close
enough,”” said CVI Vice President
Mike Eagen.

Jones Intercable reached agree-
ments or extensions with all but one of
257 stations, WWMT-Tv Kalamazoo,
Mi., according to a spokesman. None
of the deals involved cash, and about
25% of the agreements are 6-12-
month extensions.

“‘For the agreements we were able
to reach there is a win-win situation,”
said the Jones spokesman.

Cablevision Systems Corp., which
had to negotiate retransmission-con-
sent deals with 200 stations, wound up
dropping seven of those stations when
the deadline arrived. They include
NBC and CBS affiliates in Rockford,
Ill.; Kalamazoo, Mich.; Lewiston,
Me., and Arrowhead, N.C. L]

10

Oct 11 1993 Broadcasting & Cable




HARLAN .J. ROSENZWEIG

WE ARE FOREVER

GRATEFUL FOR HIS

CONTRIBUTIONS AS
A FOUNDING
BOARD MEMBER

OF DISCOVERY.

HiIs ENERGY AND
CREATIVITY WILL

BE MISSED.

His SPIRIT WILL

ALWAYS BE WITH USsS.

DISCOVERY COMMUNICATIONS, INC.




veglsiered yrndemurk ol Viacon bnernagional Tnc.

WIALTIM & 4
11997 Viavos: Ticenatime

al Joe, A Biglias Resiroad,

- _+33% in mtmg smce Mu-.r 1.992” 8

LOSANGELES KGOP zwmf'_

ik +5tl% m share vs. !ead—tn

- CHICAGO' WPWR 9pm |
. -»Ez-";,’a inraling sinee Nov, 1982. |

 PHILADELPHIA KYW

© BGANSTOPRAM:
 +95% in share vs. Maury lead-in

- and # Tall; Si:uw nm me stﬂlmn o

n_mmf WO 4em S

RGAINST OPRAH:

+m% in ating vs. Sally's Nov. 1|EIE¢ i

~ HOUSTON KPRC 3pm

+83% in share vs. lead-in.

- won o |
- «17% in share since July 1993.

Source: NS1 Merered Marker Overnights 1 Aehissant Dearnie. Clove

.|.?ﬁ% -m . aﬁﬁg M ﬁﬂ’n". 1592. : -!

 BALTIVIORE WINAR 3mn
| 38% m ramm since. Elcmaer 1992

& Bﬂl.ﬂNﬂﬂ WKBF 11nm|

~ NEWSTATION:
+I5il% in rating vs. Joan's Nov. 1992 0
: dshuam[ummnemd




&=
f—
-
=
=
—

VIACOM

O
wne world gntartainment



TOP OF THE WEEK

Hanging tough

A dwindling number of stations were still holding out last Friday for lucrative retrans
deals and paying the price in loss of cable carriage; here are three of the hot spots

Corpus Christi, Tex.

he retrans standoff continued last

week between Tele-Communica-

tions Inc. and three network af-
filiates in the 123rd-largest market.

At deadline Friday, Corpus Christi
was the only market in the country
where all three network affiliates were
off cable.

Two weeks ago, the three all de-
manded cash. But last week, KRIS-TV
and KIIKTV) said they would grant re-
trans consent if TCl would reduce
their subscriber bill by 60 cents a
month for each station.

‘‘All along, [subscribers] have been
paying for our programs, but cable
kept all the money,” said Mike
McKinnon, owner and president of
Kl

KRIS-TV General Manager T. Frank
Smith said TCI declined the rate-re-
duction deal in an ad, saying new rate
regulations prohibited it.

‘‘Are they trying to tell me the fed-
eral government won’t allow them to
lower their rates?’’ asked Smith.

The market’s other holdout, KzZTV,
has not asked TCI to lower its rates
and is still pushing for cash.

TCI did not return phone calls.

Portland, Me.

ate last week, NBC affiliate
l wCSH-TV was still looking to cut

deals and return to five of the 25
cable systems that serve the 75th-larg-
est market. ‘“We want recognition of
our value,”” said General Manager
Lou Colby.

CBS affiliate WGME-TV had only
one deal left last week with a 23,000-
sub system owned by Cablevision
Systems Corp.

WCSH-TV's search for ‘‘recognition’”
is costing it about 100,000 cable view-
ers on systems owned by Time
Warner, Cablevision Systems and oth-
er large operators. With some of the
smaller systems, the station has signed
deals that include cash payments and
commitments by systems to advertise
on the station. Some agreements call
for the station to sell local ad time.

WGME-TV signed a deal last Wednes-
day with the local Time Warner sys-
tem, which has 56,000 subscribers.
That deal gives WGME-TV time on a
second channel, which it will use to
time shift its news, weather and sports
programing, according to Bill Stough,
vice president and general manager,
WGME-TV.

Bakersfield, Calif.

n the country’s 132nd-ranked mar-

ket, ABC affiliate KBAK-TV grant-

ed retransmission consent to the
local Cox Cable system last August,
but is still at loggerheads with the
Time Warner system.

KBAK-TV GM Phil Nye will not talk
specifics, but said he is pressing the
Time Warner system for about the
same deal he got from Cox.

*“We haven’t asked Warner for any-
thing per sub,”” Nye said. ‘‘What we
have asked for is a mutually beneficial
deal, the type of deal that has been
signed all over the country.”’

The station has been off the system
since the retrans deadline last Tues-
day. ‘““We haven’t been affected at all
so far,”” Nye said. ‘“We have an ex-
cellent transmitter and couldn’t be
placed better.”’

At press time Friday, Wamer Gen-
eral Manager Bill Grinstead said he
expected to strike a deal within a day.
*‘l haven’t heard back from them on
my latest proposal,”” he said, adding
that Nye is demanding more from
Warner than from other systems. ‘‘It’s
different,”” he said. **Otherwise, we'd
have a deal.”’

Arbitron follows Nielsen, delays overnights

advertisers and advertising agencies last week and

Arbitron Co. bowed to pressure from broadcasters, l

agreed to delay its overnight reports to double check
their accuracy. The action comes as cable systems
realign their channels in the wake of the retransmis-
sion-consent deadline.

Early Friday afternoon, Arbitron released overnights
for seven major markets: Chicago, Cleveland, Kansas
City, Phoenix, Miami, Washington and Denver. There
were no holdouts in these, markets and the ratings
service believes it has up-to-date information on all
lineup changes, a spokesman said. The delays are
expected to be up to five days in some markets.

During the delays, Arbitron will conduct a telephone
survey to confirm information in its database about
lineup changes on cable systems. A second survey
will be conducted to make sure no additional television
sets were installed in metered homes.

In recent weeks, Arbitron had insisted lineup
changes could be handled without delays in overnight
reports. Despite reassurances from Arbitron, both the
Television Bureau of Advertising and the Electronic
Media Research Committee asked the ratings compa-
ny to delay its reports to insure accuracy.

“Our customers have come back to us with the
concern that a particular viewer may take some unpre-
dictable action,” said Steve Morris, Arbitron president.
That unpredictable action includes the installation of
an unmetered television set, Morris said.

Nielsen Media Research announced two weeks ago
that it would delay overnights up to five days to insure
accuracy. Nielsen said last week that there have been
a significant number of lineup changes, even though
more than 95% of all stations have signed retransmis-
sion deals. Overnights for Oct. 6 will be available today
{Oct. 11.). —CSs

14
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In September, our new serials swept the ratings.

NBC'S

ew Shows

This fall, our favorite cereals sweep the country.

After getting off to a great start with our new series premieres,
awareness of our returning shows gets a huge boost from our incredible Kellogg promotion.
With 125 million NBC boxes on grocery shelves nationwide, it’s easier than ever for viewers with great taste to dig into shows like
Seinfeld, Blossom, Saved by the Bell, Wings, The Fresh Prince of Bel-Air and The Tonight Show with Jay Leno.

Source: NTI AA% wew fall originel programining, excluding previews 9/6/93-9/26/93. Subject to qualifications.



TOP OF THE WEEK

Retrans plans: programing
the new channels

Broadcasters’ new cable connection may be initial drain,
not gain; some look to profits early on

By Steve McClellan
or many broadcasters, retrans-
mission agreements have result-
ed in a second expense stream,
where potential profits remain an un-
certainty.

These are broadcasters who have
struck deals with cable operators to
create locai channels for cable. Some
station executives, such as Cox Broad-
casting’s Nick Trigony, are projecting
profits right out of the box. Whether
that happens, Trigony says candidly,
‘‘remains to be seen.”’

Cox-owned WPXI-Tv Pittsburgh is
creating a cable news channel for the
market. Cox-owned WHIO-TV Dayton,
Ohio, is also creating a new local ca-
ble channel, but the program format is
not yet complete.

Other executives, including Provi-
dence Journal President Jack Clifford,
say, however, that the local cable
channels they create may take five
years to return a profit. Providence
Journal’s Seattle-based King Broad-
casting division is creating a regional
news channel in the Pacific Northwest
that will link four of its stations in
three states.

Trigony declines to cite specifics
about the deals for the two Cox-pro-
duced local cable channels. ‘*We feel

good about these deals, but it is expen-
sive to produce a service that people
are going to waltch,” he says. Cox
tried aggressively to create similar
ventures in Atlanta, Orlando and
Charlotte, but couid not reach agree-
ments with cable operators there for
second channels.

The majority of the new retrans ca-
ble channels stem from broadcaster
expertise in local news and informa-
tion programing. Others are a varia-
tion on the theme. For example, LIN
Broadcasting is taking a narrower ap-
proach, with local weather channels.
Times Mirror is creating channels that
would be anchored by local news ser-
vices, but that also would contain in-
terview and public affairs programs
and possibly time-shifted network and
syndicated entertainment shows.

Executives at TCl, the nation’s
largest cable operator, say that they
will do at least 30, and possibly as
many as 50, retrans deals involving
broadcaster-created channels. Negoti-
ations in many cases are still under
way, says TCI's programing vice
president, Jedd Palmer.

Palmer says that most of the TCI-
related second-channel deals involve
news and information programing,
with some ‘‘entertainment compo-

New local cable channels
Markat (ADI) Station (Group)
Austin, TX (66) KXAM (LIN)

KTBC (TM)

Brmnghm, AL (49) WVTM (TM)
Boise, ID (133) KTVB (King)
Charlotte, NC (30) WBTV (J-P)
Dallas (8) KDTW (TM)
Dayton, OH (53) WHIO
Decatur, IL (74} WAND (LIN)
Ft Wayne, IN (101) WANE (LIN)
Fort Worth, TX (8) KXAS (LIN)
Gnd Rpds, M1 (37) WOOD (LIN)
Indianapolis (27) WISH (LIN)
Knoxville, TN (62) WBOR
Lt Rock, AR (58) KATV
New Orleans (40) WWL
Pittsburgh (17) WPXI
Portland, OR (26) KGW (King)
Prtsmth, VA (39) WABY {LIN)
Richmond, VA {60) WWRBT (J-P)
San Francisco (5) KRON
San Diego (25) KFMB
Seattle (14) KIRO

KING (King)

Spokane (83) KREM (King)
St. Louis (18) WVTM (TM)
TM—Times Mirror; J-P—Jefferson-Pilot
Except for those of LIN Television, all the
channels are to feature news. The LIN
channels will feature local weather.

nents’’ in a few cases.

Most of the pitches concerning new
channels were worth considering, says
Palmer. However, one format he re-
jected was for local infomercial chan-
nels. “*“We just didn’t feel there was
much value there as a viewing op-
tion,’” he says. But that was the only
format rejected out of hand by TCIL
‘‘We are dealing with people who

New national cable channels

Providence Joumnal

Group(s) Channel Format Cable homes  Fee, per sub
committed per month

ABC/Hearst ESPN2 Youth sports 10 million 15-25 cents

NBC/Group W America’s Talk. Talk NA 10-15 cents

Multimedia Talk Channel Talk * NA

Fox FX Ent. 35 million 25 cents

Tribune/ Food Ch. Food 18 million Free

*Multimedia predicts 6 million-9 million subs at fall '94 launch. NA-Not Available
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make a living delivering programing
that people want to watch, and most of
the proposals we received had some
merit.”’

And while the Oct. 6 deadline has
passed, cable operators and broadcast-
ers continue to discuss opportunities
for new local channels. Mike Egan,
vice president of programing for Cab-
levision Industries, Liberty, N.Y.,
says that the MSO has been ap-
proached by roughly a dozen broad-
casters with proposed new local chan-
nels. Egan says that there wasn’t
enough time to meet with all of them
by last week’s deadline, and that they
will also have an opportunity to make
their pitch in the weeks ahead.

LIN Broadcasting was one of the
longest holdouts for cash and was be-
ing described last week, when it re-
treated from that position, as the CBS
of local broadcasters.

But there are major differences in
the retrans endgames for those two

e =0 = ——e—=—u TOP OF THE WEEK ===+~

companies. CBS, with much vitriol
from its chief executive Laurence
Tisch, basically punted on the issue
for a year, after several proposals to
do new cable services were rejected by
cable operators.

For LIN, however, the resolution
seems more satisfactory for both
sides—the creation of LIN-produced
local weather cable channels in all
seven of its markets. LIN President
Gary Chapman says he backed off the
cash issue when it became clear both
sides were ‘‘wasting time’’ and that
getting nowhere in discussions.

Why a weather service? Chapman
says there are several reasons, includ-
ing research the company did that
shows weather is the ‘‘number one
sought-after information in a news-
cast.”’” He also says government offi-
cials wrote to both him and TCI urging
them to come to some agreement be-
cause viewers relied heavily on LIN’s
news departments to keep them in-

formed during civil emergencies such
as major storms.

Chapman says that all seven of the
weather channels will be 24 hour and
in the event of local emergencies live.
“*We think it’s a win-win situation for
all involved,’” he says. ‘*Cable gets an
attractive new service that viewers
have expressed a demand for and we
have a new business.”” Chapman says
all of the major operators have signed
in the LIN markets, including TCI,
Comcast and Jones, accounting for
more than 90% of the cable subscrib-
ers in LIN markets,

Meanwhile, several other stations
have joined the growing list of those
doing news channels for cable in their
markets. Post-Newsweek’s WPLG(TV)
has plans to start a channel in the
Miami market, and Post-Newsweek is
said to have options in other markets
as well. In San Diego, KFMB-TV is also
doing a news-formatted cable channel,
as 1s KATV Little Rock, Ark. [ |

Talk all day, Talk all night on cable

New cable service for 1994 from Multimedia will not use Donahue or Raphael
but may include Springer and Limbaugh; channel may figure in retransmission deals

By Steve McClellan
ne sight you won’t see on Mul-
timedia’s proposed cable ser-
vice, The Talk Channel, is Phil
Donahue in a dress.

And you won’t see Sally Jessy Ra-
phael in a dress, or any other attire.
Multimedia has ruled out any involve-
ment by its two syndication stalwarts
in the new cable service.

Jerry Springer and Rush Limbaugh
are another matter. Multimedia execu-
tives are less vociferous in counting
out roles for those two relative new-
comers to the company’s stable of talk
hosts. However, both Springer and
Limbaugh have exclusive-to-syndica-
tion contract arrangements well past
the launch.

Springer in fact, is a major presence
in Multimedia’s sales presentation
tape to cable MSQO’s, where he is seen
unabashedly talking up the service as
the best thing since the invention of
the cathode ray tube.

Multimedia executives say that no
decisions have been made on talent for

played a key role in the presentation
tape. He has not signed a deal to par-
ticipate in the new service, but Multi-
media executives don’t rule it out.
Playing a key role in developing the
channel’s content is Burt Dubrow, ex-
ecutive producer of the Sally Jessy
show. Multimedia Entertainment Pres-
ident Bob Tumer says Dubrow would
be ‘‘expanding his responsibilities as
we go down the line.”” Launch is set

for 1994, and the company hopes to
have between 6 million and ¢ million
subcribers at that time.

Limbaugh’s presence would make
sense, because the channel's concept

The new channel is much more geared
to issues, policy and the ramifications
of the day’s big news stories than to
offbeat characters and relationships
(although, no doubt, there will be
some of that).

The channel will be programed by
daypart, skewing more serious and
newsy during the moming and night
and a little softer at midday. Talk
Channel director (and main architect)
Paul Fitzpatrick describes the format
as a ‘‘seamless flow’” that won’t have
conventional half-hour or hour pro-
grams per se.

The service may become a factor in
retransmission talks, says Multimedia
President Bil! Grimes. The Multime-
dia stations have granted six-month
extensions to cable systems carrying
its owned stations. But Grimes stress-
¢s that the channel was not designed as
a retrans bargaining tool.

Will the company entertain equity-
partnership offers? Yes, but they have
to make ‘‘strategic sense’’ (read: drive
subscribership up). “*We don’t need

the talk channel. Marc Summers, of | generally borrows more from talk ra- | financing for the channel,”” says
Double Dare game show fame, also | dio than from daytime TV talk shows. | Grimes, L]
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Suspense mounts at Paramount

By Geoffrey Foisie
T he validity of QVC Network's

bid for Paramount is once again

before the Paramount board,
which meets today (Oct. 11). Both
QVC and competing bidder Viacom
had busy fundraising efforts last week,
with Viacom lining up Nynex on its
side, while QVC Networks obtained
formal bank commitments. What the
Paramount board decides may deter-
mine how quickly either of the two
bidders puts its financial resources to
work.

The board has at least three options,
says Eric Rosenfeld, managing direc-
tor of arbitrage for Oppenheimer &
Co.: “‘They could set a date by which
both companies have to come back
with new bids, maybe two weeks out.
They could enter into talks with QVC
and get more details from them about
what they want in a merger. Or the
board might say they would continue
to explore regulatory and other issues;
I think that is less likely.”

The Nynex investment in Viacom is
a carbon copy of the Blockbuster deal
announced a week earlier, although at
$1.2 billion it is twice as large. Like
the earlier deal, the commitment could
be reduced by half if a Viacom-Para-
mount merger is not consummated by
Aug. 31, 1994. Nynex Chairman Bill
Ferguson will join the Viacom board.

Both Viacom Chairman Sumner
Redstone and Ferguson insisted that

this was more than a financial deal.
Said the latter: *‘This is the beginning
of strategic relationships, including
providing switched and addressable
information in partnership with Via-
com.... Qur intention is to have broad-
band multimedia interactive networks
in the Northeast.”’

While increasing Viacom’s capital,
Redstone last week did nothing to alter
Viacom’s bid for Paramount, even af-
ter QVC presented the Paramount

board with “‘commitment letters”
covering $4 billion of financing for the
$30-per-share cash portion of its offer.
One Wall Street takeover investment
specialist speculates that the Para-
mount board may challenge some of
the QVC financing details: *‘It is my
understanding that so far QVC has
paid very little in [bank] commitment
fees.””

Paramount stock ciosed Friday at
$77, down ¥ for the week. ]

Connecticut overbuild

Cable veterans take on TCI, Comcast, Cablevision Systems

By Geoffrey Foisie
he 500-channel world is attract-
ing cable system overbuilders in
addition to telephone and DBS

companies. FiberVision, a Connecti-

cut-based group already under consid-
eration for a franchise to overbuild

Hartford, Conn., last week filed appli-

cations for three more Connecticut

franchises: Bridgeport, New Haven
and New Britain.

The franchises being applied for
constitute four of the five largest in
Connecticut, and all are already
served by major MSO’s: Hartford and
New Britain by Tele-Communications

Liberty, TCI get back together

John Malone will have one business card again. Top multisystem opera-
tor Tele-Communications Inc., of which Malone is president, and Liberty
Media, of which he is chairman, are preparing to join together again.
Liberty’s collection of mostly programing assets had been split off from
TCI four years ago, as the MSO sought to avert a “showdown” cver the
question of vertical and horizontal regulation.

But the FCC's final ruling on both issues several weeks ago turned out
to be less restrictive than was feared. At the same time, Liberty said last
week, its holdings were attributed to TCl anyway: *...one factor consid-
ered by the board in approving the combination is the difficulty for the
companies themselves, and the government, to monitor continued regu-
latory compliance, when the two companies are operating separately.”

The agreement in principle announced last Friday would have both TCI
and Liberty shareholders exchanging stock in a tax-free transaction for
shares in a new company. TCI shareholders would exchange on a cne-
for-one basis; Liberty stock would be worth 0.975 shares in the new J

T

company. Both TCl and Liberty saw stock gains following the news. —RB

Inc., Bridgeport by Cablevision Sys-
tems, and New Haven by Comcast.

It is still not known who will supply
FiberVision’s financial backing. The
company’s franchise applications indi-
cate it would spend $94 million to
build cable systems passing 450,000
homes. The systems would use fiber
to nodes serving 500 homes, with co-
axial cable running the remaining dis-
tance to the home. The systems would
have 78 channels and the capability to
add telephone functions in the future,
says Karen Jarmon, vice president,
marketing and public affatrs.

Brothers Donald Ryan, president,
and Stephen W. Ryan, vice president/
director of corporate development,
own roughly two-thirds of the compa-
ny. According to the Hartford Cou-
rant, they formerly ran Quincy,
Mass.-based Tel-Com Construction
Co., which installed cable systems
throughout the U.S.

Other partners include Jarmon and
Alan Wiersema, VP, operations. Both
are former executives of United Ca-
ble, which owned the Hartford system
later bought by TCIL.

The application for the Hartford
franchise, which covers 138,000
homes (of which TCI currently serves
81,000) was filed in July. Hearings
began in late September and a Con-
necticut official last week said a final
decision planned for early January
may be made earlier. L]

TOP OF THE WEEK —
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Leslie Moonves, president of the newly
consolidated Warner Bros. Television, was
already overseeing the largest supplier of
network programing as president of Lorimar
Television. Now with the combined forces of
Lorimar and Warner Bros. Television under
his aegis, he commands a production outlet
unlike any other in Hollywood. With nearly
15% of the four networks' schedules occupied
by Warner Bros. programing, Moonves talks
about his new responsibilities, the increased
difficulty of placing—and keeping—new
shows on the air and the importance of
pushing programing boundaries.

How is the new season going so far?

The only legitimate new hits at this point are all time slot
hits. It has nothing to do with the quality of the show. The
five new shows that are working right now are Dave’s
World, which is in that hammock slot between Full House
and Roseanne. ..

Grace Under Fire?

Grace? Well, no, I wouldn’t put it in that category yet.
Frasier, Boy Meets World between Family Matters and
Step by Step, and Living Single between Martin and
Married...with Children. | guess Harts of the West has
opened nicely. It’s a little too early to say, but those are all
time period hits. You get a show like /r Had to Be You, for
instance, which didn’t perform particularly well this past
Friday [Oct. 1]. I'm truly convinced, and 1 went to CBS
and I said, *‘I'll bet you any amount of money you want:
you switch Dave’s World and It Had 1o Be You and the
numbers will be same.’’ So, one show you’re very excited
about and one show you’re disappointed about, but I don’t
think it has that much to do with the show. Now, that’s not
a knock on Dave’s World, which is a very good show. But
so is It Had 10 Be You. It’s a real struggle to get a new show
ordered, and then you almost want to say: ‘‘All right, what
time pertod is it in, because it can’t work there and we
shouldn’t do the show there.”’

What is different now that makes it a struggle?

Clearly, the universe of hundreds of channels hurts you
initially. Clearly, the universe of the clicker, the impatience
of the seven-minute click, hurts you. And clearly, the
networks have a quick trigger

sometimes. You know, there is a V2P
\!endency, not only with the networks

Broadcasting & Cable Oct 11 1993

WARNER TV'S LESLIE MOONVES AND...

Television in the fast lane

but with the press and studio, for instant results. There are
shows declared victories after one episode. You know,
headlines in trade papers: ‘‘Such and such gamble pays
off.”” Four episodes later, it doesn’t look like the gamble
has neccssarlly paid off. But victory was declared. There
are stories now written in the trade
papers on overnight ratings.

But viewers don’t read trade papers.

|
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I know. But even worse, the fact is they can’t even wait
until noon to see a national rating before writing about the
success or failure of a particular number, and 1 understand
the need on the part of the press to get the story out and
scoop the other guy. You also have the studio people, in-
house arms, coming out with this information.

It’s a perception problem, isn’t it? The need for instant
knowledge and decisionmaking.

That’s exactly right. 1t’s a long haul. We’re still talking
about the 80- or 100-episode hit, which is really what it’s
all about.

Why is it so much more difficult now to launch a show? Do
you think that viewers overall have gotten bored with the
type of programing the networks put on?

I don’t know if “‘bored’’ is the appropriate word. Clearly,
there are a lot more options out there, and the whole
audience has become much more fragmented. Look, the
network game is still the best game in town because even on
a bad night we’re still doing 60% of the audience out there.
You know, 1 would hope that the trend is shifting back to

“I think the short
order is like a bad
prenuptial agreement.
You're waving a flag
that says, ‘I don’t
believe in this show.” ”

network, which I think it is, slightly. I think clearly you
have to give them something a little bit more special than
you did before. I think the only remarkably unusual show
on the air is NYPD Blue.

Remarkable how?

In terms of pushing the envelope. In terms of dealing with
more interesting subject matter. You know, that could be
considered a hit in terms of the early numbers. Once again,
a good time slot but a wonderful show. I think it's a show
that this entire community should be rooting for, for a
number of reasons. One, the enemy to us is the news and
reality shows. There are too many of them. Every one that
goes on kills the drama, as far as we're concerned. ABC,
by their own admission if NYPD doesn’t work, may have to
turn over that time period to news. That would be disastrous
for every one of those shows. In addition, from a
sociological point of view, [ think the uproar and the
defection of stations is not a good thing. 1 think the whole
question to this community is why can’t these stations let
their public decide on what’s out there.

Do you think the production community shouid be
“pushing the boundaries” more?

I think clearly we could be more experimental, somewhat
more out there, trying these things. I think ABC is to be

P PR OG: R A M 1IN G 15

commended for having the courage to put on that show and
stand behind it. Yes, they asked for certain adjustments, but
it took guts to air that when the pressure is being put on by
40 stations, or however many defections there were. Sa,
should we be exploring more of those kinds of shows? Yes.
Are they programable? I hope so.

Are you pleased with the level of “‘quality” programing, as
opposed to the meat-and-potatoes stuff?

No, I wish there were more of it. I think last year we all
suffered. 1 think quality got hit last year harder than in a
long time, with the loss of Brooklyn Bridge and I'll Fly
Away. There should be four or five more quality dramas
right now. I think NYPD, as I said, clearly fits that. 1 think
Lois and Clark fits that, even though it’s an action hero. We
need to do much more of that.

In comedy, there are some interesting new comedies out
there that could be considered quality comedies that are
working. 1 like Frasier, Larroquette. 1 like our show, I
Had to Be You.

How difficult is it to get a show launched on CBS,
especially with their philosophy of the short orders?

I think the short order is like a bad prenuptial agreement.
You’re waving a flag that says, “‘I don’t believe in this
show.”” With a failure rate of 75%-80% of new shows, 1
understand CBS hedging their bet. When you do a six-
episode order, you throw it on at 8 o'clock, you get a
couple of bad numbers, ‘‘Gee, what a surprise.”” And 1
think the public now is aware of everything that goes on in
our business. A short order, they know it in Des Moines.
They know what a short order is. They know that CBS has
only ordered six of those and I think they’re saying, ‘‘Well,
if they’re not investing in that show why should 7’ They
don’t see a lot of promotion for the show, they see it sort of
thrown on the air. 1 think you can tell which shows are
being nurtured and which aren’t.

Let’s talk about the violence issue for a moment. How

much has that affected your development? Are you more
sensitive now to any kind of violence?

No question about it. We have, in fact, eliminated certain
projects that were in development already. The new
projects that are brought in that maybe three or four years
ago or two years ago we would have considered doing, we
eliminate immediately. Even the way we do some of our
episodic television shows. We look for different solutions.
There was an episode of Lois & Clark. They had a meeting
over at the network and we were dealing with gangs, and
instead of them killing each other we had them zap each
other where they froze for a minute. So, | think we are all
much more sensitive to the idea of self-policing, and we’re
doing it.

Do you think both the networks and suppliers fell asleep

at the switch a little bit with regard to that issue?

I don’t know if they fell asleep at the switch. 1 think the
problem was much more with movies of the week than
anything else. You look at series television today, it’s far
less violent than it was even six, seven years ago. So the
amount of violence has decreased in episodic television.
You take the top 30 shows, I think there’s one that could
fall into that category of potential violence, which is Cops.
The other 29 do not fit into that category. 1 think people
have been aware of it, and undoubtedly the renewed activity
by Congress has heightened that awareness even more,
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PROGRAMING —

You'd have to be an idiot not to realize what is going on in
the country and not be affected by it.

Did the networks make a mistake by going to Washington

and subordinating themselves, as it were, to Congress?

No. I don’t think anyone was subordinating themselves. |
know the networks went. 1 went. I think it’s important that
Congress is aware that we're addressing the issue, that they
realize that they’re dealing with responsible people. 1 think
there are a Iot of people in Washington who may think of
our community as, you know, a bunch of Hollywood
hotshots who have no social conscience about what is going
on the air., And some of the questions did reflect that
opinion of us. I think it was important that we went there
and discussed the issue with them.and confronted it, but 1
don’t think we were subordinate and 1 think they respected,
to a certain extent, our point of view.

Let’s talk about the melding of Warner and Lorimar. How

has that gone?

I think it’s gone remarkably smoothly, beyond my, wildest
dreams. 1 think that’s a little strong. Let’s say ‘‘behind my
wildest dreams,’” but it has gone very smoothly. We had to

R

“Our major business 1s
still network television....
It’s still the best game n
town, and it will continue
to be the best game in town
from our point of view.”

familiarize ourselves with a couple of their shows that we
inherited, and I’'m very proud to tell people jokingly that 1
created Murphy Brown, which is the Hollywood way, but
I'm proud to inherit a show like that because I think it’s the
best comedy on television. Certainly among them.

What programs do you have in the wings?

We have How'd They Do That?, a reality show for CBS,
and we already have five or six pilot orders for next season
or midseason.

Anything you can talk about?

Well, The Tom Arnold Show for CBS is our show. George
Carlin has a show for Fox.

What's the Tom Arnold premise?

Tom is a midwestern working-class guy, a struggling
farmer whose wife is going back to college. It’s a domestic
situation, trying to deal a little bit with what Roseanne’s
success was.

And the Carlin project?

George Carlin plays a New York cab driver. He goes back
to his roots on the Upper West Side of New York. It's
multiethnic. It’s basically George Carlin as the taxicab
driver ‘‘slash’” philosopher. It's written and created by Sam

|

Simon from The Simpsons. We have the pilot and 1'm very
excited about it. [ don’t think we’ve even announced it yet,
but it’s been picked up. We’re shooting it in three weeks or
a month. 1 think it’s a rather cutting-edge show. You know,
you take Sam Simon and George Carlin and it’s quite a
combination.

What are your thoughts about the prospects for a fifth
network, and can you continue to spend millions of dollars
and have those deficits for comedies and dramas that you

have now when you're producing for a smaller audience on a
fifth network?

[ think so, absolutely. Look at the success of some of the
shows that have come off Fox in syndication. You take
Married.. with Children. We'll take it. We'll take it any
day of the week. We are very excited about the fifth
network. We are program suppliers, that’s what my
operation is about. We are the number one supplier at three
of the four networks right now. Hopefully, we’ll be the
number one supplier at four out of the five. So it’s another
outlet for programs, and 1 think the entire community
should embrace it.

. So, the prognosis for a fifth network is good?

If the programing is good, if the right station alignment is

{ good. What’s been happening right now is the lining up of

the various station groups. And I don't think it will frag-
ment it any more because all the stations will be doing is
unifying station groups that are already out there. 1 think
what it says is that it will be original programing as opposed
to whatever else is out there.

What does that do to the syndication marketplace? |

mean, taking all these independent stations away that are
now the big buyers?

I think there still will be room for all of it. The universe is
expanding drastically, and rapidly. [ think you deliver it and
they will come. No matter how big the universe gets, they
always will need writers, producers. They will need a
studio, they’ll need people to produce programs.

Will they always need them the same way that they're
getting them now? At the same cost?

Well, the biggest nightmare in the world would be if there
were a hundred markets with one share of the marketplace.
Then we couldn’t afford to do anything. I don’t think we’re
nearly at that now. QOur major business is still network
television and, as I said before, it’s anywhere between 60%
and 80% of the marketplace on any given night. [t's still the
best game in town, and it will continue to be the best game
in town from our point of view.

Then you're optimistic about the economics of the network
business?

Am [ optimistic? Yes. Am I frustrated? Yes. My frustration
is the launch of new shows and making more hit shows. But
when you see a hit develop and you see a syndication hit
develop, it's still a good business to be in. Yes, there are a
lot of people out there griping. The economics are going
through quite a bit of a revolution. We’ve all seen a
remarkable change in overall deals, co-production
possibilities, the way we do business, the leveling off of
fees on writers, producers, actors. I think there’s been a real
change in how we do business and it’ll continue to change.
It’s not the gravy train it used to be in network television,
where all the networks used to make a lot of money and the
studios made a lot of money. You have to be more cautious
in how you do it. But you still can create a Full House or a

24

Oct 11 1993 Broadcasting & Cable




In %mt of knowledge?

In @lMuLI’/ of excitement?




—_—

Murphy Brown that still can generate a lot of income. You
still can create an [l Fly Away, which from an economic
point of view obviously wasn’t what we would like it to be,
but was from a creative satisfaction standpoint.

What change would you like to see next in the industry?

I would like to see less money put into development and
more money put into series and sticking with them. I think
there’s a lot of wasted money. I'd like to see more shows
given more time to succeed. There is the quick-trigger
mentality which is bome of the advertiser saying: ‘‘Hey,
you promised me a 20 share, you only gota 16.”" 1'd like to
see the networks give us more money for our produect. [
think we’re viewing a slight shift positively, you know, in
terms of advertising revenue loosening up somewhat. |
think the networks are doing better than they were doing a
few years ago. So I’'m viewing the future as positive.

Has your development process changed?

There is a lot more performer-oriented development. In
other words, we’ll sign a star or an unknown up-and-comer,
somebody we believe in, and develop around them. We're
developing a lot more from within our shows. In other
words, one show begets another show.

Fox has been talking about year-round development. Is that a
realistic goal for the networks?

Yes, there is more year-round development. You find
yourself doing pilots all year round. As of yet it hasn't

PROG R A M | N G /50 S

proven to make sense to do it that way. I don’t think
anybody’s been able to figure it out yet.

How much is the back-end potential taken into account when
you're developing a show?

We deal with our syndication people fairly closely. In terms
of the sitcoms, [ have yet to eliminate a project from
development that I felt wouldn’t syndicate well. You know.
It’s also difficult to say in that early a stage what’s going to
work and what isn’t from the syndication standpoint. In
terms of drama it does affect us a little more because that
will determine how much money we can spend on the
show. On its foreign potential. In other words, a Lois and
Clark has a much larger foreign potential, thank God,
because it costs a lot of money to do. A Sisters has a lesser
foreign potential, but then again you can do it fairly
reasonably. I mean, the difference in the deficits on those
two shows is quite a lot, but the upside potential of
Superman is quite a lot. Now, the good news is they’re both
businesses to be in. Sisters, at the end of the day, is not a
bad little business to be in. It’s not the Full House home
run, but I'd never say, as some of the studios do, *“Why do
drama? You can’t make any money.”’ That’s not _true.
Sisters is a nice business. We can have almost 80 episodes
when this year is up. That could be a nice little package.
We have a Lifetime sale, we have a nice foreign sale, we do
it for a reasonable number. It’s not going to make a hundred
million dollars, but it’s a nice business to be in. And I'm
proud of the show; it’s a nice show to be in. L]

TCM sets ticket prices for operators

New Turner Classic Movie service to cost operators about same as competitor AMC

By Rich Brown

you’'d have to offer a reason why an
operator would carry one over the oth-

System will price its upcoming

Turner Classic Movies cable net-
work about the same as competitor
American Movie Classics.

Cable system operators attending
the Atlantic Cable Show last week
were offered a summary of contractual
terms pricing the channel! in the range
of 15-55 cents per subscriber for the
first year, depending on penetration.
The typical price for TCM is likely to
be 15-25 cents per subscriber. Ameri-
can Movie Classics, which has 45 mil-
lion subscribers and is usually consid-
ered one of the more expensive cable
services, generally charges cable oper-
ators about 18-23 cents per subscriber.
Some cable system operators said they
had hoped the Tumer price would be
lower.

“Turner would have to do better
than that if they’re competing with
AMC,"” said an executive at one
multisystem cable operator. “‘If you're

I t looks as if Turner Broadcasting

Classic rate card

Package Rates

1994 1995 996 1997
90-100% $0.15 $0.16 $0.17 $0.17
80-89% 015 0.16 0.7 0.17
70-79% 025 026 028 029
60-69%  0.30 032 033 0.35
50-59%  0.35 0.37 039 0.41
40-49%  0.45 047 0.50 0.52
30-39% 050 053 055 0.58
20-29% 055 0.58 061 0.64
10-19% 055 0.58 0.61 064
1-9% 0556 058 081 0.64

A la Carte Rates

Less than $2.01  30% of retail
($0.55 minimum)
$2.02-%$3.00 40% of retail

More than $3.00 50% of retail

|

a second network coming into the
marketplace, it would seem to me

er.”’

Paul Beckham, vice president of ca-
ble sales at Turner, says he is not
surprised an MSO would want Jower
pricing but that the channel is priced in
accordance with the value of the pro-
graming. He says that operators have
shown interest in the rate card and in
the flexibility to offer the channel a la
carte. While Tumer stands firm
against a la carte pricing for its estab-
lished networks, the company will al-
low operators to carry the new channel
as part of a basic tier package or on an
a la carte basis when the service
launches on April 14, 1994, Tumer
will take a 30%-50% cut of the a la
carte retail sales, depending on the
retail price.

TCM will launch with a library of
more than 4,000 titles and will feature
as many as 400 films per month.
Turner owns many of the titles, which
will come from a variety of studios,
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including MGM, RKO, Warner Bros.,
Paramount, Universal, United Artists,
Columbia, 20th Century Fox and
Samuel Goldwyn Co.

Turmer also has outlined to opera-
tors a number of themed festivals that
will air on the channel, including Di-
rectors Salutes, a weekly series with
one or two features by a prominent
director; Movie Musicals, a musical
triple feature every Saturday morming;
Film Noir, a weekly double feature;

The Thin Man; Comedy Classics;
Movies Make History, with such titles
as Doctor Zhivago and A Man for All
Seasons; Stage to Screen, movie adap-
tations of Broadway plays;, Book to
Movie; Perry Mason, featuring the
theatrical titles that preceded the Ray-
mond Burr series; Shakespeare, Any-
one?, featuring movie adaptations of
the playwright’s work, and Love Sto-
ries.

Programing plans include a week-
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ly preservation showcase of newly
restored films. The channel also
plans to offer viewers both letterbox
and standard television versions of
such popular wide-screen films as
2001: A Space Odyssey and How the
West Was Won. On the original side,
TCM intends to produce more than
10 new long- and short-form pro-
grams each month, debuting with
about 200 short profile pieces on
leading stars and directors. L]

Off-net ‘Shade’ opens again

New marketing plan is ‘industry-friendly,” say reps

By Steve McClellan

M TM’s new marketing plan for
Evening Shade gives stations
more scheduling flexibility
than any previous off-network barter
sitcom deal, according to program an-
alysts.

MTM unveiled its revised market-
ing plan for the CBS sitcom Shade last
week. The original plan was unveiled
last year and received a lukewarm re-
sponse from stations. In the mean-
time, the company named a new presi-
dent for its syndication division,
Chuck Larsen, who pulled the show
from the market last May.

Like Designing Women and Family
Matters before it, the revised plan for
Shade has a two-year commitment for
100 original episodes starting Sept.
12, 1994. (Originally, Shade had a
five-year cash-barter commitment.)

But, in a new twist, the deal calls for
only one year of airing the show as a
five-day strip. The strip year has a
weekly cash license fee and one min-
ute of barter. For the remaining year,
the show switches to an all-barter
weekend play, with two plays per
week and two-and-a-half minutes of
barter per episode.

MTM executives say that stations
can mix and match the strip and barter
plays in almost any configuration. Sta-
tions also have the option to license up
to an additional 52 strip weeks. Each
additional strip week (beyond the ini-
tial year) eliminates one set of barter
weekend telecasts.

At a presentation in New York last
week, Harry Thomason addressed the
issue that a number of station execu-
tives have raised—whether the nega-
tive publicity from Burt Reynolds’s

split last summer from Loni Anderson
would affect the show’s, or Reyn-
olds’s, popuiarity. Thomason said that
he didn’t think it would.

MTM execs pointed to a July **Q”
rating for Reynolds that came out after
word of his separation from Anderson.
It was a 28, which was 7 points higher
than a 1989 Q rating for the actor.

Reacting to the new marketing plan
last week, Dick Kurlander, vice presi-
dent and director of programing, Petry
Television, described it as ‘‘very in-
dustry-friendly.”” One question is how
the South-oriented show will play in
other parts of the country, particularly
in northern markets, said Kurlander. m

Stations look for Chase changes

November sweeps may represent make-or-break time for affiliates’ support

By Steve Coe
ffiliate support for The Chevy
Chase Show may erode quickly
if the beleaguered late-night

hour doesn’t deliver during the No-

vember sweeps.

“It’s a very important time period
and we'll be watching it closely,”
says Alan Frank, general manager,
WPGH-TV Pittsburgh, who calls the
show ‘mediocre.”’

““I definitely think the dialogue

would begin between us and Fox if,
after the November book, it’s still not
performing,”” he says,

““We're hopeful the show is going
to gain some momentum,"” says
Duane Kell, vice president and gener-
al manager, WKBD-TV Detroit. ‘*When
the November book comes in we’ll
have to see what kind of demos the
show is getting. We’'ll evaluate the
show at that time.””

Ratings for The Chevy Chase Show

continued to slide, dropping to a 2.1
rating and 5 share for the week begin-
ning Sept. 27. The show’s numbers
were down three-tenths of a ratings
point from the third-week average,
seventh-tenths of a point down from
the second-week average and 2.2 rat-
ing points dowm from the debut-week
average.

That Chase is in trouble has become
increasingly apparent in recent weeks.

‘‘Booking guests has gotten tough-
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er,”’ acknowledges a source close to
the show.

Word leaked last week that a new
group of writers would be joining the
program. Currently in talks to join the
program: Mark Brazill, whose credits
include The Dennis Miller Show; Ed-
die Feldmann, whose credits include
The Dennis Miller Show and The
Larry Sanders Show, and Ned Rice,
whose work includes MTV’s Remore
Control.

As for speculation that Steve Bind-
er, the show’s executive producer,
will be replaced, the source said noth-
ing has been decided, but added that
“‘nothing would surprise me in that
area.’’

A Fox spokesperson confirms that
the show will be featuring more pre-
taped segments, but denies talk that
network executives have lost faith in
Chase.

I still think it’s going to build,”’
says Frank. In the 11 p.m.-midnight
time period, Frank says, the station’s
ratings are down about a point.

Kell, who says that his station’s rat-
ings are down a point or two in the
daypart, has not heard any word from
Fox about upcoming changes in the
show. ‘‘They’ve said they’'re going to
work hard to improve the show, and
we've got a lot of confidence in
them,”’ he says.

“It is a little embarrassing,’’ says
Jon Mandel of Grey Advertising.
*“They have a lot of work to do and it
may not be saveable. If they're going
to fix it, the first thing to do is get rid
of Chase.”’

The affiliation agreement between
Fox and its affiliates binds the stations
to carry the late-night programing.
*‘Because of their affiliation agree-
ment [affiliates] can’t do a damn thing
about it,”” says one advertiser. *‘If this
weren't Fox, this thing would be off
the air in a nanosecond.””

Lucie Salhany, chairman, Fox Tele-
vision, acknowledged the show’s
rocky start and the need for the host
and show to improve. In comments to
the Assoctated Press, Salhany said:
“The [first] shows weren’t good. He
was very nervous. It was uncomfort-
able and embarrassing to watch it. I'm
not so stupid—and neither is Chevy
Chase—to think that long term, if this
show doesn’t grow, that this is always
going to be on the air, But we've
made a commitment, and I'm not go-
ing to pull the rug out from somecne
we've made a commitment to."’ ]

PROGRAMING

‘Power Rangers’ powers
its way to top

Live-action sci-fi series puts Fox Children’s Network on
weekday morning map, independent producer Saban
Entertainment breaks majors’ hold on top kids ratings

By Mike Freeman

little-known Fox Children’s
A Network series, Mighty Mor-

phin Power Rangers, is climb-
ing to the top of kids rating charts and
is even giving The Oprah Winfrey
Show a run for its money in Los Ange-
les.

Just a little more than a month after
its debut, Saban Entertainment’s early
morning Power Rangers is being
watched by nearly as many children as
the Warner Bros. and Buena Vista af-
ternoon offerings.

Among the coveted children 2-11
demographic rating group, the quirky
sci-fi half hour averaged a 5.5 rat-
ing/36 share in the metered markets
(NSI, week of Sept. 20), a 69% in-
crease from its first week.

Even more significant, Power
Rangers has pushed its way to the top
of the children 6-11 ratings with a
6.6/44 metered average (NSI, Sept.
20-24), surpassing Animaniacs
(6.4/46), FCN’s top-rated freshman
afternoen cartoon strip produced by

Power Rangers are more than holding their own against the dominant kids suppliers.

Warner Bros.

In the most recent national Nielsen
ratings, Power Rangers averaged a
fourth-ranked 5.1 rating (NTI/NSS,
Sept. 13-17) among children 2-11.
FCN’s Animaniacs and Disney After-
noon’s rookie Bonkers were tied, with
top-ranked 5.6 rating averages, while
FCN’s Barman: The Animated Series
ranked third with a 5.4 rating average.

One of Power Rangers’s most star-
tling performances has been in Los
Angeles on KTTV(Tv), one of three
top-market Fox O&Q’s clearing the
show in afternoon time periods. Air-
ing at 3 p.m., Power Rangers last
Tuesday topped The Oprah Winfrey
Show, KABC-TV’s perennial time-peri-
od winner, pulling a 6.9/20, compared
with the talk veteran’s 6.1/18.

“l am not surprised that [Power
Rangers] is on a track to become the
No. 1 strip with kids 2-11, but I am
surprised it is grabbing some of the
adult demos that would have gone to
Oprah or the other talk shows in
L.A.,”" says Saban Entertainment
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Chairman Haim Saban.

“‘So far,”’ says Saban, ‘‘it seems to
be working on two levels: the fantasy
and action appeal to kids, while the
overtly campy humor appeals to
adults. This really has the makings of
being the first breakthrough hit since
Teenage Mutant Ninja Turtles [six
years ago].”’

Last summer, as Saban was c¢om-
pleting production on the first 20 epi-
sodes of the initial 40-episode order,
FCN President Margaret Loesch told
BROADCASTING & CABLE (Aug. 26)
that Fox affiliates thought she had
‘‘gone off the edge’’ in making such a
large commitment to an unproven
live-action kids series.

‘‘Having been involved with this
series for four years and seeing Saban
bring it to reality is a validating expe-
rience for me,”” says Loesch.

““[Power Rangers] is very different
from any show on television right
now. [ always call it a ‘live cartoon.’
It has the pacing, color and action of a
cartoon,’’ she added.

If Power Rangers is, indeed, des-
tined to become the top-rated kids pro-
gram, it remains to be seen if FCN’s
affiliate-driven programing coopera-
tive will push to upgrade the series
into its two-hour early fringe kids
block.

““There are many [affiliates] who
feel there are more kid viewers watch-
ing in the morning,”” Loesch says.
“*Then, there are some stations that
feel they are not going to get as many
kids as they would at 2:30 or 3 p.m. It
really depends on each market case.”

Moreover, Loesch acknowledges
that FCN and Fox affiliates are con-
tractually committed to carrying
Warner Bros. Animaniacs, Batman
and Tiny Toon Adventures in the 3-5
p.m. time period. u

—

Pay-per-Stern

Radio talk show host Howard
Stern will host a live pay-per-
view event, Miss Howard Stern
New Year's Eve Pageant, on Fri-
day, Dec. 31, beginning at 11
p.m. ET. The event, produced by
Main Events in conjunction with
infinity Broadcasting, will be held
at an as-yet-undecided East
Coast venue and is expected to
carry a suggested retail price in
the high $30’s.

PROGRAMING

ABC shops ‘NYPD Blue’

Network will seek other stations to carry controversial
show in markets where affiliates have not cleared it

By Joe Flint
BC plans to offer NYPD Blue to
TV stations in the roughly 50
markets where the network’s
affiliates have refused to clear the con-
troversial show.

That decision may draw heat for the
network from its affiliate board, When
the show premiered, ABC said that it
would not offer it to non-ABC sta-
tions.

But with many stations still not air-
ing the program and the network and
its advertisers wanting 100% clear-
ance, ABC now will pitch it to other
stations, mostly independents.

““We will find other stations to clear
NYPD Blue,”” promises ABC Enter-
tainment President Ted Harbert, who
adds that non-affiliates have ap-
proached ABC about carrying the
show.

ABC has the right to offer the show
to other stations when affiliates refuse
to clear, but some affiliates not carry-
ing the show in its 10 p.m (9 p.m.
Central) time slot have said they will
carry it later. ABC previously said it
was not interested in later time peri-

ods. At the moment, 6%-8% of the
country is not seeing NYPD Blue.

George Newi, ABC affiliate chief,
says that while it has been “‘policy ait
along that we were not going o go to
other stations when the series started.
in hopes that affiliates would come on
board, at some point you have to look.
at opportunities to run it at stations
where you get reasonable audiences.”’

“I would not be in favor of that,
and it bears further discussion,”’ re-
plies ABC affiliate board head John
Garwood, vice president and general
manager of WPLG(TV) Miami.

“They have the right to offer the
show,”’ says Kent Cornish, general
manager of KTKA-TvV Topeka, Kan.,
which is not carrying the show. Cor-
nish adds that his station did not air
the first two episodes because of con-
tent but had no problems with episode
three. ‘“‘But | don’t want to air one
episode then skip the next one,”” he
says.

While not pleased with the some-
times harsh language, Comish says
it’s the partial nudity that kept the
show off the aire in Topeka. =

Tackling talk with trivia

MTM suggests stations could pair show with competition

By Mike Freeman

TM Television Distribution is
in far-from-trivial pursuit of a
piece of early fringe.

In fact, MTM’s syndication presi-
dent, Chuck Larsen, has gone so far as
to suggest that many stations which
program in ‘‘hour blocks™’ could make
MTM’s newly launched Trivial Pur-
suir a companion piece to Paramount
Domestic Television’s competing fall
1994 The New Price Is Right game
strip.

*‘I believe in the old adage that sta-
tions like to buy shows in half-hour
lengths but would much rather pro-
gram them in hour blocks,”” Larsen
says. ‘‘Probably the worst thing is to
have too many competitors in one

Trivial pursuer Wink Martindale
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genre [talk shows], and the best thing
is to have a companion piece in a
genre [game shows] with too few
competitors.

““I think Price Is Right is a solid
game show, and | would imagine that
(Paramount syndication president]
Steve Goldman is pleased that we're
coming out with Trivial Pursuit, be-
cause our feeling is that both shows
can help each other out.””

Given that MTM will likely use that
as a marketing hook with television
stations, the Los Angeles-based inde-
pendent will also be counting on sta-
tions’ ‘concerns that the talk show
genre may be reaching saturation,
with 17 now in the broadcast market.
Network affiliates as well as indepen-
dent stations, says Larsen, will be
looking at Trival Pursuit and The
Price Is Right as ‘*viable alternatives’’
to the possible handful of expected

PROGRAMING

1994-95 talk projects currently in de-
velopment.

““The time is right for stations to use
a game show to counterprogram talk
shows in early fringe [2-6 p.m.],”
Larsen suggests. ‘‘Every syndicator is
looking for [prime] access time peri-
ods, but we’re being realistic in stating
that early fringe is our primary tar-
get.”” He adds that late fringe is the
secondary target.

Licensed from game board manu-
facturer Parker Bros., Trivial Pursuit
actually began its series run last June
on The Family Channel, whose Inter-
national Family Entertainment parent
company also owns MTM Television.
[n addition to exclusively producing
130 original episodes for syndication,
MTM is planning to offer another 130
episodes cablecast on The Family
Channel, whose lower penetration on
cable is possibly considered to have

created little previous exposure.

““With the mix of newly produced
and off-cable episodes, stations are
going to have a supply of fresh epi-
sodes,’” Larsen says.

Larsen suggests that Trivial Pursuit,
which is hosted and produced by Wink
Martindale, has ‘‘quadrupled’” The
Family Channel’s ratings weekdays at
12:30-1 p.m.

He contends that the prior exposure
on The Family Channel will help to
‘‘crosspromote’’ the game show’s run
in broadcast syndication.

MTM will license the show to sta-
tions on a cash-plus-barter basis, with
the syndicator retaining one minute of
national barter ad time each episode.
Sales and pilot presentations are ex-
pected to begin this week.

Martindale-Hill Productions pro-
duces the series in association with
The Family Channel. [

Rysher looking for the right ‘Wavelength’

Syndicator trying to work out ratings, content problems of teen show

By Steve McClellan

A fter 11 weeks of low ratings and
a significant number of time pe-
riod demotions, Rysher Enter-
tainment’s Wavelength is down but
not out.

Rysher President Keith Samples
says the show will undergo *‘fine-tun-
ing”” in the next several weeks to
broaden its appeal and that a decision
about the show’s future may be made
in five or six weeks. Its core audience
is 12-24-year-olds.

Both parents and stations have
problems with the program, which de-
buted in August and was sold as a
transition vehicle designed to lead out
of children’s programs and into more
adult-skewing fare.

The show deals with controversial
subjects such as drug abuse, date rape
and homosexuality. Many stations use
it as a lead-out of kids animation
blocks, and some parents think that
such content is inappropriate for the
time period.

The problem for stations is twofold:
parents’ objections and the fact that
ratings for the program have been
poor, with little growth since its de-
but. The show averages a | rating.

Many stations contacted last week

had switched Wavelength from its
original postanimation time period to
daytime, or had decided to cancel it.
In Denver, KTVD(TV) canceled the
show effective today (Oct. 11). Sta-
tions in Miami (WDzL{TV]) and Boston
(WSBK-TV) have moved it from late
afternoon, after kids shows, to day-
time. In all three cases, station execu-
tives said the decision was based on
poor performance and a need to act
before the November sweeps.

In Atlanta, WATL-TV edited out ma-
terial it deemed objectionable, says
Don Hess, the station’s program direc-
tor: “‘We've been disappointed with
the numbers and surprised by some of
the content.”” Hess mentioned an epi-
sode about strip joints in Atlanta that
the station found *‘particularly inap-
propriate,”” given its Batman lead-in.

Hess says that the station edited
about three minutes of ‘‘bumps and
grinds’’ from the segment. He says the
editing probably ‘‘minimized’” com-
munity reaction but that the station
still received angry calls. ‘‘'Going
from Batman to bumps and grinds
doesn’t provide the smoothest pro-
gram flow,”’ says Hess.

This week, Wavelength is planning
a story on nude bathing, or close to it,

in Miami Beach. Hess says the station
has not decided whether it will edit or
air the program.

In Miami, wDZL Program Director
Bob Ramsey says his station moved
the show three weeks ago from its
late-afternoon post-kids time period to
10 a.m. The station received calls
questioning the appropriateness of sto-
ries about witchcraft and homosexual-
ity in the later time period, where the
program lost about half of its lead-in
audience, he says.

Meg LaVigne, program director at
Boston’s WSBK-TV, applauds Rysher’s
effort to deal with serious teen issues
in a straightforward, contemporary
fashion. *“‘It’s a well-produced show.
Unfortunately, it hasn’t attracted a
large viewership.”’

Samples acknowledges that the rat-
ings aren’t stellar and that stations
have a point in questioning the show’s
content in a post-kids time period.
“It’s a dilemma because you can’t go
too soft or you may not get their atten-
tion. And if you pander to them you
will lose them,’’ he says of the show’s
teen/young adult audience. *‘It’s not
nearly as broad-based as a sitcom, and
that’s a problem. But we’re not throw-
ing in the towel yet.”’ a
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Here comes the judge...again

Group W taps ‘Jones & Jury’ for its day-in-court genre

By Mike Freeman
hen Judge Wapner brought
down the gavel on first-run
production of People’s Court

more than a year ago, it looked as if it

might be ‘“‘case closed’’ on court TV
in syndication.

Then, last month, Buena Vista
Television unveiled an hour hybrid
talk/court  strip, Judge & Jury
(BROADCASTING & CABLE, Sept. 20).
And now Group W Productions has
weighed in with its fall 1994 half-hour
strip Jones & Jury (‘‘In Brief,”” Sept.
27).

The Group W ‘‘real-life’’ court-
room series is moderated by Star
Jones, a former Brooklyn prosecuting
attorney who left NBC News last
month to pursue a series development
deal with Group W.

Slated for production in New York,
Jones & Jury will feature small-claims
cases and arbitration hearings. Jones
and the studio audience will question
the defendant and plaintiff, both of
whom will agree to abide by the audi-
ence’s decision and Jones’s final
award of damages ($5,000 being the
likely maximum award, she esti-
mates),

| ~  HWEADENDINGS i

Atlantic talk

Most of the talk centered around
last-minute retransmission-consent
negotiations at the Cable Television
Administration and Marketing Society
Northeast regional cable conference
and adjacent Atlantic Cable Show
meeting last week in Atlantic City,
N.J. Among other topics of
discussion:

Expect digital compression to
roll out to between 750,000 and |
million homes two years from now,
says Geoff Roman, vice president of
technology and new business
development, General Instrument
Corp.’s Jerrold Communications.

An intéractive program guide,
TV Guide on Screen, will probably be
working with Time Warner cable
systems in a couple of testing areas in

Star Jones courts early fringe.

Explaining the decision to launch
the court show, Group W officials say
that it’s open season on the solidly
entrenched talk shows in early fringe.
Group W Executive Vice President
Rich Sheingold suggests that 35% of
all national advertising buys have *‘re-
strictive caps’’ on the inventory an
agency can purchase with the more
sensational tabloid and talk shows.

“If we can do a show with an
equivalent rating, the revenue poten-
tial will follow geometrically,” he

the near future, says Anthea
Disney, editor-in-chief, TV Guide.
The guide is currently testing on
Tele-Communications Inc.’s system in
Denver, and she says TV Guide is
not yet sure how the service will be
priced. ‘‘News and information is a
tough thing to get people to pay a
premium for,”” says Disney, adding
that the company are trying to find a
way to make TV Guide on Screen
part of a basic package.

Adelphia Cable Chairman and
CEO John Rigas says that his
company’s move toward 4 la carte
pricing has some people choosing the
option but not in significant
numbers. The MSO offers a
broadcast-level basic package of
10-12 channels for $9.50-$12.50; a
tier with another 25-30 channels for
another $12, and the 4 la carte option

says. “‘Now, if we can show a station
that it is losing money on talk, they
may look at a court show as a possible
new revenue generator for the sta-
tion."”’

Group W President Derk Zimmer-
man thinks that Jones & Jury will be
an ‘‘ideal’’ early fringe news lead-in,
The secondary target for the cash-
plus-barter strip {(one-and-a-half min-
utes national ad time) is late fringe,
most likely ABC affiliates looking for
lead-out programing from Nightline.

A major obstacle for both new
court-based shows is the possible per-
ception that the genre has become pas-
se, with Wamer Bros. and Genesis
Entertainment, respectively, retiring
People’s Court and Divorce Court to
back-end syndication.

John von Soosten, vice president
and director of programing for Katz
Communications, says the rep firm is
reluctant to forecast a revival of court
genre shows. However, he feels that
both concepts will interest stations
looking for ‘‘counterprograming tools,
but the execution, tatent and format of
the [yet to be produced and presented]
pilots will be critical’” in selling both
shows. =

for individual channels. He says

that so far, most elected officials seem
content with the option. **We're
going to monitor this very carefully,”
he said.

TBS has ‘Moxy’

Moxy, a real-time cartoon character
with the ability to appear live on
television, debuts on TNT,
WTBS(TV) Atlanta and The Cartoon
Network on Nov. 26 during a three-
way cartoon-marathon simulcast. The
character will also star in a new
weekly show on The Cartoon
Network, The Moxy Pirate Show,
debuting on Dec. 5 at 8 p.m. ET.
Comedian Bobcat Goldthwait will
supply the voice of Moxy; San
Francisco-based Colossal Pictures

will handle production. —.RB
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Ratil‘lgs Week According to Nielsen, Sep 27-Oct 3
o ABC jJo CBS s NBC 3 FOX

MONDAY d 15.9/25
8:00 . Evening Shade 13.9/22 18. Fresh Prince 14.8/24
8:30 . Dave’'s World 15.8/24 | | 17. Blossom 15.0/23| | 90. Fox Night at the
9:00 14. NFL Monday Night 5. Murphy Brown 18.2/27 ] Movies—Communion 4.3/7
9:30 | Football—Pittsburgh 9. Love & War _ 16.3,/24 | 10- NBC Monday Night

ies—Shattered T
10:00 | Steelers vs. Atlanta Falcons AR 12_’;;25
10:30 15.7/26

TUESDAY 14.6/23

67. Day One

8.3/14

15. Northern Exposure
15.6/25

. 25. FullH 13.3/22 . Saved by the Bell 7.8/13 | | 89. Roc 4.5/7
8:00 F ouse 4 21. Rescue: 911 14.5/23 - il / /
8:30 | 26. Phenom 13.0/21 77. Getting By 7.1/11 88. Bakersfield, P.D. 5.1/8
9:00| 3. Rosearne 19.2/29 64. ). Larroquette 8.6/13 86. America's Most Wanted
9:30| 8. Coach 16.7/26 | | 20. CBS Tuesday Movie— 76. Second Half  7.3/11 5.5/8

10:00 Precious Victims 14.6/23 e :
: 21. NYPD Blue  14.5/24 59. Dateline NBC  9.2/15
10:30
WEDNESDAY 4/13 6.2 3.6 ) ]
8:00 | 52. Thea* 10.1/17 42. Unsolved Mysteries 53. Beverly Hills, 90210
8:30 | 44.Joe’s Life*  10.6/16 10.8/17 9.8/16
. . 19. i i
9:00| 2. Home improvmt 6/29 7. Country Music Awards 72. Now with Tom and Katie 65. Melrose Place  8.5/13
9:30 | 12. Grace Undr Fire* 15.9/23 16.9/27 7.7/11
10:00) 54 nMoon Over Miami 9.2/15 49. Law and Order 10.3/17
10:30
THURSDAY 0,/18 0.4 4.4/24 .
8:00 | 68. Missing Persons | [ 33. In the Heat of the Night | | 35. Mad About You 11.9/20| | 30. The Simpsons 12.7/21
8:30 8.1/13 12.3/20| | 23. Wings 14.2/23| | 44. Sinbad Show  10.6/17
- i i 3. Seinfeld 19.2/30 65. In Living Color 8.5/13
a:00 35. Matlock 11.9/19 54. Eye to Eye with Connie : / g' /
9:30 Chung 9.6/15 6. Frasier 17.3/27| | 78. Herman's Head 6.8/11
10:001 56, primetime Live 13.0/23| | 57. Angel Falls ~ 9.3/16 | | 37. Dateline NBC  11.8/21
10:30 {
FRIDAY 5.4 4/14 3
8:00 | 37. Family Matters 11.8/23 | 85. Had to Be You 6.0/12 78. Against the Grain* 86. Brisco County, Jr.
8:30 | 34. Boy Meets World 12.0/22| | 82. Family Album  6.4/12 6.8/13 55/11
. = .9/24
9:00 2-Sheh em 12.9/ 72. NBC Movie of the 83.The X Files  6.3/11
9:30 | 31. Hangin w/Mr. C 12.5/23| | g1. A Day In the Life of :
. Week—~Great Escapes:
10:00 Country Music 6.5/12
19, 20/20 14.7/28 Secrets Success  7.7/14
10:30
SATURDAY ; 0 3
8:00 26. Dr. Quinn, Medicine 70. The Mommies 7.8/15| | 80. Cops 6.7/13
g:30 | 69 ABC Saturday Night Woman 13.0/24| [74. Cafe Americain 7.5/14 | | 74. Cops 7.5/14
- Movie—Beverly Hills Cop
9:00 7.9/14 | | 46. Harts of the West 47. Empty Nest  10.4/19
90. Front Page 4.3/8
9:30 10.5/19| | 43. Nurses 10.7/20
: . W T
10:00| 4o the commish 10.3/20 | | 40 Walker, Texas '?f:]"ge' 55. Sisters 9.5/18
10:30 9/21
SUNDAY 4,20 : 9.1/14 8.0/13

7:00| 61. AmFunHmVid 8.8/16 92, Adventures of Brisco

1. 60 Minutes 19.7/33| | 83. | Witness Video 6.3/11

7:30 | 61. AmFunPecple  8.8/15 County Jr. 4.0/7
. 57. Martin 9.3/14
8:00/ 51 1gis & Clark  10.2/15 | 11 Murder, She Wrote 40. seaQuest DSV 10.9/16 2 /
8:30 16.0/24 47. Living Single 10.4/15
9:00 39, Married w/Childn 11.5/17
;30| 18- ABC Sunday Night i 55. NBC Sunday Night 61. Daddy Dearest 8.8/14
9:30 Movie—The Empty Cradle 3?' CBfSRSunday Mow2e4 0 Movie—Trapped Beneath y — / -
10:00 15.2/24 | | RiverofRage  12.4/200 1y Eartn 9.5/15
10:30 [
WERKS.AVGS 12.4/21 13.1/23 10.5/17 6.9,11
SSN. TO DATE 12.3/21 13.3/22 10.8/18 7.1/12
RANKING,/SHOW [PROGRAM RATING/SHARE] *PREMIERE SOURCE: NIELSEN MEOIA RESEARCH YELLOW TINT IS WINNER OF TIME SLOT

TELEVISION UNIVERSE ESTIMATED AT 94.2 MILLION HOUSEHOLDS; THEREFORE ONE RATINGS POINT IS EQUIVALENT TO 942,000 TV HOMES
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January

January 5, 1942 Founding Day of the Advertising Council

18

National Volunteer Blood Donor Month
American Red Cross - Blood Donor
National Jr. Achievement Month/75th Anniversary
Jr. Achievement - In Class Volunteering
Back to School Winter Term
Recruiting New Teachers
United Negro College Fund Golden Anniversary Year
Martin Luther King Jr. Birthday
Anti-Discrimination, United Negro College Fund
O.A.A.A Founded (1892)

February

13-19

14-21
20

12

American Heart Month
Black History Month
United Negro College Fund
Child Passenger Safety Awareness Week
Safety Belt Education
National Condom Week
Student Volunteer Day
Individual Giving/Volunteering
Early Southern & Northeastern Fire Season Begins
Ist public school in America Opened (1635)
Ist Magazine in America Published (1741)

March

6-12

American Red Cross Month
American Red Cross
U.S. Social Workers Month
National Talk to Your Teens About Sex Month
National PTA Drug & Alcohol Awareness Week
Drug Abuse & AIDS, Teen Alcoholism
Fire Season Begins in the Ozarks, Appalachians & Great Plains

April

Cancer Control Month
Breast Cancer Detection

0 4 punic

May

Mental Health Month
Asian Pacific Heritage Mont

1-7 Clean Air Awareness Kick (
1-7 Exceptional Children’s Wee
1-7 PTA Teacher Appreciation '
Recruiting New Teachers
2-8 National Drinking Water W
Clean Water Campaign
8 World Red Cross Day
American Red Cross
8 Mother’s Day
Breast Cancer Detection, F
8-14 Alcohol & Other Drug Rela:
Healthy Start/Pre-Natal Ca
21 Armed Forces Day
Employer Support of the C
23-30  Buckle Up America Week
Safety Belt Education
25 National Missing Children’s
30 Memorial Day
Employer Support of the C
May- Graduation Season
June Drunk Driving Prevention
Fire Season Begins in the Rockic
30 st American Daily Newspaper I

June

National Drive Safe Month
Drunk Driving Prevention.

12 Race Unity Day
Anti-Discrimination
11-14  National Community Servic
Points of Light Foundatior
18-29  5th Anmiversary of the 1989
Regions Charlottesville VA
Education Reform
19 Father's Day
Healthy Start/Pre-Natal Ca
June- Vacation & Tourist Season
Aug Teen Alcoholism, Crime P
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PLAN SOME DATES WITH THE AD GOUNGILIN 1 9 9 4 !

Now in its third year, the Calendar has been expanded to include even more
dates/events of interest to you. For each month you will find the notable
dates together with corresponding Ad Council campaigns to help you plan

your annual PSA schedule.

We believe that the best way to serve the public is to serve the media. Our
Media Development department and regional volunteer representatives are
available to answer your questions, get you PSA materials, and help with
special requests. It’s easy to reach us; just call one of our offices listed on the
lower right of the calendar, or call our 24-hour fulfillment house

(1-800-933-PSAs).

Your suggestions and comments are always welcome. Thank you for your
donations of time and space, your efforts and your concerns. They mean a

lot... to a lot of people.




JANUARY 1994

Dear Colleague:

We are all part of a team devoted to improving the quality of life in our comrmunities.
The media play the key role on this team. While the Ad Council conceives and
distributes top quality public service announcements, developed pro bono by some of the
most prominent advertising agencies, it’s the media who deliver the messages.

We are pleased to be your source of compelling messages addressing education, the
environment, community service, health concerns, substance abuse and public safety
with campaigns that target all ages directly and indirectly:

(5

4 campaigns targeted to the ELDERLY,

25 campaigns targeted to ADULTS,

19 campaigns addressing the issues facing YOUNG ADULTS,
4 brand new campaigns speaking directly to CHILDREN and
12 campaigns available in the Spanish language

e & @

]

Qur goal is to make it easy for you to run Ad Council campaigns as well as public issue
programming and articles. We hope this calendar will be useful throughout the year,
suggesting events and occasions that will make your schedule of PSAs and editorial
content topical, interesting and helpful to the community you serve.

Thanks for your continued support of the Ad Council, and our efforts to make life longer
for somie and a little better for all.

Sincerely, e
/ i /
B y 7)) i _
. 2 /
~—i A IR r \‘«_r‘__r) ’,Q_LLD‘ '.,f | G [ — .
e LA S A b pyp W L} I
Ruth A. Wooden Philip H. Geier, Ir.
President Chairman
The Advertising Council The Advertising Council

Chairman & CEO
The Interpublic Group of Companies, Inc.
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Service Events Calendar

yeek

y Start/Pre-Natal Care
irth Defects Week

& Reserve

& Reserve

laska & Ends in the South
ed (1783)

'y Belt Education

iference

xation Summit in

tion

September

National Alcohol & Drug Treatment Month
Drug Abuse & AIDS, Teen Alcoholism
Baby Safety Month
Immunization, Child Abuse
8 International Literacy Day
United Way
18-24  National Arts Week
Arts & Humanities
Sept 15- National Hispanic Heritage Month
Oct 15
Late Fire Season Begins in the South

October

National Breast Cancer Awareness Month
Breast Cancer Detection

Crime Prevention Month
Crime Prevention

National AIDS Awareness Month
Drug Abuse & AIDS

Energy Awareness Month
Earth Share

Domestic Violence Awareness Month

Campaign for Healthier Babies Month
Immunization

Arts & Humanities Month
Arts & Humanities

National Disabilities Employment Awareness Month

National Learning Disabiliites Month
2-8 Mental lllness Awareness Week
7 National Depression Screening Day
9-15 National Fire Prevention Week
Forest Fire Prevention
10 National Children’s Day

Child Abuse, Breaking the Cycle/Poverty Line, Head Start

17-23  National Radon Action Week
22 Make A Difference Day
Points of Light Foundation
L Late Fire Season Begins in the Northeast
1 UN International Day for the Elderly

November



CAMPAIGNS IN DEVELOPMENT

ORGAN & TISSUE DONATION

To position organ and tissue donation as a fundamental human responsibility thereby
increasing the flow of donations of lifesaving organs and tissue.

Sponsor: Coalition on Donation

CLEAN WATER AWARENESS

To inform individuals of the many things we can do every day that can help stop
water pollution.

Sponsor: Natural Resources Defense Council

DOMESTIC VIOLENCE

To increase understanding of the scope and consequences of domestic violence and
show how it can be reduced.

Sponsor: Family Violence Prevention Fund

JUNIOR ACHIEVEMENT

To enlist parental support and participation in Junior Achievement's newest and
largest program, the K-6 Program, which helps young people understand how free
enterprise operates and why their high school education is so important to their future.
Sponsor: Junior Achievement [nc.

CHILDHOOD IMMUNIZATION

To focus attention on the need for immunization of children between the ages of two
months and two years old, and create awareness of the importance of getting proper
innoculations at the proper time.

Sponsor: U.S. Department of Health & Human Services, Centers for Disease Control
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Handicapping telco-cable partnerships

Securities firm report suggests more RBOC investments in cable on the way

By Geoffrey Foisie

irst there was US West and Time

Warner. Then it was Nynex and
Viacom. Who's next? According
to a report issued last week by L.ehman
Brothers, the possibilities are many
for telco investment in the cable indus-
try.

Virtuaily any of the RBOC’s would
be interested in an out-of-service-area
cable investment, according to the re-
port, written by the firm’s cable and
entertainment analyst, Raymond Katz.
Pacific Telesis, Katz suggests, would
probably wait until its spin-off is com-
pleted.

Who would manage a joint telco-
cable operation could be the trickiest
negotiating point on telco investment,
writes Katz: *‘[M]ost cable companies
have...two classes of stock and con-
trol still held by the original entrepre-
neur or his family. We think these
managements are less willing to relin-
quish any substantive control over
their cable operations, as Time
Warner did when it established 50/50
board representation with US West for
its cable operations.”

But the pluses outweigh the difft-

culties, says the 150-page report. For

the LEC’s (local exchange compa-
nies), cable still represents *‘the only
way for telcos to extend their geo-
graphical reach with a broadband net-
work already in place.”” For the
MSQ's, the pluses include ‘‘the con-
struction and management of a
switched, interactive system...busi-
ness marketing skills, the use of the
Bell name...and, of course, capital.”’

Additional impetus to ally with an
outside telephone company could
come if cable is confronted with com-
petition from the LEC serving the
market {Bell Atlantic has tentatively
received permission to offer video ser-
vices in its service area): ‘‘LEC’s have
to consider launching an offensive
strategy out of service area before
someone else does the same thing to
them.”

Comcast
Likeliest suitor: Southwestern Bell
Attraction: Comcast’s mid-Atlantic

concentration would *‘‘dovetail’’ with
Southwestern Bell’s current cable and
cellular interests and would help the
telco to meet its critical mass goal of
at least 2 million subscribers, ‘‘even

MSO's

Time Warner 16
Tele-Communications 14
Comcast 14
Cablevision Systems 24
Century 10
Adelphia 9
Jones Intercable 19
Continental 27
Cablevision Industries 3

The power grid

Pe?centage of MSO’s subscriber base overlapping with service
area of local exchange telephone companies

AIT BEL BLS NYN PAC SBC USW GTE Other

Compiled by Lehman Brothers using outside sources. Percentages may include proportional
interest of MSO's in systems less than 100% owned. In other cases, may inciude 100% of
systems managed through joint ventures or limited partnerships.

*Telephone companies are designated by stock symbol (i-r). Ameritech, Bell Atlantic, Bell
South, Nynex, PacTel, Southwestern Bell, US West and GTE. “‘Other’” is primarily Southern
New England Telephone and Puerto Rico Telephone.

Telcos*

6 26 28 6 10 2 4 2
14 13 6 10 14 21 6 2
3 21 1 5 3 0 11 6

4 05 0 1 0 1 M
17 12 1 10 1 13 26 10
40 22 29 0 0 0 0 O
13 19 4 5 8 26 14 0

5 13 26 19 2 7 1 0
11 45 19 22 0 0 o0 O

on a pro-rated ownership basis.”” The
MSQ’s subscriber base is also mostly
in the service area of Bell Atlantic, the
most aggressive of the LEC’s: “*At
some point, [Comcast] management
may find an LEC partner helpful to
meeting potential Bell Atlantic compe-
tition.””’

Cablevision Systems

Likeliest suitor: Southwestern Bell

Attraction: Cablevision could use
“‘equity infusion’’ to strengthen its
balance sheet and to finance a plant
upgrade. Also, “‘Cablevision faces po-
tential competition from Nynex within
five years, an LEC that is cutting its
teeth on cable/telephone management
in the UK and is that country’s largest
cable operator.... A Southwestern Bell
investment in both Comcast and Cab-
levision is not mutually exclusive.”

Other suitors: Bell South, GTE

Tele-Communications

Likeliest suitor: GTE

Attraction: TCI already is organized
into regional subsidiaries, making it
easier to structure an investment for an
LEC so that it does not violate the in-
service-area crossownership restric-
tions.

Other suitors: “*MCI is looking to
gain access to the local loop.””

Adelphia Communications

Likeliest suitors: smaller regional tele-
phone companies

Attraction: Adelphia is rapidly up-
grading to a 750 mhz plant. *‘Howev-
er, without further equity, the compa-
ny may not have the funds to take that
plant to the next technological step.”
Also, like Comcast, Adelphia faces a
potential war on the Bell Atlantic bat-
tlefield.

Detraction: MSO’s mid-market con-
centration ‘‘could prove detrimental in
attracting a large LEC investor.”’

Other suitors: Other MSO's

Jones Intercable
Likeliest suitors: Smaller LEC’s
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regional clusters. Also, limited-part- | WOKC-FM Okeechobee, Fla. WOKC has

Attraction: Jones is ‘‘actively looking
for strategic investors to supply capital
to buy out limited partners and con-
solidate its off-balance sheet sys-
tems."’

Detracrion: The MSO has few large

nership financial structure makes it
more difftcult to structure LEC invest-
ments. One solution may be to sell off
limited-partnership whole systems to
LEC’s. m

Changing

WKYT-TV Lexington and WYMT-TV Haz-
ard, both Kentucky O Purchased by Gray
Communications Systems Inc. from Don
W. Stephens, rehabilatator for Kentucky
Central Life Insurance Co. for estimated
$34 million. Buyer owns WALB-TV Alba-
ny, Ga., WJHG-TV Panama City, Fla,
and KTVE(TV) El Dorado, Ark./Monroe,
La. Seller owns WVLK-AM-FM Lexington,
Ky. WKYT-TV is CBS affiliate on ch. 27
with 151 kw and antenna 984 ft. WYMT-
TV is CBS affiliate on ch. 57 with 263 kw
and antenna 1,560 ft.

WCOL-AM-FM Columbus, Ohio O Pur-
chased by Nationwide Communications
Inc. from Great Trails Broadcasting for
$15 milion. Buyer owns WNCI-FM Co-
lumbus and WGAR-FM Cleveland, both
Ohio, plus one AM and eight FM's. Seller
owns WHAG-TV Hagerstown, Md;
WFFT-TV Fort Wayne, Ind.; WING(AM)
Dayton and WGTZ-FM Eaton, both Ohio,
and is seling KNCI-FM Sacramento,
Calif. (see below). WCOL{AM} has oldies
format on 1230 khz with 1 kw. WCOL-FM
has oldies format on 92.3 mhz with 22 kw
and antenna 754 ft.

KNCI-FM Sacramento, Calit. 0 Purchased
by EZ Communications from Nationwide
Communications for $13 million. Buyer
owns 3 AM's and 10 FM’s. Seller owns 1
AM and 11 FM's and is buying WCOL-

Proposed station trades

By dollar volume and number of sales

This week:

AM's 0 $4,412,250 0 6
FM's 0 $26,230,796 0 24
Combos 0 $24,747,750 0 10
Tv's O $34,080,000 0 2
Total O $89,470,796 O 42

So far in 1993:

AM’s O §53,226,374 0 183
FM's O $556,788,949 O 308
Combos O $633,946,390 O 169
TV's 0 $1,620,610,386 0 79
Total 0 $2,864,572,199 o 739

For 1992 total see Feb. 1, 1993 BROADCASTING.

AM-FM Columbus, Ohio (see above).
KNCI-FM has AOR format on 98.5 mhz
with 50 kw and antenna- 500 ft. Broker:
Kalil & Co. iInc.

KASP(AM) St. Louis, Mo., and WKBQ-FM
Granite City, lll. O Purchased by Zimco
Inc. (Jerome R. Zimmer) from WKBQ Li-
cense Corp. (Evergreen Media, Scott K.
Ginsburg) for $7 million. Buyer owns
WKKX-FM Jerseyville, lll.; KWOC(AM)-
KKLR-FM Poplar Bluff, KZIM(AM)-KEZS-
FM Cape Girardeau, KCMQ-FM Colum-
bia and KCLR-FM Boonville, all Missouri;
WOOZ-FM Harrisburg, Ill., .and brokers
maijority of programing time of WKBQ-FM
Granite City, IIl., and KASP(AM) St. Lou-
is, Mo. Seller owns KKBT(FM) Los Ange-

les and KMEL(FM) San Francisco;
WTOP(AM)-WASH(FM) Washington;
WLUP-AM-FM/WWBZ(FM) Chicago:

WFYV(FM) Atlantic Beach, WVCG(AM)
Coral Gables and WAPE(FM)} Jackson-
ville, all Florida, and KSNN(FM} Arlington
and KTRH(AM)-KLOL(FM) Houston, both
Texas. KASP has oldies format on 1380
khz with 5 kw day, 1 kw night. WKBQ-FM
has CHR format on 106.5 mhz with 90 kw
and antenna 1,027 ft. Filed Sept. 7 (AM:
BAL930907EA, FM: BALHI30907GH).
Broker: Bili Lytle.

WJMH-FM Reidsville, N.C. O Purchased
by Max Radio of The Triad Inc. (Larry
Saunders) from Beasley Broadcasting of
Reidsville Inc. (George G. Beasely) for
$3,200,000. Buyer owns WWDE-FM
Hampton and WNVZ-FM Norfolk, both
Virginia; WLMT-TV Memphis, WMTU-TV
Jackson and WEMT-TV Greenville, all
Tennessee, and has bought, subject to
FCC approval, WMQX-AM-FM Winston
Salem, N.C. Seller owns 5 AM's, 16 FM's,
and 1 TV. WIMH-FM has Churban format
on 102.1 mhz with 66 kw and antenna
1,065 ft. Filed Sept 24 (BALH-
930924GH).

WOKC(AM) Okeechobee, Fla. O Pur-
chased by Amaturo Group Ltd. from
Okeechobee Broadcasters Inc. for $3
million {price includes covenant not to
compete). Buyer owns WKGR-FM Fort
Pierce, Fla.; WRUS(AM)-WBVR-FM Rus-
sellville, Ky.; KKMJ-FM Austin  and
KFGI(AM) Rollingwood, both Texas, and
KFRG-FM San Bernardino and KOOJ-FM
Riverside, both California. Seller owns

lop 40 Hispanic dance format on 1570
khz with 1 kw day, 14 w night. Filed Sept.
7 (BAL930907Gl).

WIRL(AM)-WSWT-FM Peoria, lll. O Major-
ity share purchased by James D. Glass-
man from Community Radio Inc. for $2.3
milion. Buyer owns  WMCL(AM)
MclLeansboro and WTAO-FM Murphys-
boro, both lIllinois, and WKWX-AM-FM
Wheeling, W.Va. Seller has no other
broadcast interests. WIRL has adult con-
temporary format on 1290 khz with 5 kw.
WSWT-FM has adult contemporary for-
mat on 106.9 mhz with 50 kw and anten-
na 480 ft. Filed Sept. 14 (AM: BTC-
930914GH, FM: BTCH930914GG).

KKYK-FM Little Rock, Ark. O Purchased
by Signal Media of Arkansas Inc. from
Shepard Communications of Arkansas
Inc. for $2 mitlion. Buyer owns KBIS{AM)-
KHLT-FM Little Rock, Ark. Seller owns
WWKI(FM) Kokomo, ind. KKYK-FM has
CHR format on 103.7 mhz with 100 kw
and antenna 1,510 ft. Filed July 29
(BALH930729GF).

WYNU-FM Milan, Tenn. 0 Purchased by
Chio Broadcast Associates from Andrew
Jackson Broadcasting Corp., debtor-in-

. possession, for $1,226,000. Buyer owns

KEYS(AM)-KZFM-FM  Corpus  Christi,
Tex., and WIST-FM Lobelville, Tenn. Sell-
er has no other broadcast interests.
WYNU-FM has adult contemporary for-
mat on 92.3 mhz with 100 kw and anten-
na 991 ft. Filed Sept. 9 (BALH-
930909GG). Brokers: Blackburn & Co.
and Thober-Van Huss & Association.

KMXK-FM Cold Spring-St. Cloud, Minn. O
Purchased by Andrew Hilger from Gross
Communications Corp. for $1.2 million.
Buyer owns WJON(AM)-WWJO-FM St
Cloud, Minn. Seller owns WLOQ-FM Or-
lando, Fla. KMXK-FM has new age for-
mat on 94.9 mhz with 50 kw and antenna
492 ft. Brokers: Randall E. Jeffery and
George I Otwell, Media Venture Part-
ners.

WSUV-FM Fort Myers Villas, Fla. O Pur-
chased by WSUV Inc. (Schefflera Inc.)
from Sunshine Broadcasting Inc. for
$350,000. Buyer owns WJBX-FM Fort
Myers Beach, Fla; WKAZ(AM)-WKLC-

FM St. Albans, W Va.; WABQ(AM) Cleve-

land, Ohio, and WDJB-FM Columbia
City, Ind. Seller has no other broadcast
interests. WSVU-FM has adult contempo-
rary format on 106.3 mhz with 6 kw and
antenna 266 ft. Filed Sept 3
(BALH930903GI).

KAND-FM Corsicana, Tex. O Purchased
by Rodriguez Broadcasting Inc. from
KAN-D Land Inc. for $900,000. Buyer
owns KESS(AM)-KLTY(FM) Fort Worth,
Tex. Seller owns KAND(AM) Corsicana,
Tex. KAND-FM has C&W format on 107.9
mhz with 100 kw and antenna 842 ft.
Filed Sept. 9 (BALHS30909GF).
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Seventh Annual
Interface Gonference

"Where Do We Go From Here 2"

Tuesday, November 9,1993

Omni Shoreham Hotel
Washington, D.C.

« Government leaders present their views on key
issues that will shape the television and radio industry.

« Top financial analysts share their forecast for the business
of television, radio and cable.

* A debate on "HDTV: Boom or Bust."
* Ten of the fop entertainment industry executives examine

the changing role of broadcasting and cable networks, cable
MSOs, telephone companies and studios.

|
|

ANSWER

Kevnote address Luncheon address Chairman's kevnote®

Congressman Sam Donaldson Reed Hundt
Edward Markey ABC News FCC Chairman designate
(D-MA)
* Invited




Broadcasling & Cahle Magazine and the Federal Commu
present the

NTERE!

“Where Do We Go From

Tuesday, November 9, 1993 Omni Shoreham Ho

SEVENTH ANNUAL
BROADCASTING
/ CABLE

Learn what's in store for the television, cable

regulators and industry executives. These spea
and their vision. They will also answer questio

10:00-11:00 am

B:00 — 8:45 am. Informal Breakfast
Commissioner 3 -
James Quello 8:45 — 9:00 a.m. Welcome and Intro
;‘_‘-“"""““"""°"" -ﬂ:ﬂ[l— 9:30 a.m. Congressional Key!

Congressman Edwai
Chairman, House Te
Subcommitte

Commissioner

! 9:30 — 10:00 a.m. FCC Chairman’s Ke
Ervin Duggan -

Reed Hundt, FCC C|
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10:00 — 11:00 a.m.  FCC Commissione
Commissioners Que

11:00 — 1115 a.m. Coffee Break

Commissioner
Andrew Barrett 11:15 — 12:15 p.m, Economic Forecasi
FccC Steven Rattner, Laz:

David Londoner, We
John S. Reidy, Smitt
Dennis.H. Leibowitz,
Donald Russell, Con
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Broadcasters
Cable Executives
Bankers
Syndicators
Producers
Lobbyists
Lawyers
Marketers
Legislators
Journalists

Financial Analysts

Who
will be
presenting?

Who
should
attend?

The FCC

Congressman
Edward Markey

Leading Financial
Analysts

Sam Donaldson

Network Presidents

Cable Executives

Studio Chiefs

|
[

Telephone Company
CEOs




-» Trends in legislation

and regulation that will

shape our industry.

* Opinions and views
held by the FCC.

* Forces impacting
the financial fortunes
of entertainment
companies.

« Prospects for HDTV.

* How top broadcast
and cable networks,
cable MSOs, telephone
companies and studios
see their evolving roles.

| What
-~ will cap
the event?

THE THIRD ANNUAL
BROADCASTING
& CABLE
“ HALL OF FAME"
AWARDS DINNER
This year’s honorees:

Gene Autry

Phil Donahue
John Hendricks
Don Hewitt
Bruce Morrow
Ralph Roberts
Lucie Salhany
Barhara Waliers
Richard Wiley

Black Tie « Benefit for
International Radio &
Television Foundation
and Museum of
Television & Radio
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cations Bar Association

CE

1ere 27

Washington, D.C.

dio industries from top legislators,

ill present and debate their views
ed by the audience.

ns

key (D-MA)
munications & Finance

n designate (invited)

al
jgan and Barrett

res
Schroder
3y Shearson
dsen Lufkin & Jenrette
ations Equity Associates

2:30-4:45 pm

Barry Diller
Chairman & CEO
QVC Networks Inc.

( Invited )

Richard Frank
President
Walt Disney Studios

John Hendricks
Chairman & CEQO
Discovery
Communications Inc.

Alex Mandl
CFO/Group Executive
AT&T Communication
Services

Barry Meyer
Executive Vice President
Warner Bros. Inc.



The perfect end to a terrific Interface:

THIRD ANNUAL
BROADCASTING & CABLE

*HALL OF FAME?

AWARDY DINVER

TUESDAY, NOVEMBER 9, 1993
7:00 P.M. — BLACK TIE

OMNI SHOREHAM HOTEL
WASHINGTON, D.C.

1993 Inductees:

GENE AUTRY
PHIL DONAHUE
JOHN HENDRICKS
DON HEWITT
BRUCE MORROW
RALPH ROBERTS
LUCIE SALHANY
BARBARA WALTERS
RICHARD WILEY

MC: SAM DONALDSON

Music and Political Satire by
The Capitol Steps

Proceeds benifit the International Radio & Television
Foundation and the Museum of Television & Radio

See coupon inside this poster for ordering information
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KKVV(AM) Las Vegas O Purchased by
Carl J. Auel and Patricia A. Jones from
James E. Auel and Jane A. Filler, all of
Las Vegas Broadcasters Inc., for
$17,000. Buyers own KKXX(AM) Para-
dise, Calif., WCHP{AM) Champtain, N.Y.;
and WLVJ(AM) Royal Palm Beach,
WWLO(AM) Gainesville and WORL(AM)
“hristman, all  Florida,  Seller owns
SBV(AM) Lithia Springs, Ga., and
“X(AM) Cullaham, Fla. KKVV has reli-
“talk format on 1060 khz with 5 kw
lled Sept. 8 (BTC930908EE).

M Mount Morris, lll. O Purchased
ican Family Asscciation Inc.
Media Inc. for $10,000. Buyer
FM) Tupelo and WQST-AM-
oth Mississippi. Seller has
Jcast interests. WSEY-FM
with 2.7 kw and antenna
13 (BALH930913GQ).

Ohle O Purchased by

eqﬁ w Sr. from James P.
"\_‘6\6 er owns WAXZ-FM
RO 7-FM Milford, both
MW hicola, Fla., and
e r. Seller has no
WAQL-FM is
antenna 328

- 310GK).
d shased by
‘ n KPJN-
a 70 and

Granath to head new ABC division

Capcities/ABC last week created a new unit, ABC Cable and International
Broadcast Group, and named Herbert A. Granath president as well as a
senior vice president of Capcities/ABC.

The new division will encompass Capcities’ various cable interests,
including ESPN and ESPN2, Arts &
Entertainment Network and Lifetime
Television, as well as management
of investments in international pro-
graming services and international
production and distribution compa-
nies, and licensing of programs
owned by Capcities/ABC to world-
wide markets.

“We recognize that international
development and investment will be
a primary area of growth for the
company as we capitalize on our
current solid positioning in Europe,
Latin America and the Pacific Rim,”
said Daniel Burke, Capcities/ABC president. “The launch of ESPN2 and
continued expansion of ESPN, Arts & Entertainment and Lifetime reflect
the strength of their positions in the cable market.”

Granath, who will report to Burke, had been president of Capcities/
ABC's Video Enterprises.

The company’s other divisions are ABC Television Network Group,
Capcities/ABC Broadcast Group, Capcities/ABC Publishing Group and
Capcities/ABC Multimedia Group. —PV

L

BUSINESS _—

seller
JN- Stafford (husband and wife) from Paul C. | kw day. WTLT-FM has contemporary
? vith | McBeth lil, Alan M. Murdoch and Co- | Christian format on 107.1 mhz with 3 kw
) A 23 | rinne C. Murdoch, all of FARR Communi- | and antenna 328 ft. WWHT-FM has
\\Qj\% cations Inc., for $2 and $1,500 for medi- | dance CHR format on 105.7 mhz with 6
v WS cal expenses incurred Dby them | kw and antenna 100 ft. Filed Sept. 8
A & a subsequent to their leaving the employ of | (WNRJ: BTC930908GF; WTLT:
RN FARR. Buyer and seller have no other | BTCH930908GG;  WWHT:  BTCH-
S0 ¥ wroadcast interests.  WESA(AM) has | 930908GE).
2 o o™ o fult contemporary format on 940 khz | KSKA-FM Anchorage 0O Purchased by
R \%““\i\& 1250 w day, 5w night. WESA-FM has | Alaska Public Television inc. from Aurora
'\\6\‘\%\\\6‘\ Q\g\ko o * contemporary format on 98.3 mhz | Community Broadcasting Inc. for no
o0 é\c‘bQ RN kw and antenna 300 ft. Filed Sept. | cash consideration. Deal is merger
“0%‘\\ ¢*© R 5 ‘4:|)BTC9309TOGJ: FM: BTCH- whrc-]zreby 'APT will ass%me dall assets,
et ob v - rights obligations and broadcast inter-
k4 ‘6\%56‘\@5 ks ,&00\3“ ) Hallie and WWIB-FM Lady- | €5ls. Buyer owns KAKM(TV} Anchorage.
« o Qo e “eqﬁ* ) \ Wisconsin O Ownership | Seller has no other broadcast interests.
:&6‘“5 & & 6‘66 0 I o om Warren E. Steward (de- | KSKA-FM has news, jazz, classical for-
. © (.Se\\*J o wife, Mabel Louise Stew- | maton 91.1 mhz with 36 kw and antenna
ot it ® A i s of Sound Inc. WOGO | 126 ft. Filed Sept. 21 (BALH930921GF).
32 “0“6\@ e 5 i“"_‘i, Tat on 680 khz with 2.5 | KEZJ(AM) Twin Falls, Idaho O Purchased
R AL PO ht. WWIB-FM has reli- | by College of Southern Idano from B&B
o Ry \Ce\sfé‘el‘o format on 103.7 mhz | Broadcasting Inc. for no cash consider-
s e FatWo o tenna 706 ft. Filed | ation. Buyer owns KBGH-TV Filer, idaho.
}\6:,5\6 «c\\s&“e @d;\‘s 02 o “)BTC930913GH: Seller owns KEZJ-FMKLI)&AM—F}LVI Twin
o W AR\ G ). Falls, Idaho, and KLAD-AM-FM Klamath
%:‘@‘00(‘\?‘} 06*05\3‘_‘&:\@\ 25 “ircleville and | Falls, Ore. KEZJ has country format on
SO, S < s Ohio O Stock | 1450 khz with 1 kw. Filed Sept. 7 (BAL
Ls%”xo &0% v Casagrande | 930907EC).
W e o “ Tel Lease | WAHT(AM) Annville-Cleona, Pa. O Pur-
’ gefe c© PA INRJ(AM)- | chased by Patrick H. Sickafus from R & R
3“6,;4%«0%5 “FM Mar- | Industries Inc. for $1.00. Buyer has no
ot <& - WQTL(FM) | other broadcast interests. Seller has no
WO @ a® o WCJS(AM)- | other broadcast interests. WAHT has talk
o Qe,\e’ Cll. WNRJ has adult | format on 1510 khz with 5 kw daytime.
o . ormat on 1540 khz with 1 | Filed August 31 (BAL930831EA).
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Infinity buys WPGC for $60 million

Group owner will soon have FM-FM combos in four of top-10 markets

By Peter Viles

ow much longer can Infinity

Broadcasting snap up radio sta-

tions? Not much longer at this
rate, because Infinity will soon own
16 FM stations, just two short of the
national limit of 18. Infinity points
out, however, that effective in 1994,
the ownership limits increase to 20
each for FM and AM.

Infinity last week announced plans
to purchase its 16th FM station and its
ninth AM, WPGC-AM-FM Washington,
from Cook Inlet Radio for roughly $60
million.

WPGC-FM, traditionally at or near the
top of Washington ratings, has an ur-
ban contemporary format. It ranks a
commanding first among listeners 12-
plus, with a 9.4 share (spring Arbi-
tron, AQH total week share); morning
man Donnie Simpson ranks first in
morning drive.

Infinity already owns WIFK-FM
Washington, which drew a 4.2, 12-
plus share in the spring Arbitron and
has Howard Stern in the moming.

WPGC will have 1993 billings of
roughly $13 million and will produce
approximately $7 million in cash
flow, according to a source familiar
with the station.

*“It's a home run,”” UBS Securities
analyst Ed Hatch said of the deal.
*Not only does Infinity add another
strategic FM duopoly, they get a very
well run property from Cook.”’

Cook Inlet had been entertaining of-

fers for wWPGC for some time, and Ev-
ergreen Media first emerged as a like-
ly buyer. Those talks fell through,
however, paving the way for Infinity
and also, perhaps, a legal battle over
the sale, according to William Steding
of Star Media, a broker familiar with
the talks between Evergreen and Cook
Inlet. ‘I would suspect that the an-
nouncement of this deal will mush-
room into a significant legal battle in-
volving Evergreen, Infinity and Cook
Intet,”” Steding said.

Evergreen and Infinity are already
battling over Evergreen’s decision to
drop Howard Stern’s momning show
from wLuP(aM) Chicago, a move that

prompted Stern and Infinity to file a
$45 million breach-of-contract suit.

WPGC-FM will be Infinity’s only ur-
ban-formatted operation, but it fits in
well with Infinity’s established strate-
gy of buying top-performing station:
built on franchise personalities such ¢
Simpson. Perhaps not coincidentall
Unistar Radio Networks, which is r
by Infinity, has already announ
plans to syndicate Simpson’s mon
show.

WPGC(AM) has an all-business-
format and draws small ratings—
not show up in two of the la
Arbitron surveys. Both stations
censed in Momingside, Md.

With Zap in hand, Stand
News plans expansion

Ultimate goal is to develop video newswire, chi

By Peter Viles
tandard News, the upstart wire
service owned by Pat Robert-
son’s U.S. Media Corp., is qui-
etly planning to expand into regional
newsgathering, with hopes of emerg-
ing as a serious competitor to Associ-
ated Press.
And with the basics of a radio news-

Dase*

11/91

Srarion Price

8/92 WUSN-FM Chicago
WZLX-FM Boston
WZGC-FM Atlanta
9/92 WIP(AM). Philadelphia* $17 million
6/93

10/93 WPGC-FM Washington $60 million

*Dates of announcement of sale agreements

WFAN(AM) New York $70 million = Emmis

$100'million Cook inlet

KRTH-FM Los Angeles $110 million Beasley

| Infinity’s shopping spree

Seller Notes

Highest price ever for
standalone AM

Gives Infinity FM-FM
combinations in Boston,
Chicago

Like WFAN;, ail-sports
Highest price ever for station;
gives Infinity two FM’s in L.A.
Gives Infinity two FM'’s in
Washington

Spectacor

Cook Inlet
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We've Got News For You...

ABC DATA Puts You Ahead of The Competition.

ABC DATA: A satellite-delivered, hard copy system allowing ABC's
resources to work mare effectively for your station. Now providing...

» CRISIS COVERAGE: Up-to-the-minute Bulletins, Special Reports, Advisories.
= SOUNDBITE FEEDS: A new era in Newscalls, Sportscalls, Special Newscalls.

= USA TODAY RADIO: Trail blazing with copyrighted USA Today Script Service.
« AUDIO DATE BODK: The latest technology brings you historic soundbites.

Make ABC DATA Work For You Today!

West Affiliation East Affiliation
aussrz0 S MBC RADIO NETWORKS 2124565200




We’ve Always Repres
Now We Represent Br

CBS Radio Representatives is very pleased to announce
that we have been selected to provide national sales
representation to the entire Brown Broadcasting family
of radio stations.

These properties are among the West Coast’s finest
radio stations, and we are thrilled at the opportunity
to serve them.

As a family of radio stations, perhaps they sensed a
kindred spirit in the CBS family. After all, we are a

broadcasting company, not just a sales organization.
We share the values and standards of America’s top
broadcasters, including Brown Broadcasting.

Atlanta Boston Chicago Dallas Detroit Los Angeles
Chad Brown Amy Caplan Rocky Cosgrove Linda Weaver David Rice Scott Springer
404/233-8281 617/728-1916 312/951-3286 214/526-0557 313/351-2161 213/460-3701



ented Commitment ...
own Broadcasting Too!

We are proud to welcome ...

KKSF-FM/San Francisco
KGB-FM/KPOP-AM/San Diego
KRWDM/Seattle

KXOA-AM & FM/
KQPT-FM/Sacramento
KJFX-FM/KYNO-AM/Fresno

...to our family of represented stations. We look forward
to providing excellence in national sales to one of
America’s finest radio groups.

CBS RADIO
REPRESENTATIVES

..representing America’'s
most influential radio stations.

flinneapolis New York Philadelphia San Francisco St. Louis Seattle
<aren Miller Marc Gross Michael Garrity Marco Camacho David Brennan Larry Adams
12/371-9051 212/975-5354 215/668-5990 415/765-4006 314/444-3221 206/654-4104



resources and comprehensive cover-
age, Standard appears to be taking an
approach similar to the one that Zap-
news tried: let stations dictate the
amount of news they want, and charge
them based only on the news they buy.

In theory, although such a strategy
cedes to AP the claim of a more com-
prehensive newsgathering service, it
offers stations a lower-cost alternative
tailored to their needs. ‘“We think the
wire service business should be cus-
tomer driven,” Barth says. ‘‘You'll
see some developments from us that
stress flexibility to the end user.”’

Standard hopes to beef up Zapnews,
which struggled in its bid to stake out
ground as a low-cost competitor to
AP. Standard has made a new agree-
ment with Reuters to provide interna-
tional news for the wire, an agreement
that Zapnews originally had made, but
had later lapsed amid Zapnews’s fi-
nancial difficulties. Standard is also
expanding its Washington staff from
11 to 26, and says it will soon an-
nounce an agreement with a national
news supplier.

By buying news from other suppli-
ers, Standard hopes to expand Zap-
news’s flimsy regional offerings with-
out going through the costly process of
hiring its own staff and opening re-
gional bureaus, ‘‘The theory is that
there are lots of people out there al-
ready gathering news regionally, but
not selling it to broadcasters,”” says
John Redman, managing editor for the
wire service.

It should come as no surprise that

U.S. Media is trying to build a wire
service. The company, under Robert-
son, took a long look at UPI before
deciding not to buy the troubled wire
service. ‘“We came to the conclusion
that UPI, although it had a great name
and some good people, was old and

K¢y |

broken,”” Barth says. But at the same
time, the company decided there was
room for a competitor to- AP in the
wire service business.

““We’ve jumped in at a time when
the cost of technology has come way
down,’’ Barth says. L

Telephone ad-delivery
network launched

By Peter Viles

igital Generation Systems last
D week launched a 500-station ad-
vertising network that will allow
advertisers and short-form program

““The DGS Network
will stimulate creativity
among radio
advertisers by
shortening the time
from conception of an
idea to delivery of the
message.”’

Henry Donaldson,
president/CEQ, DGS

producers to transmit radio spots to
stations via phone lines as quickly as
four hours after the ads are produced

listenership.

3.9)

other major markets.

Z-100, WCBS hot in New York

The summer Arbitron survey—probably the least important of the four
ratings books—brought good news for weBs(aAM) and WHTZ-FM in New
York, and continued success for Spanish KLAX-FM Los Angeles.

In New York: wcas finally topped its all-news rival, wiNs(am), in total-
week average-quarter-hour share, 3.6 to 3.4, ending the 10-year winning
streak that Group W’s wiNs had enjoyed. Shamrock’s wHTz-FM, mean-
while, surged from 3.8 to 4.7, and from eighth to second in overall

Howard Stern, on Infinity’s wxrK-FM New York, maintained his morning
drive dominance, and urban-formatted wrks-FMm held the top spot overall.
New York’s top five: WRKS-FM (5.7 share), WHTZ-FM (4.7), WABC(AM) (4.5)
WLTW-FM (4.3) and wxRK-FM and wBLS-FM (both 4.1).

In Los Angeles: Howard Stern, heard there on KSLX-FM, dropped to
third in morning drive, behind Mark Thompson and Brian Phelps on KLOS-
FM and market-leading Juan Carlos Hidalgo on KLAX-FM.

Overall, KLAX-FM topped the market with a 6.6 share, followed by KPWR-
FM (4.9), KOST-FM {4.7), KFi(AM) (4.1) and KROQ-FM and KIIS-AM-FM (both

3

Next week’s Radio section will carry more detailed Arbitron rankings for

—PV

in studios.

The DGS Network, which connects
stations to major ad agencies and pro-
duction houses, enables transmission
of spots over phone lines, replacing
the cumbersome system in which ad-
vertisers copy, package and mail spots
overnight to stations.

In unveiling the system, DGS said
that it would ‘‘move radio into the
information age’” and would ‘‘restore
radio advertising’s immediacy and im-
pact.”’

The new system was demonstrated
at a press briefing in New York that
featured an appearance via telephone
by Tom Bodett, the veteran Motel 6
pitchman. Bodett, whose Alaska pro-
duction studio is linked to the DGS
Network, sent a CD-quality message
to the unveiling in New York.

““Now that it’s possible to send
spots within hours, DGS has practical-
ly moved production studios into radio
stations,”” Bodett said.

*“The DGS Network will stimulate
creativity among radio advertisers by
shortening the time from conception
of an idea to delivery of the mes-
sage,”’ said Henry Donaldson, presi-
dent and chief executive officer of
DGS. ‘‘Agencies and broadcasters
will be able to focus on what they do
best: communicate with consumers.”’

DGS said that it is adding roughly
40 stations to the network each month.
Member stations dedicate a phone line
and pay the cost of the line plus deliv-
ery charges for each spot. DGS pro-
vides a special terminal capable of re-
ceiving and playing back CD-quality
spots.

For normal 12-hour service, the
cost is $15 for the first spot and $2 for
each subsequent spot tied to the first;
for ‘‘urgent’’ four-hour service, the
charge is $35 per spot. ]

5
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Telco bill divides cable, broadcasters

NAB opposes telco buyouts of existing cable systems;
cable industry seeks flexibility for mergers, joint ventures

By Kim McAvoy

roadcasters and cable operators

generally favor legislation per-

mitting telephone companies to
offer cable service where they also
provide telephone service. But they
disagree over a key point.

Convinced that two-wire competi-
tion is vital, broadcasters are insisting
on a flat prohibition against telcos
buying out or forming joint ventures
with local incumbent cable systems.

Cable, on the other hand, thinks
that telcos and cable operators should
be allowed to form joint ventures or
merge in some markets under certain
circumstances.

The burden of proof is currently on
cable. Telco-entry legislation now
pending in the Senate (S. 1986) con-
tains a buyout prohibition. Senate
Communications Subcommittee
Chairman Daniel Inouye (D-Hawaii)
and John Danforth (D-Mo.), the rank-
ing Republican on the parent Com-
merce Committee, introduced the
measure.

The National Association of Broad-
casters likes the idea of a “‘second
wire”’ into the home competing with
cable, says NAB President Eddie
Fritts. But broadcasters don’t want to
see telcos buy up cable systems in
their service areas, he says. “‘We
think it’s criticaily important that con-
sumers have a choice,”” says Fritts.

““We don’t want to trade one mo-
nopoly for an even larger one,”’ says
NAB Executive VP Jim May, citing
the trouble broadcasters had in negoti-
ating for retransmission-consent com-
pensation from the current cable ‘*mo-
nopoly.”

““We’d like a second buyer for our
product,”” says CBS lobbyist Martin
Franks. Many broadcasters are ** fed
up”” with their cable operators, he
says.

The National Cable Television As-
sociation opposes the blanket ban
against buyouts and joint ventures in
the Danforth-Inouye bill. Joint ven-
tures should be allowed where they do
not ‘‘create monopolies or lessen com-
petition,”’ it says in a position paper
released last week.

the same market.

vestment in the infrastructure.”

Markey invites telco entry

Representative Ed Markey (D-Mass.) is ready to repeal the statutory
prohibition against common ownership of telephone and cable systems in

The chairman of the House Telecommunications Subcommittee last
week said that he will work with his subcommittee’s ranking Republican,
Jack Fields (Tex.), to craft a bill that promotes “direct competition be-
tween telephone companies and cable companies and encourages in-

The legislation should be “viewed as part of a broader agenda to
restructure the telephone industry so that it can contribute to the commu-
nications needs of the future,” he said in a speech at the annual conven-
tion of the U.S. Telephone Association in Boston.

The so-called telco entry measure offered by Representative Rick
Boucher (D-Va.) “provides a good starting point,” Markey said. Tele-
phone companies should be required to provide cable through a separate
subsidiary with safeguards insuring that ratepayers are protected, he
said. Telcos should aiso be barred from buying out cable systems in their
service territory to insure competition, Markey said.

The legislation shoulid “allow for a video platferm that would be part of
the network and that would be available to all programers, including the
telco programing affiliate, on a common carrier basis,” he said.

—KM

Cable operators and telcos, for in-
stance, should be permitted to jointly
build broadband networks as long as
they use the commonly owned facili-
ties to compete with one another, says
an NCTA official.

And joint ventures or buyouts
should be permitted where advanced
networks would not otherwise be
built, the position paper says. “‘In ru-
ral areas, cable and telephone compa-
nies individually may not have the
economic basis to build advanced in-
formation infrastructures due to the
higher costs of serving those areas,”” it
says.

Broadcasters are no more amenable
to joint ventures than they are to
buyouts.*“We don’t see how anyone
would be helped if [Tele-Communica-
tions Inc.] and Bell Atlantic are al-
lowed to sit down in the back room
and carve up the world,”” NAB’s May
says.

CBS’s Franks says telcos should not
even be allowed to hold a non-control-
ling interest in cable incumbents.
Franks calls US West’s investment
in Time Warner a ‘‘one-wire’’ deal.
And “‘it’s one wire that’s not even a
common carrier,”’ he says.

Much of the broadcasters’ interest
in telco entry stems from their failure
to strike lucrative cash deals with ca-
ble on retransmission consent.

“‘In all the retransmission negotia-
tions with cable, broadcasters are still
dealing with a monopoly,”” says one
broadcaster. “‘In the end cable’s going
to win. If you have telcos in the mar-
ket, it’s a whole different ball game.
Then, cable has its back to the wall.”’

McGraw-Hill  Broadcasting’s  Ed
Reilly is ready to see telcos give cable
some competition. ‘‘Some form of
competition will be good for us,”” he
says.

Cosmos Broadcasting President Jim
Keelor agrees. He says the retransmis-
sion negotiations allowed broadcasters
to enhance the value of their signals.
*‘But it clearly did not result in the
clear dollar windfall broadcasters as-
sumed would happen.”

A competitive cable market **makes
our product more valuable,”” says
Keelor. “‘If Congress allows telco en-
try, then I think retransmission con-
sent will take on a whole different
light.”

Fred Walker, who runs KwQC-TV

Davenport, lowa, says he’d rather
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deal with telephone companies than
cable. ‘‘Cable does nothing but rip
communities off,”’ he says. And Joe
Carriere, who runs several small-mar-
ket stations in Colorado, sees telcos as
a ‘‘viable option in the near future.””

The cable industry also says that it’s
ready for a ‘‘competitive world.”” In
its position paper, NCTA says law-
makers must adopt policies that *‘fos-
ter facilities-based competition; permit
the capital formation necessary to
build advanced communications infra-
structures, and exercise caution in re-
moving the restrictions on local phone
companies.”’

The NCTA, says an official, sup-
ports telco entry into cable, but on a
“‘staged entry’’ basis. Telcos would
have to pass an ‘‘effective competi-
tion’’ test before they would be al-
lowed in, the paper says. If competi-
tion does not develop, telcos would be
permitted to offer cable after seven
years, it says.

Eager to see telcos compete with
cable, the NAB is wary of NCTA’s
“‘staged entry”’ proposal. ‘“‘I'm not

WASHINGTON

sure ‘staged entry’ is pro-competitive
or pro-consumer,’’ says NAB’s May.

and local prohibitions against cable
getting into the local telephone busi-

NCTA also wants to pre-empt state | ness.

USTA to seek major role in
developing telco-cable rules

Insisting that the telephone companies “have the track record to furnish
the information superhighway,” incoming United States Telephone Asso-
ciation Chairman Gary W. McBee pledged that the organization will be a
major player as telco-cable regulations are “hammered out in Washing-
ton.”

McBee, at last week's USTA annual convention in Boston, said that
collaboration between information providers is “clearly the order of the
day.” He said that “technology is driving the bus” of the information
revolution because federal regulators and legislators are “apparently in a
daze.” USTA he said, should sound a wakeup call to Washington:
“Decide or deregulate.”

Former executive vice president of external affairs at’ Pacific Bell,
McBee told BROADCASTING & CABLE after his speech that he would not
permanently replace association President John Sodolski, who retires
QOct. 31. McBee said he would serve as temporary president until Sodol-
ski's replacement is selected. He added that interviews will begin next
week and while he can't provide an exact transition timetable, he hopes
the permanent changeover will come “sooner rather than later.” -Bill Kirtz

_

Medill School of Journalism, Northwestern University

Graduate School of Journalism, Columbia University
Henry Grady School of Journalism, University of Georgia
School of Journalism, University of Southern California

proudly announce the

National Arts Journalism Program

Supported by a grant from the Pew Charitable Trusts, the National Arts Journalism Program

is designed to assist mid-career arts journalists who have the potential to make substantive

contributions to the national discourse on the arts and culture. Fellowships cover course work in the

arts and journalism as well as practical involvement in the arts. Beginning in September 1994,

12 fellows will pursue a 10-month program of study at one of the participating schools. Fellows will

receive a $30,000 stipend; tuition, fees and other university costs will be borne by the program.

The successful applicant must be a working arts reporter, critic or editor with at least five years of

experience and a demonstrated dedication to arts journalism. Application deadline: January 31, 1994.

For further information and application forms please write:

National Arts Journalism Program

Medill School of Journalism
Northwestern University

680 North Lake Shore Drive, Suite 818

Chicago, Illinois 60611-4402

Oct 11 1993 Broadcasting & Cable



WASHINGTON

Ted Turner took a minie ball in the chest while leading
his regiment up Cemetery Ridge, but he survived the film-
ing of ““Gettysburg’’ to host the theatrical film's gala pre-
miere in Washington last Monday.

More than 2,000 accepted Turner’s invitation to witness
the four-hour epic and to schmooze afterwards with him,
wife Jane Fonda and some of the film’s real stars, including
Martin Sheen, Jeff Daniels and Sam Elliot. Ken Bums,
producer of PBS’s Civil War and another cameo player,
was also on hand.

The crowd included a whole company of FCC officials
led by Commissioner Ervin Duggan. Among the some 200
lawmakers ~ were  the
House’s telcom experts,
Ed Markey (D-Mass.) and
John Dingell (D-Mich.).
From the Senate Commerce
Committee: Republicans o
Trent Lott, Conrad Burns and Ted Stevens and ’ﬁ
Democrat Richard Bryan. | 'Y

Reviews were mixed. While some praised the T@f
film for its historical accuracy and emotional im-
pact, others criticized it for being too long and too

The CRT’s other commissioners, Bruce Goodman and Ed-
ward Damich, testified in support of abolishing the tribunal.

Financial World magazine says the FCC deserves a

“B"” when it comes to effective management. In its Oct. 26

issue, the magazine looks at how several government agen-

cies are run and grades them accordingly. Some of the

others did not fare so well. The FTC received a C+; the

EEOC, C-, and the EPA, D. The SEC received the highest
i grade: A-.

2 The Senate Antitrust Subcommittee will hold

more hearings on legislation that would elimi-
77 nate the antitrust exemption that Major League
Baseball now enjoys. The
parent Judiciary Committee
postponed a vote on the bill
. after it became apparent that
committee members want to
further examine the impact
of the legislation. Eliminating the ex-
emption would make it impossible for
baseball to negotiate as a group for

TV rights.

melodramatic. One top cable executive offered a Edited By Harry A. Jessell

new title: *‘Rebel Without Applause.”’

Attorney General Janet Reno is expected to be the
star witness at a Senate Commerce Committee hearing
next week (Oct. 20) on TV violence. The hearing wili air
views on severa] bills, including that of Committee Chair-
man Emest Hollings (D-S.C.). His bill would ban the airing
of violent programing at times when children are watching,
and stations could lose their licenses for violating the ban.
Representatives from the broadcast and cable networks as
well as the Hollywood production community are also
expected to testify along with academics and other authori-
ties on the impact of TV violence on children.

Merrill Spiegel, legislative director for Representative
Rick Boucher (D-Va.), will join the FCC as top aide to
Reed Hundt when he takes over as chairman of the agency.
Spiegel, who handles all telecommunications issues for
Boucher, has been instrumental in helping Boucher to push
legislation that would create a more competitive cable mar-
ketplace by ending the ban on telco-cable crossownership.

Karen Brinkmann, a communications attorney with
Hundt’s law firm, Latham & Watkins, said earlier that she
would serve the new chairman as a legal adviser.

The fate of the much-maligned Copyright Royalty Tri-
bunal is hanging in the balance. Last week, the House
Judiciary Committee passed a bill that would abolish the
agency by Jan. 1, 1994, and would assign its responsibil-
ities to the Register of Copyright under the Librarian of
Congress. Arbitration panels would take over one of the
CRT’s chief duties: determining how much cable systems
must pay to carry distant broadcast signals, such as super-
station WTBS(TV) Atlanta.

The bill could come up at any time for a vote on the
House floor. The Senate also appears headed toward dis-
solving the CRT. Senate Copyright Subcommittee Chair-
man Dennis DeConcini (D-Ariz.) held a hearing last week
on his bill that would eliminate the tribunal. Despite CRT
Chairman Cindy Daub’s pleas to leave the agency intact,
the senators seem likely to move forward with the measure.

L

The Senate Commerce Commit-

tee approved the nomination of
Diane Blair to the Corporation for Public Broadcasting.
Blair is a member of the Arkansas Educational Television
Commission. At press time, her name was headed to the
Senate floor for likely confirmation.

The FCC should deny New Jersey Bell's video dialtone
application because the company has not provided answers
to specific questions from the FCC, according to the Na-
tional Cable Television Association.

The NCTA, in comments filed with the FCC, also said it
believes that the Bell Atlantic unit ‘‘does not plan to pro-
vide non-discriminatory access to its video dialtone plat-
form.”

The New Jersey Cable Television Association echoed
NCTA, accusing New Jersey Bell of intentionally withhold-
ing information to hide its plans. New Jersey Bell is seeking
commission approval to set up two fiber optic networks
(capable of carrying interactive and cablelike services) in
Dover Township and the boroughs of Florham Park, Madi-
son and Chatham.

C-SPAN Chairman Brian Lamb and producer Steve
Scully interviewed President Clinton for a special program,

i1 Er

I

Oval Office, airing Sunday, Oct. 17, at 9:30 p.m. Clinton
discusses his work habits and some of the historic moments
that have occurred in the office. |
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Reebok joins Cable Health Club

Shoe giant signs exclusive deal with new channel as both companies
go after the $27 billion home fitness advertising category

By Jim Cooper

R eebok has signed a long-term
“*multimillion-dollar’” sponsor-
ship deal with the Cable Health
Club—an association that could pump
up the new network’s exposure in the
home fitness industry.

Launched last month with carriage
deals with Jones Intercable and Com-
cast, the network expects to be in 4
million homes within a year.

Reebok is the network’s second ad-
vertiser; Helene Curtis hair-care prod-
ucts purchased a small advertising
package a few weeks earlier.

The sponsorship, Reebok’s first ad-
vertising relationship with Internation-
al Family Entertainment Inc. (IFE),
owner of the cable network, means the
athletic apparel giant will enjoy exclu-
sivity in the network’s athletic foot-
wear and clothing advertising category
until the year 2000.

Under terms of the deal, Reebok
also will have promotional tie-ins that
include home video and international
distribution. Reebok products will be
the network’s official appare!.

““The home fitness category is a $27
billion annual industry. Reebok is ac-
knowledged as the fitness industry
leader,”” says Tim Robertson, chief

executive officer of IFE.

The new cable channel will have a
powerful ally in Reebok International,
whose total sales for 1992 were $3
billion. The company’s principal oper-
ating units include the Reebok divi-
sion, Avia Group International and the
Rockport Co.

The Cable Health Club was formed
in response to the growing number of
Americans who exercise at home, a
company spokesman said.

“It’s a monstrous category,’’ says
Steve Lentz, senior vice president, ad-
vertising sales, of the home fitness and
health industry. And, he said, IFE rec-
ognizes an ‘‘unclaimed vertical cate-
gory,”’ in the business of health.

However, the network will likely
compete with four other fledgling
health and fitness networks: FXTV,
The Wellness Channel, The Health
Channel and The Health and Fitness
Channel.

*“We did it quietly while other enti-
ties were voicing interest in the cate-
gory,”’ Lentz says. He hopes the chan-
nel will reach adults 18-34 and expects
60% of the viewers to be women.

More than 58 million viewers of
The Family Channel will be able to
sample the new network’s programing

Ratings are average of Sept. 21 and 28.

Tuesday 9-10 p.m.:
The bargain-in-buying controversy

Advertising agencies have already said that NYPD Blue may be the hit of
the season, but now it's proving to be the bargain of the season as well.
Thanks perhaps to the controversy surrounding the adult-themed show,
it's pulling in valued 18-49 viewers in droves. (Last week, 48 affiliates still
refused to carry the program, giving it coverage in 92% of the nation.)
Here’s how it fares against the competition:

Program Cost per Total
30-sec. spot household
NYPD Blue $115,000 156.2/25
CBS Movie 125,000 14.7/24"
Dateline NBC 100,000 9.9/16

*Average for entire Tuesday night 9-11 p.m.

]

Cost per 18-49 Cost per
point rating point
rating {rotal) (18-49}
$7.565 11.5/29 $10,000
8,503 7.2/18 $17,361
10,101 5.9/15 $16,949

daily from 5 to 6 a.m. and from 11:30
a.m. to noon.

“*Cable Health Club represents a
unique strategic media alliance that al-
lows product exposure for Reebok as
well as an opportunity to bring Ree-
bok’s fitness leadership to life on a 24-
hour-a-day basis,”’ says Angel Marti-
nez, president, Reebok  Fitness
Division.

Both Reebok and IFE are aggres-
sively seeking to capture the attention
of consumers of home fitness equip-
ment, says Tim Robertson, CEO of
IFE. ““We've been poised for some
time now to launch this network.

““We’'ve committed our full re-
sources to this venture and quietly as-
sembled the network to insure our
strategic advantage in the market-
place,’” says Robertson, who adds that
he expects more sponsors to sign and
to close deals with multiple system
operators in the weeks leading up to
the network’s national premiere on
Dec. 2 at the Western Cable Show in
Anaheim, Calif.

The network also represents an alli-
ance between IFE, which had the re-
sources to launch a new cable net-
work, and Jake Steinfeld, who had the
expertise in fitness broadcasts and will
handle the new network’s programing.
Steinfeld stars in The Family Chan-
nel’s series Big Brother Jake.

Lentz says that he is considering at
least a dozen proposals for other
would-be sponsors, but he expects the
show will have no more than three
large sponsors.

Reebok sponsored the new network
because it is the most established of
the up-and-coming fitness channels
and because the association with
Steinfeld adds to the quality of the
network’s image, says Martinez.

““The home fitness and healthy liv-
ing focus of the network, its distinc-
tive programing approaches and the
extensive involvement of Jake Stein-
feld as part owner, fitness executive
and lead on-air talent were appealing
elements to us,”’ says Martinez. n J
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Health-care
package
good for
business

By Christopher Stern

Communications Workers of America
also bought ad time.

As the debate heats up, both the
tobacco and the alcohol industries are
expected to jump in to fight the so-
called sin taxes. If history repeats it-
self, home states of waffling members
of Congress will see a boon in spot
sales in the days leading up to the

tions in Las Vegas, Milwaukee and
Oklahoma benefited from a sudden in-
terest in their markets by special inter-
est groups hoping to get the attention
of their Washington representatives.
But while the battle over the health-
care plan is only beginning, several ad
sales departments may be looking for-
ward to the next issue, the North

vote. During the budget battle, sta- | American Free Trade Act.

s ome have criticized President
Clinton for juggling too many
issues, but you won'’t hear those
who sell television advertising time
compiaining.

Several special interest groups, up-
set over Clinton's health-care plan,
have spent hundreds of thousands of
dollars on television time. The Health
Insurance Association of America
spent more than $1 million on ads in
the days leading up to the President’s
speech outlining his health-care pro-
posal. The ads criticized the plan,
which led to a counterattack by Fam-
ilies USA, a consumer health-care ad-
vocacy organization. There was also a
flurry of ad-time buying by groups for
and against the President’s budget.

The HIAA ad ran nationally in Los
Angeles, Washington and New York.
The target audience was adults 35-
plus. In addition to CNN, the insur-
ance trade group also bought time on
New York's all-news local cable chan-
nel NYI.

As the insurance industry ran ads
attacking the Clinton plan, the Demo-
cratic National Committee spent about
$100,000 on CNN defending the plan,
according to DNC Communications
Director Kiki Moore. CNN ran the ads
before Clinton’s address to Congress
and after the speech, she said.

Moore said that the DNC chose
CNN hoping for an audience well in-
formed on the debate. *‘I think lots of
people who watch CNN are very is-
sue-oriented. It’s spending a wise dol-
lar in a targeted fashion,”” said Moore.

The American Association of Re-
tired Persons also focused on news
shows when placing their ad support-
ing the Clinton plan. The group
bought time on all the Sunday momn-
ing political interview shows including
Meet the Press, David Brinkley and
Face the Nation. The National Abor-
tion Rights Action League and the

ESPN hopes to_go after a younger crowd, as does its spin-off, ESPN2, which
features ‘irreverent and left-of-center’ sports programs. Above are Sean Mooney
and Barry Lawrence, co-hosis of ‘Power2Shop,’ a home shopping show on
ESPN2, With Its younger focus, ESPN alms to atiract new advertisers among
clothes makers, soft drink manufacturers and Jong-distance telephone services.

ESPN chasing younger demos

Now that ESPN2 is off the ground and running after the 18-34 demo-
graphic, its parent channel is chasing younger demos as well. ,

Traditionally, ESPN has gone after the 25-54 male viewer, but after
hiring advertising firm Wieden & Kennedy last spring, the sperts network
has decided to go after the younger crowd.- The new Wieden & Kennedy-
produced promos for college football aired last weekend. They are edited
like music videos, but instead of a rock band the promos feature the
University of Southern California Marching Band. ESPN plans to air
similarly styled videos for every major sports category. The ads promote
ESPN's claims that not only is it the network for pre-eminent sports
coverage but alse that its college football coverage is- “the mest fun,”
according to ESPN's Harriet Seitler, vice president, marketing and cre-
ative services. While promos alone do not create a new audience, Seitler
says, they can atiract people to a program that they normally would not
watch. The advertisers ESPN hopes tc lure with the younger demograph-
ic include clothes makers, soft drink manufacturers and long-distance
telephone services.

ESPN2. While ESPN will target a younger sports-obsessed demographic,
ESPN2 will be the place for “irreverent and left-of-center” sports pro-
graming, such as water-skiing competitions and bungee jumping.
Wieden & Kennedy also designed a soon-to-be-launched campaign
aimed at the advertising trade community. The campaign's goal is to
remind advertisers that men are watching the channel 24 hours a day, not

bl

merely “sport event by sport event.” —CS

At the same time, the sports network wants to differentiate ESPN from.

N
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FCC offers industry-friendly compatibility

Proposed cable and consumer-electronics standards follow NCTA/EIA approach

By Sean Scully
T he FCC borrowed a bit from both
the cable and the consumer elec-
tronics industries in its proposed
compatibility rules for cable systems
and equipment.

*“The FCC appears to have taken a
very reasonable approach,’’ says Elec-
tronic Industries Association Vice
President Gary Shapiro. Based strictly
on a preliminary release issued by the
commission, Shapiro says that the re-
port appears to mirror a joint recom-
mendation from the EIA and the Na-
tional Cable Television Association
issued last summer.

NCTA Director of Information Peg-
gy Laramie says that her organization
won’t comment until the joint
NCTA/EIA committee can study the
FCC report this week.

Under the proposed rules, the cable
industry would be required to end
scrambling of basic service tiers and to
permit subscribers to receive basic ser-
vices without the use of a set-top box.
It would also be required to provide
equipment to allow customers to use
advanced consumer electronics fea-
tures, such as picture-in-a-picture, and
to notify subscribers that they could
purchase and use commercial remote
controls to operate set-top boxes.

The consumer electronics industry
would have to define the phrase ‘‘ca-
ble-ready’” and set standards that
would include a specific interface to
descrambling units. The electronics
industry would be required to improve
the quality of built-in tuners and to
more effectively shield the equipment
from interference.

Both sides would be required to fol-
low the EIA/ANSI IS-6 channel plan,
which standardizes the way cable sys-
tems send channels down the wire. A
cable-ready television set, for exam-
ple, could be certain of finding chan-
nel 2 at the same location on every
cable system. Shapiro says that the
EIA and the cable industry agreed on
the plan some time ago and that most
cable operators now comply. The re-
quirement would simply insure that all

systems follow the plan.

In a major departure from the joint
NCTA/EIA  recommendation, the
commission proposed prohibiting ca-
ble companies from charging custom-
ers for descrambling units. The pro-
posal is an indirect push to the cable
industry to adopt clear-channel solu-
tions in which all signals, even premi-
um channels, are descrambled before
they enter the subscriber’s home, says

Alan Stillwell, assistant to the com-
mission’s chief engineer. The com-
mission didn’t want to compel cable
companies to adopt clear-channel
technology, since most current equip-
ment is not yet up to the job, he says.

The commission will act soon to
seek comment on the proposed stan-
dard, he says. Congress has given the
commission six months to issue final
rules. [ ]

3DO0, set with a set-top box

California computer firm wins lucrative contract to build
equipment for US West's video dialtone test

By Sean Scully
alifornia computer graphics com-
pany 3DO made a big jump into
television last week, signing on
to build equipment for US West’s vid-
eo dialtone test in Omaha.

US West tapped 3DO to design the
set-top converter boxes for the pro-
posed test, which stil! is awaiting FCC
approval. The set-top box will be the
subscriber’s interface for a variety of
planned interactive services, including
games, video on demand and home
shopping.

The news is a boost to 3DO, a rela-
tive newcomer to the industry. Until
now, 3DO has concentrated primarily
on developing a CD-based graphics
system called Interactive Multiplayer.
The new interactive box will be based
on the Multiplayer, which hit stores
last week.

On news of the US West deal,
3DO’s stock surged 2 5/8 to 39 1/8.

Unlike many other computer com-
panies, 3DO does no manufacturing
on its own. Instead, it develops and
licenses the animation and graphics
system.

The first Multiplayer, for example,
is made by Panasonic, and, 3DO says,
more than 400 companies have signed

to develop 151 software titles for the
system.

3DO chief operating officer, Hugh
Martin, says that the CD titles will be
available to US West to provide a pool
of interactive material for the test. He
says other interactive TV tests, includ-
ing Time Warner’s Orlando test, may
suffer from a lack of consumer-tested
interactive material. The early CD of-
ferings will include video games, sim-
ulators and family games that are simi-
lar to software available for home
computers.

US West has not designated a man-
ufacturer for the new box, nor has it
chosen the exact format for the elec-
tronic program guide that will allow a
subscriber to navigate through the
available services.

Since many particulars of the box
are uncertain, it is not yet possible to
determine how much the units will
cost per home, Martin says. The basic
circuitry is the same as the CD-based
system, but since it can operate with-
out the costliest component, the CD
drive, it will likely be less expensive.
He warns, however, that the set-top
box will require various cable hard-
ware not included in the Multiplayer,
driving costs back up. ]

|
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—TECHNOLOGY—
Chips offer real-time video compression

By Sean Scully

California company says it’s
got what digital television
needs.

C-Cubed Microsystems says its new
VideoRISC compression system is the
first way for broadcasters to compress
video in real time, meaning that as fast
as they can play it, the chips will
compress it. *‘We think that’s central
to the [TV] equation,”’ says C-Cubed
Vice President of Worldwide Market-
ing Alex Balkanski.

The chips can compress in any for-
mat: MPEG, MPEG2, JPEG and
H.261, a telephone industry standard
for video teleconferencing. The chips
can even be modified to support pro-
prietary compression systems, says C-
Cubed Manager of Communications
Scott St. Clair,

VideoRISC has already made its
way into some high-profile equip-

ment. Thomson Consumer Electronics
is using the chips in the RCA Digital
Satellite Systern, the receiving unit for
DirecTv and United States Satellite
Broadcasting’s direct-broadcast satel-
lite system, set to go on the air next
year.

Scientific-Atlanta’s digital storage
and retrieval system, unveiled earlier
this year, will use the chips as the
gateway into and out of its digital vid-
eo server, St. Clair says that the final
programing for the chips is almost
completed and the first units will be
ready to ship within weeks.

Eventually, the chips could find
their way into a broader base of prod-
ucts, including personal computers
and cable set-top converter boxes. In
fact, St. Clair says, the chips could be
the basis for video phones: a converter
box could use the same set of chips to
decompress traditional cable program-

ing, which would come in as MPEG,
and to compress and decompress vid-
eo telephone signals. The chips could
also be included in personal computers
once PC-based video becomes com-
mon.

At the moment, VideoRISC is actu-
ally a collection of chips: eight for
NTSC signals and 10 for PAL. Some-
time in 1995 or '96, the company
should be able to put all those func-
tions on a single chip. By then, costs
may have come down; the first chip
now costs $10,000, with subsequent
chips less expensive.

The company invested three years
and $15 million in developing Vi-
deoRISC, St. Clair explains, so the
chips have to be priced for a fair return
on the investment. As the number of
chips manufactured increases and the
process becomes simpler, costs could
fall. |

The FCC should
press ahead

with rules for
domestic
satellite-deliv-

ered personal
communications
services, Acting
Chairman James Quelio
told a conference in
Amsterdam last week.
The commission
doesn't think it’s pru-
dent to wait for interna-
ticnal action for fear of
delaying access to PCS
for the American public,
he explained. The FCC
will issue rules for low-
earth-orbit satellites, (or-
biting just a few thou-
sand miles in space and,
operating at less than 1
ghz) by the end of the
year. Those services

@

Cutting Edge

Edited by Sean Scully

will be narrow-
band, however,
restricting the
amount of data
that can be
sent on a chan-
nel. A proceeding to
open spectrum for
satellites operating
above 1 ghz, offering
broadband services,
could begin sometime
in December, meaning
that rules won't be
ready until mid-1994,
says Brian Fontes,
Quello's chief of staff.

AT&T says it will send
the new Telstar 401
satellite aloft Dec. 13
aboard a General Dy-
namics Atlas rocket.
Telstar 401 is the first of
AT&T’s new generation

of hybrid Ku- and C-
band satellites de-
signed to replace the
Telstar 300 series,
which opened the skies
for network and syndi-
cation video feeds in
the 1980’s. AT&T plans
to launch three of the
400 series by 1996. Tel-
star 401 was built by
Martin Marietta Astro
Space.
<. The
) National
" Cable
» Televi-
" sion As-
sociation is

seeking engineering

papers for its 1994
show in New Orleans
May 22-25. Proposals
are due Dec. 22. Call
(202) 775-3637 for in-
formation.

In a sure sign that var-
ious elements of the
telecommunications
market are drifting to-
gether, the Exchange
Carriers Standards As-

sociation, formerly the
exclusive province of
telephone companies,
decided late last month
to change its name and
open its doors to any-
one owning a switched
network that transports
telecommunication ser-
vices, a definition broad
enough to include ca-
ble, personal communi-
cations services, and
even computer net-
works.

Independent satellite
operator Orion Satel-
lite and GTE Spacenet
will team to offer a
satellite-newsgathering
link, known as Eur-Ex-
press, from Europe to
North America over Qri-
on-1, a British Aero-
space-built Ku-band
satellite sched-
uled to be
opera-
tional at
37.5 de-
grees
west.
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Our rates have increased. For more delails, see last page of classifieds.

RADIO
WELP WANTED MANAGEMENT

Sales manager: KFAM is a 50kw AM radio station
in the Salt Lake City market. We are looking for the
fight person to manage our sales dept. Please
send appiication 1o PO Box 700, Bounliful, UT
84010. EOE.

General manager: Final call. Sales manager/man-
ager of nation's top share AOR. People and results-
oriented person needed 1o lead talented staff plus
interest in non-spol revenue sources o take WIZN,
Burlington, VT to next level. Reply in confidence to
Jay Williams, Jr., 35 Main S1., Wayland. MA 01778.
EOE.

Sales manager for WSSV-FM, only FM in lown;
Station needs a manager who sells big and moli-
vates staff to do the same. Terrific growth opportu-
nity. Send resume to WSSV, PO Box 828; Saratoga
Springs, NY 12866. ECE.

Small/mid mkt GM/GSM: Growing group operator
seeking strong general manager/general sales
manager for growing, #1 rated, Class C regional
FM, with expansion/ducpoly opportunities, located
in atiractive Virginia market (172.000+ TSA}. Sub-
stantial general & sales mgl experience required
with proven results in small mkis. Competitive com-
pensation package with opportunity for equity
upon achieving selected performance goals & cri-
leria. Please forward credentials and references to
Box Q-20. EOE.

GM/GSM: Radio group taking appiications for ex-
ceptional GM/GSM, with interest in ownership, for
top-rated AM slalion with expansion/LMA opportu-
nities located in picturesque Mid-Atlantic small-
mkt. General & sales mgl experience required.
Very compelilive salary with excellent benefits plus
incentive bonuses. Equity possibilities. Please
send resume & references to Box Q-21. EQE.

Mid-west small market has opening for experi-
enced manager. Good opportunity at AM with
Country format. EOE/M/F. Send resume. Box -22.

General manager: WPLN-FM Public Radio, Nash-
ville, Tennessee. Self-motivated, energetic, profes-
sional public radio administrator sought to direct
the operations of WPLN FM 90 and the WPLN
Talking Library, a radio reading service. WPLN is
an 80,000 watt, NPR, APR affiliate with 90,000+
weekly listeners. the station enjoys strong commu-
nity suppont and is licensed to the Public Library of
Nashville and Davidson County. Qualifications:

Bachelor's degree in Business Administration, -

Communications, or Broadcasting and 5 years of
program or broadcasting experience working in a
supervisory or management capacity. Public
broadcasting programing and management expe-
rience preferred. Must possess proven manage-
ment, organizational, communication, and devel-
opment  skills. Salary commensurate  with
experience and excellent benefits. Application pro-
cess: Send resume and 3 recent professional refer-
ences lo: Chase Adams, Public Library of Nashville
and Davidson County, 225 Polk Ave., Nashville, TN
37203, State salary requirements in cover letter.
EOQE.

General manager: Major market Florida FM. Re-
spected, progressive group broadcasier seeking
talented, committed leader. Minimum two years
management experience. Terific company, great
market, excellent staff, unique opporiunity! Tell us
about your successes. Resumes 1o Box Q-19. EOE
M/F.

Aggressive group looking for station managers.
Experienced preferred but wilt consider proven in-
dividuals ready lo make the management move.
RR. LeCompte CRMC, Group Sales Manager,
217-367-1195. EQE.

NELP WANTED SALES

Y 106, Monroe’s hot new Country seeks AE for top
list. We are an Opus Media Group stalion that
beligves in being the best. If you are looking for a
fast track growth opportunity. Call 318-387-3922.
EQE-M/F/H or send to ¥ 106, 1200-D North 18th,
Monroe, LA 71201.

Small market New Jersey stalion has A.E. open-
ing for professional with 3+ years experience de-
veloping new local business. Draw vs. comm.
Send resume to Box P-26. EQE.

News Orleans top rated Country duopoly has an
immediate opening for a highly professional expe-
rienced salesperson. This is a franchise opportuni-
ty selling New Orleans only Country stations. The
successful applicant must want to sell the highest
rates at the highest CPP's in the market. Contact
Tom Kennedy, Regional VP, NewMarket Media
Corp., 529 Bienville, New Orleans, LA 70130: 504-
529-1212. ECE.

Account executive: If you are Iocated in the Mid-
West and have 2 yrs. or more of successful sales,
we want your resume. WUBE A/F & WYQY are
making history. This is a high income opportunity.
Send your pitch, no phone calls. EQE. 225 E. Sixth
Street, Cincinnali, OH 45202.

Network affiliate sales: Major Networks, Inc.
seeks account executives lo sell the satellite deliv-
ered radio formats of our aggressive, new network
based in Chicago. Only radio experts should ap-
ply. Radio sales experience is required. Radio pro-
graming or syndication experience is necessary
Must be willing to refocate. Draw + commission.
Draw based on experience and achievements. Ex-
cellent benefits. Send or fax resume, references
and salary history to: Major Networks, Inc. 101 W.
Grand Ave., Suite 600, Chicago, IL 60610. Attn:
Affiliate Sales Manager. Fax number 312-755-
0336. No calls please. EQCE.

Account executlve for lop rated Milwaukee CHR
station. Minimum 3 years experience with direct,
agency, and new business development. Vendor
experience a plus. Top list to the right person.
Send resume and correspondence to: GSM,
HOT102/wWLUM, 2500 North Mayfair Road, Milwau-
kee, WI 53226. No calls. WLUM-FM and All-Pro
Broadcasting are equal opportunity employers.

NELP WANTED NEWS

News director opportunity at Southwestern indi-
ana's giant. Bullet 106.5 WWBL-FM. Rush resume
and tape to PO Box 616, Washington, IN 47501,
EOE.

News alr personality, reporter, entry level, Arizona
FM near Phoenix. Females encouraged, some
sales, Computer Graphix helpful. 602-425-NEWS.
ECE.

SITUATIONS WANTED MANAGEMENT

Bottom line oriented GSM seeks GM position in
lop 50 market. Experienced in budgeting, EEQ,
FCC, sales, programing, research, promotion. Cur-
rently employed. Reply to Box Q-3.

Manage to buy deal sought by experienced, suc-
cesslul GM/GSM. Small or suburban markets con-
sidered. Southeast preferred. Presently employed.
Reply to Box Q-4.

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

SITUATIONS WANTED TECNNICAL

Engineer seeks poslition in Northeast major or
medium markel. Experienced studio and transmit-
ler, computers, sports networks, satellites, person-
nel, budgeting. Call 301-230-3590.

SITUATIONS WANTED NEWS

Basketballl! Sports is life: PBP, interviews, al! the
bases. Great experience in a career ready to bios-
som. Call Steve 217-243-4977.

SITURTIONS WANTED PROGRAMING
PRODUCTION & OTHERS

70s/80s Oldies, Hot AC, Travel formats. Digital &
automation experience. Computer-literate. Profit
conscious. 14 year background. Jim. 404-933-
0147,

TELEVISION
NELP WANTED MANAGEMENT

Station manager: KRMA-TV, Denver, CO. Over-
sees the day-lo-day operation of KRMA-TV under
the supervision of the general manager. Super-
vises senior managers of the production, program-
ing, engineering, development/marketing, educa-
tional services and finance departments. Evaluates
fiscal and strategic trends in the station and the
industry and provides recommendations (o the
general manager. Provides strong leadership on
personne!l and operational issues. Salary from
$55,000. Provide salary history, cover letter, cre-
dentials and three professional references 1o: Sta-
tion Manager Search Committee, KRMA-TV, 1089
Bannock Street, Denver, CO 80204. Credentials
must be received no later than November 1, 1993.
EOE.

NELP WANTED RESEARCN

The Association of America’s Public Televislon
Stations seeks a writer/fresearcher for its Managing
Change Clearinghouse project. The clearinghouse
project will share management success stories at
public tefevision stations. The writer/researcher will
be responsible for investigating these success sto-
ries, wriling clear and concise descriptions and
recommendations for their duptication at other sta-
tions, and desktop publishing a quarterly newslet-
ter, among other tasks. The successful appficant
will have a thorough knowledge of the pubilic televi-
sion system and its aclivities; sofid journalistic ex-
perience including in-depth research and strong
writing skills; experience in newsletier design, lay-
oul and desktop publishing; and exemplary com-
munication skills and the ability to work well with
other staft members. Macintosh experience is de-
sirable. This is a full-time, one-year lerm position;
the target start date is November 1, 1993. It may be
renewable, pending further funding. Salary com-
mensurate with experience. To apply, submit letter
of interest and resume to Thom Watson, APTS,
1350 Connecticut Avenue, NW, Suite 200, Wash-
ington, DC 20036. Application deadline: October
22,1993. APTS is an equal-opportunity employer.
Wormen, minorities and disabled candidates are
strongly urged to apply.

NELP WANTED SALES

Account executive for Knoxville's CBS affiliate,
WHKXT. Previous media sales experience desirable,
but not required. Intangible sales experience a
must. Great growth opportunity. Send resume to R.
Lamar Reid, LSM, WKXT-TV, Box 59088, Knoxville,
TN 37950-9088. ECE.
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WTGS: The Savannah Fox affiliate is looking for a
very organized. highly motivated, special projects
manager to work in sales. This person is responsi-
ble for developing, packaging and selling of spon-
sorships for special projects, such as Kids Club.
High commissions paid. Candidates should call
Leori Spencer, VP/GSM, at 803-726-5244 or send
resume and or examples of work (0 WIGS, 28
Broadcast Way, Ridgeland, SC 29936. EOE.

The WNDU stations video production division,
Golden Dome Productions has an immediale full-
time position available for a marketing executive to
sell video services to new and exisling accounls
Candidate must be experienced in sales, have a
working knowledge ol corporate video and televi-
sion productions, and be self-motivated. Previous
experience as a producer is helpful. Send resume
and salary requirements to: Human Resources
Manager, The WNDU Stations, PO Box 1616, South
Bend, N 46634. ECE.

Southeast Fox afflliate seeking a national sales
manager. Candidate should have 2-4 years experi-
ence as national sales manager or regional sales
experience dealing with major agencies. Rep firm
experience a plus. Send letter and resume with
salary history to Box Q-23. EOE.

One of America’s leading stations is looking for a
business development leader. We are in the midst
of creating a sales development team to lake the
station 10 new heights. We are committed 10 inno-
vative development strategies and have resources
such as a coop and vendor development consui-
tant, Scarborough, newspaper monitors, and a
production unit to help guarantee success. Guali-
fied candidates will be an innovative, forward think-
ing, take charge professional with proven manage-
ment skills and a track record of leadership in
developing new to lelevision revenue. Strong writ-
ten and spoken communication skills a must.
Please apply in confidence to Jeff Block, KTVU-TV,
Box 22222, Oakland, CA 94623. No phone calls
please. EOE M/F.

NELP WANTED TECHNICAL

EIC/remotes: Comiel, Inc.. a lelevision production
facility located in South Florida, has an opening for
someone to maintain and repair equipment as-
signed to our remote vehicle, drive the remote
vehicle 10 venues and supervise technical and pro-
duction personnel during the setl up and produc-
tion of a location shoot. Two years experience as
an EIC or comparable remote experience as a
maintenance engineer required. Must have a com-
mercial drivers license. Send resume with salary
req. to: Human Resources, WPBT/TV2, PO Box 2,
Miami, FL 33261-0002. An equal opportunity em-
ployer, M/F/HV,

WRDW-TV has an opening for electronics mainte-
nance engineer. Qualified applicant will have mini-
mum 2 years formal training in efectronics engi-
neering. Two years experience repairing analogue,
digital and RF circuits to component level. Must
have background in ENG/EFP and control room
operations. FCC license or SBS certification a real
plus. Send resume to: Jim Myers, Chief Engineer,
WRDW-TV, PO Box 1212, Augusta, GA 30903-
1212. EOE.

Transmitter studio engineer: Al least 3 years ex-
perience maintaining VHF transmitters. FCC or
SBE certification required. Microwave equipment
maintenance experience a plus. Knowledge of
FCC rules & regulations a must. Send resume to
Box Q-24. EOE M/F.

NELP WANTED NEWS

Weekend sports anchorireporter needed at
smaller market affiliate. Aggressive local coverage.
EQE. Reply to Box Q-8.

Managing editor: Aggressive, expanding Top 50
network affiliate in Southeast seeks creative, inno-
valive, experienced news professional to manage
daily news product. Solid news judgement and
extensive producing experience reqguired. Must be
enthusiastic leader with "can do™ attitude and out-
standing people skills. Women and minorities are
encouraged to apply. Reply to Box Q-26. EQOE.

Broadcast reporter: University of Alabama PR
shop is looking for a newsroom pro to market tele-
vision news and fealures to area stations depar-
ments and networks. ‘Produce, write, shoot, work
the phones, and generate resulls. We have the
tools if you have the talent! (Betacam, Ku-Band
Uplink, Post-Production Suite) BA/BS and two
years experience required. No calls. Resumes to
The University of Alabama Empioyment Office, PO
Box 870364, Tuscaloosa, AL 35487-0364. AA/EQE.

Assoclate producers: Nationally syndicated busi-
ness news program seeks candidates with strong
newswriling skills and knowledge of the financial
markets. Headline news or newswheel production,
field production, graphics production and package
production experience preferred. Line production
knowledge required. Send resumes to WSJ-TV,
200 Liberty Street, 10th Floor, New York, NY 10281.
Altn: Executive Producer, EQE.

News director/anchor: Top 100 ABC looking for
aggressive leader to move a good news team for-
ward. Send resume and tape to Bob Kallhoff, VP-
GM, WSJUV-TV, PO Box 28, South Bend, IN 46624.
No phone. EEO employer.

Manager, 24-hour news & informatlon channel:
KRON-TV in S8an Francisco has an immediate
opening for an experienced broadcast manager to
launch a new 24-hour regional cable news and
information channel. (We are not looking to set up a
local CNN.) We are looking for an idea person 1o
put together an exciting news/information/talk
channel; a round-the-clock programing source that
will be innovative and experimental. Qualified can-
didale must be a team player with proven manage-
ment skills, a track record as a flexible, creative
programer and experience in the cable/broadcast
field. You must possess 5-10 years news manage-
ment experience; producer experience is helpful.
Knowledge of Bay Area contacts, sources and is-
sues preferred. Please send resumes in confi-
dence to: Jan van der Voorl, VP, Human Re-
sources, KRQN-TV, PO Box 3412, San Francisco,
CA 94119. EOE

News promotion producer: KRON-TV in San
Francisco is looking for an aggressive, creative,
crank-it-out promotion producer who will eat, sieep
and breathe KRON-TV news product. Responsibil-
ities include creation of riveting news series, topi-
cals and POP's. Qualified candidates must have
demonsirated talent in the original production of
news advertising and promaotion; 1-5 years experi-
ence in television broadcast operations including
any of the areas tisted here: Promotion, news or
program production. A college degree is pre-
lerred. Please send resumes and non-returnable
lape in confidence 10 Jan van der Voort, VP, Hu-
man Resources, KRON-TV, PO Box 3412, San
Francisco, CA 94119. EOE.

Senior writer/producer: Handle news and pro-
gram promotion including promotion for new week-
ly prime time news magazine show. Experience in
wriling and producing news series promotions; lo-
cation production (tape and film) including direct-
ing; design and post graphic animation; previous
station and/or ad agency experience essential.
Send resume to Dick Goggin, Creative Services
Direclor, KYW-TV, Independence Mall East, Phila-
delphia, PA 19106, EQE M/F ADA.

Director: Dominant news station in Southeast mar-
ket seeking an experienced director for fast paced
afternoon and evening news blocks. Experience,
leadership and a sense of what constitutes quality
television a must. Excellent opportunity to move up
from smaller market. Send letter with salary history
and resume to Box Q-25. EOE.

HELP WANTED PROGRAMING
PRODUCTION & OTKERS

Promotlon producer: Produce great spots! Live in
a great place! ABC affiliate in top 50 market look-
ing for an experienced promo producer with great
ideas, crealive writing, and a keen eye for visuals.
Send tape, resume and salary requirements to:
Personnel Director, WLOS-TV, 288 Macon Avenue,
Asheville, NC 28804. No calls please. EOE.

— CLASSIFIEDS I

Weather personality: An upbeal, polished weath-
er pro is needed for a nationally syndicated daily
agricultural-business program. Please send re-
sume, non-returnable tape, and your salary re-
quirements to: Executive Producer, AgDay, Box
1062, South Bend, IN 46624. EQE.

Senior creative services producer: NBC affiliate
seeks news promotion producer who can hit the
ground running. Must be aggressive and orga-
nized with a minimum of three years experience
crealing "kick a--" news image and topical spots.
Off-line editing skills a must. No calls. Send non-
returnable tape ASAP to CSD MGR., PO Box 4,
Columbus, OH 43216. EOE.

Graphic artist: Experience required in commercial
production, news and promotion. Experience with
paintbox systems preferred. Looking for candidate
who must be serious about living in Alaska. Send
resume and non-returnable tape 0 T. Hieber,
KTVA (CBS), 1007 W. 32nd Avenue, Anchorage,
AK 99503. 907-562-3456. Close 10/15/93. EOE.

Producer/director: If you're an experienced direc-
tor looking to join a #1 news slation, we want to
hear from you. WYTV, the ABC affiliate in Youngs-
town, is seeking applications for a producer/direc-
tor. Responsibilities include directing our 6 and
11:00 p.m. award-winning newscasts, producing
and/or directing promotion and commercial spots
and various local programs. Position requires a
minimum of two years recent experience directing
newscasts, prelerably with "live” ENG. Wriling
skills are a plus. Send resume to Producer/Direc-
lor, c/o WYTV, 3800 Shady Run Road. Youngs-
town, OH 44502. No phone calls please! EQE.

Promotions manager: Creative writer and editor
wanted to take charge of promotions department al
small market ABC affiliate. Responsible for on-air
syndicated promotions, station, on-air image &
news graphics and news, weather & sports promo-
tions with Ampex 4100 switcher, Abekas A51, ESS
still storer. Chryon RGU-2, Dubner 20K, Videotek
Toaster, AMPEX 1" Ace Editor & Vista Tips Paint
System. To apply, send resume and tape with sala-
ry history to John Cannon, WMDT-TV, 202 Down-
town Plaza, Salisbury, MD 21801. EQE M/F.

Promotion manager: WNAC Fox-64, Providence,
Rhode Island is seeking a creative, energetic indi-
vidual to manage personnel and daily operations of
promotions department, Responsible for “hands-
on" execution of marketing strategy as well as
effective advertising in all media. Candidate must
have strong creative writing background; experi-
enced in dealing with other media and agencies.
Looking for a good communicator and “people
person”, a tleam leader with lots of follow-through
Send resume, and salary requirements to: John
Fignar, General Manager, WNAC-TV. 33 Pine
Street, Rehoboth, MA 02763. No phone calls
please. EOE/M-F.

Senior producer KNPB-TV, Reno, Nevada. KNPB,
one of the nation's leading small market PBS sta-
tions, is looking for a dynamic producer to lead our
public affairs efforts. This position requires creativ-
ity and imagination plus strong writing and organi-
zational skills. Applicants should have a bachelor's
degree and a minimum of two years full-time exper-
ience as a producer. Salary: $24,000 to $30,000,
plus benefits. Submit letter of application and re-
sume, by November §, 1993, 10 Personnel Depart-
ment, KNPB/Channel 5, PO 8ox 14730, Reno, NV
89507. KNPB is an equal opporunity employer.

Top notch producer: We're expanding again... if
you're an outslanding writer and producer with at
least five years experience producing network
quality feature stories, high end corporate videos',
documentaries, infomercials or just great televi-
sion, we want you to be a part of the best broad-
cast company between the coaslts. You must high-
ly motivated and experienced in producing
creative pieces that incorporate off-line and on-line
editing. Please send resume and reel to: The Orbis
Broadcast Group, 358 West Ontario, Chicago, IL
60610. Attn: Executive Producer. EQE

g[ﬁ
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SITUATIONS WANTED NEWS

HELP WANTED ASSISTANTSHIP

Meteorologist seeking empioyment. AMS sea!
plus experience. Stu 817-776-4844.

Meteorologist-major market intern seeks entry
tevel position in small to medium market. Willing to
relocate and learn more. 314-838-8338.

Weather speclalist: Viewer friendly weatherman
with 10 years experience seeks warmer weather.
P.F. 313-687-3072.

Canadlan TV anchor seeks work in US. Five years
at network level. Extensive work in ail-news formats
and program hosting. Strong radic background.
Eager for opportunity in top 25 market. Reply 0
Box Q-27.

Nationally known Yugoslavian broadcas! journai-
ist with American education and work experience
seeks new challenge in television/cablefradio. Ex-
cellent background. Alexander 301-320-6494.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Attractive, camera-friendly female veteran TV an-
chor/host... Needs entertainment vehicle, affiliate,
cable or otherwise. Sharp inlerviewer, on "cutting-
edge” in all areas, esp. the entertainment industry.
Charisma and spark... a plus!. Reply to Box Q-28.

SITUATIONS WANTED
VoicrovEr

Strong on-alr promotion voice network back-
ground. Available on monthly retainer/market ex-
clusive or per project. News promotion, episodics,
daify promos. Fax a few scripts now for free custom
audition to 404-816-0449 or call 1-800-814-5588
for demo.

MISCELLANFOUS

Bill Slatter and Assoclates helps you move up—
creates your audition tape and resume... offers
coaching and placement help. 601-446-6347.

ALLIED FIELDS

NELP WANTED INSTRUCTION

Doctoral assistantships: The University of Ten-
nessee seeks outstanding candidates for doctoral
study. Coursework emphasizes communication
theory and research with broadcasting, journalism,
P.R.. and advertising concentration. M.S. degree
and GRE required. Program requires 2-3 years in
coursework, depending on educational back-
ground, plus dissertation. Teaching/research as-
sistantships possible. Application for fall 1994 due
March 1. Also, calendar-year M.S. program in me-
dia management. Contact Dr. H. H. Howard, Com-
munications, University of Tennessee, Knoxville,
TN 37996-0347. EOE.

The Waiter Cronkite School of Journalism and
Telecommunication at Arizona State University
has a tenure-track faculty position open beginning
Fall 1994, Assistant professor: Applicants with
earned doctorates preferred; applicants with mas-
ter's degree considered. Successiul candidate will
be a generalist expected to leach in the broadcast
business/management sequence. Significant pro-
fessional experience required; teaching and media
writing experience desirable. The successful can-
didate will be expected to teach, perform service
and engage in research/creative activity. The posi-
tion is an academic year tenure track appointment
with the possibility of summer teaching. Applicant
must send resume and names of three references
by December 15, 1893 lo: Dr. John Craft, Search
Committee Chair, Walter Cronkite School of Jour-
nalism and Telecommunicalion, Box 871305, Ari-
zona State University, Tempe, AZ 85287-1305. Ari-
zona State University is an equal
opportunity/affirmative action employer.

Graduate assistantships available for both
Spring and Fall 1894 semesters for qualified stu-
dents studying in our M.A. program, designed to
develop advanced skills and knowledge for profes-
sional communications fields and/or prepare stu-
dents for doctoral study. Assistantship assign-
ments may involve leaching, production, or
research assistance in broadcasting, journalism,
photography, or speech communication. Wrile to:
Dr. Joe Qliver, Graduate Program Coordinator, De-
partment of Communications, Stephen F. Austin
State University, Nacogdoches, TX 75962. EOE.

NELP WANTED TECHNICAL

Chlef engineer for radio and television stations at
state university. SBE certification or first class fi-
cense a strong plus. Demonsirated ability to main-
tain and repair professional audio and video equip-
ment. Three vyears professional experience
essential. College TV/radio broadcasting and pro-
graming experience. Must work well with students
and enjoy mentor capacity. Full time position. We
will begin reviewing applications on Qctober 11,
1993. Annual salary $29,868.00. AA/EQE. Send
resume to: Linda Witter, The College at New Paltz,
SUB 428, New Pallz, NY 12561.

HELP WANTED PROGRAMING
PROMOTION & OTNERS

Video producer: Instructional video producer in
university production unit. BA or BS in Communica-
tions, Journalism or related field plus 3-5 years
professional video experience. Musl wrile, shoot,
and edit. EQ/AAE. Position description avaitable by
contacting: Michael M. Kerper, Agricultural Com-
munications, Purdue University, 1304 Stewart Cen-
ter, B-31, West Lafayelte, IN 47907-1304.

FINANCIAL SERVICES

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

Equipment leasing: Application only to $80,000.
Up to $1.5 million with full financials. New and used
equipment, Allen Marshall, Broker. 404-227-8737.

EMPLOYMENT SERVICES

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

Attention TV personnel: Newest TV jobs updated
daily on THE OPPORTUNITY LINE. Openings for
anchors/reporters for news, sporls, weather, and
syndicated shows. Top positions for producers,
writers. engineers and technicians. (nformation on
the hottest openings for upper tevel 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 listed immediately. Gel the
jump on the competition.

Employment services: Are you looking for a TV
job or like to relocate to a different market? We are
producing a new publication designed specifically
to markel television professionals to the industry,
aimed specifically at the people who do the hiring:
programing directors, production managers, news
directors, general managers and human resource
directors. For more information: print or type (on a
separate piece of paper) your name, address
alone with this ad and SASE to: Hol Properties
Newsletter, c/o U-MAN Productions, PO Box 866,
Hallandale, FL 33009.

Home typists, PC users needed: $35,000 poten-
tial. Details. Call 1-805-362-8000 ext. B-7833.

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

VOICEOVIR INSTRUCTIONS

How to make blg money in voiceovers. Call now
for FREE report 'Ten Steps to Creating a Demo
Tape That Could Eam You $350/hr (or more)!”
Berkley Productions Voiceover Training, 611
Broadway Suite 815, Dept. B, New York, NY 10012,
212-420-9747 x508.

EDUCATIONAL SERVICES

On-camera coaching: Sharpen TV reporting and
anchoring/teteprompter  skills. Produce quality
demo tapes. Resumes. Critiquing. Privale lessons
with former ABC News correspondent. 914-937-
1719. Julie Eckhert, ESP.

Workshop for would-be reporters Oct 30; qualifi-
cations, demo tapes, resumes, marketing. Call Ju-
lie Eckhert, ESP 914-937-1719.

WANTED TO BUY FQUIPMENT

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

FOR SALE FQUIPMENT

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

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

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

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

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

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

CABLE

NELP WANTED PROGRAMING
PRODUCTION & OTHERS

CMX editors: Staff and freelance positions avail-
able immediately for national cable network based
in NY. Editor must have a minimum 2-3 years CMX
(3500/3600) on-line edil experience. Knowledge of
DVE and Chyron required. Send resume and salary
requirements to: Personnel Depl., PO Box 13, Mur-
ray Hill Station, New York, NY 10156. EOE.
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TELEVISION
HELP WANTED ADVERTISING

CLASSIFIEDS “

HELP WANTED FINANCE

S—

Advertising Nanager

At Tektronix, you'll find a diversified $1.3 biflion
company and a feader in a number of high-tech product lines. You'll also find an
aggressive, recognized company with an innovative style focused on total quality
and actively creating the next generation of products,

Currently, our Tektronix Television Division is seeking a top-notch advertising
professional who will be instrumental in planning and developing marketing com-
munications, advertising and promotional activities. As a resource and strong
influence in conceptual decision making for ad campaigns, promotional and col-
lateral materials, you will act as a liaison to the ad agency and leverage business
opportunities with trade press sales reps. In addition, you will manage vendor
relationships, oversee the production of the division's catalogs, and coordinate
inquiry and lead fulfillment materials for ad/promo programs as well as provide
research to management on industry trends and market position.

Requires a Bachelor's degree in Advertising, Communications, Marketing or
equivalent, and at least 5 years’ related experience including account supervisor
experience. A demonstrated ability to conceptualize, plan, write and implement
television industry-related advertising/promotion projects is necessary as is a
demanstrated comprehension of market and communication research.

For immediate consideration, please send your resume to: Professional Staffing
MS 55-545, Tektronix, Inc., P.0. Box 500, Dept. BCA1004-AM/YA, Beaverton, OR
97077. We support a drug-free work environment and all employment offers are
contingent upon successful completion of our pre-employment drug test.
Tektronix is an equal opportunity/affirmative action employer and encourages
diversity in the workplace.

Tektronix
/

Excellent broadcast/cable CPA posi-
tion open in Southeast-based Group
Home Office. Some weekly travel re-
quired. Prior broadcast experience
essential. Send full resume and ref-
‘erences to Box Q-29. EOE.

HELP WANTED PROGRAMING
PROMOTION & OTHERS

EXPERIENCED PRODUCER WANTED

ONE-HOUR, ONE-TOPIC
NATIONALLY SYNDICATED TALK
SHOW NEW YORK CITY BASED.

RESUMES ONLY: BOX Q-31 EOE.

HELP WANTED MANAGEMENT

| news deadlines.

R —
HELP WANTED NEWS
CONSUMER REPORTER
SPORTS Successful Gulf Coast Fox Affiliate in Fort

VIDEOTAPE EDITOR

We're looking for an aggressive
videotape editor, a self-starter
who thinks like a producer and
thrives on the pressures of daily
This person
must also have the creative
touch for editing features at a
Top Ten market network affiliate.

Top Salary position working with
State of the Art equipment. Know-
ledge of Sony 800 Editor and
Grass Valley 141 Editor, Grass
Valley 100 and 200 Switchers.

Reply to Box Q-30. EOE

Myers/Naples seeks Investigative Report-
er for 10:00 pm News and Emmy Award
Winning “Troubleshooter Unit. Minimum
3 years experience. Send non-returnable

tape and resume to:
WFTX-TV
Mark Pierce, Station Manager
621 SW Pine Island Road
Cape Coral, Florida 33991
Equa! Opportunity Employer

MANAGER,
TELEVISION
COMMUNICATIONS

The Naticnal Aeronautics & Space Ad-
ministration (NASA) is accepting applica-
tions for the position of Manager, Televi-
sion Communications. The incumbent will
serve as Executive Producer, NASA Tele-
vision and will plan development, coordi-
nate scheduling, direct production, and
manage distribution of all NASA television
programing.

Television is the principal means by
which NASA disseminates information
about it's activities to television networks
and stations, cable program distributors
and system operators. The Office of Pub-
lic Affairs, NASA Headquarters, in Wash-
ington, D.C., is conducting a nationwide
search for a media professional with a
strong background in program planning
and execution for major news organiza-
tions. Candidates must be able to demon-
strate significant recent experience as
producers of both live and recorded pro-
grams with responsibility for editorial con-
tent and technical quality.

Salary range is $66,609 to $86,583. Inter-
ested persons should call {(202) 358-1574
for a copy of the announcement and an
application form, Applications must be

postmarked by November 8, 1993. EQE. |

REPORTER/PRODUCER
Magazine format weekly serigs on TBS and
CNN seeks bilingual (Spanish/English)
candidates for a free lance, on-camera
reporter/producer position. Substantial
experience required in research, writing,
field reporting and producing.
Send tape and resume to:

Chet Burgess, Executive Producer
CNN ENVIRONMENT UNIT
P.0. BOX 105366

Atlanta, Ga. 30348
EQE

SALES TRAINING

LEARN TO SELL
TV TIME
Call for FREE Info Packet

ANTONELLI MEDIA
TRAINING CENTER
(212) 206-8063
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e CLASSIFIEDS

RADIO
PUBLIC NOTICE

PUBLIC NOTICE

The Board of Directors of National Public Ra-
dio will meet in open session Thursday, October
21, beginning at 8:30 a.m. In the Board Room of
National Public Radio, 2025 M Streel, N.W.,
Washington, D.C. Subject to amendment, the
agenda includes: Seating of Newly Elected Sta-
tion Manager Members, Public Members and
Non-Board D/I Committee Member, Election of
Chairperson, Vice Chairperson and Officers, Ap-
pointment of Committee. The Commitiees will
meet on Thursday, October 21, in the same loca-
tion. The Board of Directors will continue its open
session on Friday, October 22, at 9:00 a.m. in the

same location.

HELP WANTED PROGRAMING
PROMOTION & OTHERS

Music Director
WMGK Magic 102.9
Philadelphia

One of America’s leading adult con-
temporary stations seeks an experi-
enced, talented and Selector-literate
music director. Knowledge of the music
and the ability to integrate research
with judgement a must. On-air work not
required. Great opportunity for small or
medium market PD or MD to grow into
a major market. Minorities and women
especially encouraged to apply. Regu-
lar mail is okay; save the phone, fax
and overnight mail bills. EOE.

MD Search
Julian Breen
WMGK
One Bala Plaza
Bala Cynwyd, PA 19004

CABLE
HELP WANTED MANAGEMENT

HELP WANTED MARKETING

Wanted:

SENIOR
ECUTIVE

We're building an exciting new business: Direct
Broadcast Satellite. And we need a Senior Marketing
Executive who can help steer the ship. Candidates need:

= Operational and managerial experience
s Strong strategic planning skills

= Experience in subscription and/or cable TV

» Experience/ability in managing
advertising agency relationships

= Strong execution/implementation skills

If you have what it takes to manage our overall market-
ing efforts, send a letter and resume in confidence to:

USSB Executive Search Committee;
3415 University Ave.; St. Paul, MN 55414

The First Name

i DBEBS.

United States Satefifte Broadcasting, Company, Inc, is an equal employmant opportsty employer

HELP WANTED SALES

EMPLOYMENT SERVICES CONTINUED

DIRECTOR OF TRAFFIC
AND SALES ADMINISTRATION

Manage and direct all activities of Traffic
Department, including monitoring and
tracking advertising revenue and com-
mercial inventory. Primary resource for
Sales Management on all traffic related
issues— including generating and main-
taining revenue and inventory reports.
Oversee traffic staff and production of
program logs, commercial copy and pro-
gram formats. Liaison between Ad Sales
and Programing Department in schedul-
ing and fracking programing information.

Minimum 5 years + experience in traffic
management with working knowledge of
JDS preferred. EOCE.

COTRTROGM TELEVISION NETWOKR

Court TV - Ad Sales Department
600 Third Avenue, NY, NY 10016
Fax: 212-692-7863

NO PHONE CALLS

CABLE
ADVERTISING
ACCOUNT EXECUTIVE
Metropolitan Chicago Cable Company
has an exceptional opportunity for a
skilled Account Executive to assume an
established list including direct and agen-
cy accounts. Minimum 2 years sales ex-

perience required.

We offer great earnings potential! Send
resume in confidence to:

Box Q-15
eoe m/f/d/v

ALLIED FIELDS
EMPLOYMENT SERVICES

PROVISION

ProVision provides job placement and career
management for news, weather and sports talent.

phone: 408-446-3323

1.900-40-RTNDA Updated Daily
RTNDA Job Service

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

Radio-Televislon News Directors Assoclation
HWN[M 1000 Connecticul Ave., N.W.. Sutig 615
' Washington. 0.C. 20036

TV JOBS
Anchors » Reporters ¢ Producers
Videographers e Editors * Personalities
DIRECT V1A SATELUTE
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
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EMPLOYMENT SERVICES CONTINUED FOR SALE STATIONS CONTINUED

r-------—_-‘

I california Broadcast Job Bank |
l For application information cali l

N PUBLIC SALE

The bankrupicy trustee for Windsor Com-
munications, inc. of Wyoming, will publicly
sell radio stations KUUY-AM, Orchard Val-

| MEBIA BROKERS « APPRAISERS i

RADIO TV & LPTV ¥
A Confidential & Personal Service

(916) 444-2237 |

I California Broadcasters Association I

| S Y L T

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

3] Hear *Talking Resumés” -

[} To record "Talking Resumés” and [
employers i0 record job openings --

[5) Entry level positions

ENTERTAINMENT EMPLOYMENT JOURNAL™!

Professional, Technical & Production
« Job opportunities in TV, cable, film...

* Career profiles & articles
2x/month, 6 issues/$35, 12/$60, 22/$95.

To subscribe, send check/MO 16
ENTERTAINMENT EMPLOYMENT JOURNAL
Dept. 550, 7095 Hollywood BI. #815
Hollywood, CA 80028

For more info call (213)969-8500.

FOR SALE EQUIPMENT

SAVE OUR PLANET
SAVE YOUR MONEY.

70 MILES FROM
SAN ANTONIO
TOWER AND REAL ESTATE
INCLUDED. FM
(918) 743-7814

W. John Grandy

BROADCASTING BROKER

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

ley, and KKAZ-FM, Cheyenne, Wyoming,
on QOctober 15, 1983. For information, con-
tact Jim Dinneen, 202 East 18th Street,
Cheyenne, WY 82001 (307) 634-8364.

—

Southeast Giant

Full Class C FM. Monstrous signal city
grades two major state university
cities in two states. CF positive. Also,
low dial full AM. Good resl estste. Best
equipment. Motivated seller. Asking
$1.0 milion. Terms.

oo [

Dick Paul - Tom Snowden - Paul Rald

g918-365-0327

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

P.O. BOX 25670
HONOLULU, HAWAII 96825

UNIQUE OPPORTUNITIES

SC- Resort FM. Terms 1/3 cash at $600,000
NY- FM/AM, Original owner retiring $850,000

Chicago AM covers Mkt. Price $1.2M
Tri-State FM & AM Stations

Call Ron Hickman - Hickman Associates
201-579-5232

Broadzst Aommunications ﬁiﬁinionx
BUSINESS BROKER ASSOCIATES

sMBA- - -HARVARD UNIVERSITY & HONOR GRADUATE ENGINEER

BROADCASTING & CABLE'S CLASSIFIED RATES
All orders ta place classified ads & all correspondence per-
laining to this section should be sent to: BROADCASTING &
CABLE, Classified Department, 1705 DeSales St.. NW.,
Washington, DC 20036. For information call (202) 659-2340
and ask for Mitzi Miller.

Payable in edvance. Check. maney order or credit card
(Visa, Masiercard or American Express). Full and correct
payment must accormpany al! orders. All orders must be in
writing by either letter or Fax 202-293-3278. it payment is
made by credit card, indicate card number, expiration date
and daytime phone number.

Deadline is Monday at noon Eastern Time for the foliowing
Monday's issue. Eariier deadlines apply for issues published
during a week conlaining a legal holiday. A special notice
announcing the earlier deadline will be published. Orders,

changes, and/or cancellalions must be submitted in writing.

NO TELEPHONE ORDERS. CHANGES, AND/OR CANCEL-
LATIONS WILL BE ACCEPTED.

When placing an ad, indicate the EXACT category desired:
Television, Radio. Cable or Aliied Fields; Help Wanted or
Situations Wanted; Management, Sales, News, etc. if this
information is cmitted. we will determine the appropriate cate-
goty according 1o the copy. NO make goods will be run if all
Infarmation is not included. No personal ads.

The publisher is not responsible lor errors i printing due (o
ilegible copy —all copy must be clearly lyped or printed. Any
and all errors must be reported to the Classified Advertising
Department within 7 days of publication date. No credits or {
make goods will be made on errors which do not materially

afiect the advertisement, ]
Publisher reserves the righl to alter classified copy 10 con-

torm witfi the. provisions of Title VIl of the Civil Rights Act of

1964, as amended. Publisher feserves the right to abbrevi-

ate, alter, or reject any-copy.

Ratea: Classified listings (nen-display). Per issue: Help Want-

ed: $1.70 per word, $34 weekly minimum. Situations Wanted:

-MEDIA BROKER SINCE 973 m 85¢ per word, $17 weekll minimum. All other classifications:
‘FT'_li . $1.70 per word, $34 weekly minimum.
*BROADCASTER SINCE 1657 Iy ey . Y
S, Word count: Count each abbreviation, initial, single figure or

-APPRAISALS FINANCING PRO FORMAS™ FCG PROCESSING
C. ALFRED DICK §15-758-7635

group of figures or Ietters as one word each. Symbols such
as 35mm, COD, PD. etc., count as one word each. A phone
nun-;‘ber with area code and the zip code count as one word
each.

Rates: Classified display (minimum 1 inch, upward in half

rsnch 1nc1err\}\;snts) Per7 issue I-ﬂlg? Wlantei‘d: $II4B ;f)er inch.
) iluations Wanted: $74 per Inch. All other classifications:
Our racyg;lgd evaluated video tapes are 21 48 per inch. For Sale %lg(ions, Wanted To Buy Stations,
uarant as good ublic Notice & Business Opportunities advertising 1equire
gs new for less than m M ' SSO U RI c’_jisplay spac?. Agen'cy *commission only on display space.
. . requency rales availabie.
172 the pnce.Order. AM/ FM COM BO Blind Box Service: (in addition to basia advertising costs}
(800)238-4300 pEETECETNCEN A Situations wanted: No charge. All other classifications: $20
Near Kansas City s g (ings s dapiy a0 Cach e
ertis ing listings an: % er-
$325’00000 tisement must haveg sepagrale box nzmber BROADCAST-
FOR SALE STATIONS T o o, porlolos wiiRg, Sameis, o o ovarRed
erms to Qualified Buye rs ?'rlagerialst‘;‘sgch mar;:'iallg;karenreui:g\‘ec‘i Ionzendleirh %?I nglal.n:e
olders, binders or the like. Re o ads wi ny X
FI AM Tampa Mkt $150K BHOADCASTNG 2. 5(’5{?3??;? Dodait St AW Wadhing:
| ABLE, eSales St., NW, Washing-
FI AM Orl. Mkt. $395K '9? é) ton, DC 20036 i =
FI AM/FM Great Mkt. $1.2M (@, v/%dﬂé% & Qsoc e e o e I
—=—=—MEDIA BROKERS/—=—o— note list the companies and subsidiaries you do not want your
reply to reach. Then. enclose both in a Second enveicpe
HADDEN & ASSQOC P.O. BOX 38 addressed 1o CONFIDENTIAL SERVICE, Broadcasting & Ca-
¢ LEXINGTON, MO 64067 bie Magazine, z'a:t the agurelssﬂab%vn%b i
- X R . or subscription Information
407-365-7832 816-259-2544 call 1-800-554-5729.

g
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skonthe Record

Compiled by BROADCASTING & Ca-
BLE based on filings, authorizations
and other FCC actions.

“OWNERSHIP CHANGES

Applications for change of ownership now appear in
“Changing Hands" (see page 38). FCC actions on
ownership change filings with file numbers and ac-
tion dates follow:

Granted

KFDF(AM) Van Buren, AR (BAL930519EE)}—Ac-
tion Sept. 20.

KSOL(FM) San Mateo, CA (BALH930720GG)}—
Aclion Sept. 21.

WKGT(AM) Cantonment, FL (BAL930728EA)—
Action Sept. 23.

WWKO(AM) Cocoa, FL (BAL930B0SEC)—Action
Sept. 22.

WAKT-FM Panama City Beach, FL
930715GG)—Action Sept. 21.

WWSD{AM)-WFHT-FM  Quincy, FL (AM:
BALS30524GE; FM: BALH930524GF)y—Action
Sept. 9.

WCWB-FM Trenton, FL (BALH930715GR)—AC-
tion Sept. 14.

KWGG-FM Hampton, IA (BALH930602GE)—Ac-
tion Sept. 20.

KBBK(AM)-KNAQ-FM Rupert, ID (AM: BA-
PL930716EF; FM: BALH930716EG)—Action Sept.
24,

WAKY(AM)-WGRK-FM Greensburg, KY (AM:
BTC930802EB; FM: BTCHI30802EC)—Action
Sept. 21.

KALB-TV Alexandria, LA (BALCT930803KE)}—
Action Sept. 17.

KGTR(FM) Port Sulphur, LA (BALHS30712Gh—
Action Sept. 15,

WLEW-AM-FM Bad Axe, M! (AM: BTC930726CK;
FM: BTCH930726GJ)—Action Sept. 15.

KLTK(AM)}-KWMQ-FM Southwest City, MO (AM:
BAL930811EC; FM: BALHZ30811ED)—Action
Sept. 22.

WJXN(AM) Jackson, MS (BALS30714ED}—Action
Sept. 14.

WYYA-FM Olive Branch, MS (BTCHS30716GI}—
Action Sept. 14,

WJXN-FM Utica and WJNS-FM Yazoo City, both
Mississippi (WJXN: BALH930714GE; WJNS:
BALH930714GF)—Action Sept. 14.

KBSR(AM) Laurel, MT (BAL930713EA}—Action
Sept. 27.

WAVJ(AM) Black Mountain,
(BTC930802EA)—Action Sept. 20.

WACB(AM) Taylorsville, NC (BALS30806EA)—
Action Sept. 24.

WBEX(AM)-WKKJ-FM  Chillicothe,
BTC930728EC;
Sept. 20

KMMY-FM Muskogee, OK (BALHI30719GF)—Ac-
tion Sept. 15.

KOAC(AM) Corvallis, KEPB-TV Eugene, KOAB-
TV Bend, KOPB-TV Portland, KRBM-FM Pendle-
ton, KOAB-FM Bend and KOPB-FM Portland, all
Oregon (BAL930716EA—Action Sept. 20.

WPCC(AM) Clinton, SC (BTC930728EA)—Action
Sept. 23.

WMFX-FM St. Andrews, SC (BALH930719GE)—
Action Sept. 14.

WNWZ(AM) Germantown, TN (BAL930706EB)}—

(BALH

NC

OH (AM:
FM: BTCH930728ED—Action

Abbreviations: AFC—Antenna For Communications:
ALJ—Administrative Law Judge: alt.—aliernate;
unn, —announced; ant.—antenna: aur.—aural: aux.—
auxiliary: ch.—channel; CH—critical hours.; ¢chg.—
change: CP—construction permit; D—day: DA——di-
rectional antenna; Doc.—Docket: ERP—cffective ra-
diated power: Freq—frequency; H&V-—horizontal and
vertical: khz—kilohertz; kw—kilowatts; lic.—license:
m—melers: mhz—megahertz: mi.—miles; mod.—
modification; MP—modification permit: ML—mudifi-
cation license: N—night: pet. for recon.—petition for
reconsiderution; PSA—presunrise service authority:
pwr.—power: RC—remute controly S-A—Scientific-
Allanta; SH—specified hours; SL—studio location:
TL—transmitter location: trans.—transmitter: TPO—
transmitter power output: U or unl.—unlimited hours;
vis.—visual:  w—walls; *—noncommercial.  Six
groups of numbers at end of facilities changes ilems
refer 1o map coordinates. One meter equals 3.28 feet,

Action Sept. 22.

KOPY(AM) Georgetown, TX (BAL930713EB}—
Action Sept. 23.

WNNT-AM-FM Warsaw, VA (AM: BAL930716GE;
FM: BALH930716GF)}—Action Sept. 16.

WNHV(AM)-WKXE-FM White River Junction, VT
{AM: BALS30622GM; FM: BALHI930622GN)—Ac-
tion Sept. 15.

KJRB(AM) Spokane, WA (BAL930723EB)—Ac-
fion Sept. 20.

WZXA-FM Sturtevant, Wi (BTCH930720GE)—Ac-
tion Sept. 22.

Dismissed

WAMX(AM) Saline and WIQB-FM Ann Arbor,

both Michigan (AM: BAL930826EA; FM: BAL-
H930826 EB}—Action Sept. 17.

e S e e e e s |

NEW STATIONS

= Anchorage (BPEDS20302MG)—Granted app. of
Koahnic Broadcast Corp. for 90.3 mhz; 100 kw; ant.
195.2 f. Address: P.O. Box 93330, 2525 C St.,
Suite 507, Anchorage, AK 99509. Applicant is
headed by Lydia L. Hays and owns WPGC(AM)-
WPCG-FM Morningside, MD; WZGC-FM Atlanta;
KBXX-FM Houston; WZLX-FM Boston; WUSN-FM
Chicago; KUBE-FM Seattle; KOPA(AM)-KSLX-FM
Scottsdale, AZ; WTNH-TV New Haven, CT, and
WSMV-TV Nashville. Action Sept. 23.

= Garberville, CA (BPHS30827MC)}—Brett E.
Miller seeks 103.7 mhz; 8 kw; ant. 789.5 ft. Ad-
dress: 11608 Blossomwood Court, Moorpark, CA
93021. Applicant owns KVFY-FM Wilson Creek,
WA, and is permittee of CP for KWEG-FM Garber-
ville and KKLG-FM Susanville, both Calitornia.

m Codar Creek, FL (BPED920918MC}—Granted
app. of Cedar Creek Public Radio Inc. for 89.5 mhz;
3 kw; ant. 91 ft. Address: 1688 Yellowstone, Cocoa,
FL 32922. Applicant is headed by Daniel Murphy
and owns WEJF-FM Paim Bay, FL. Action Sept. 15.

m Yankeetown, FL (BPED93090SMB)—Sabbath
Inc. seeks 96.3 mhz; 6 kw; ant. 100 ft. Address:
P.G. Box 371, Indianapolis, IN 46206. Applicant is
headed by Craig S. Gill and has no other broadcast
interests.

® Yankeetown, FL (BPED930908MC)—Star Radio
Inc. seeks 96.3 mhz; 6 kw; ant. 100 ft. Address:
3507-A Van Tassel, Amarillo, TX 79121. Applicant
is headed by William R. Lacy and has no other
broadcast interests.

= Yankeetown, FL (BPH930908MB)}—Citrus
County Association for Retarded Citizens Inc.
seeks 96.3 mhz; 6 kw; ant. 100 fi. Address: 1315 N.
Van Nortwick Rd., Lecanto, FL 32661-9210. Appli-

cant is headed by Charles D. Robertson and has no
other broadcast interests.

® Sasser, GA (BPH930916MA)—Albany Radio Inc.
seeks 107.7 mhz; 12.5 kw; ant. 141 ft. Address:
3122 Queracho Lane, Albany, GA 31707, Applicant
is headed by Jan C. Whitaker and owns WTIF{FM)
Omega, GA.

u Alta, IA (BPHG30902MG)—Buena Vista College
seoks 97.5 mhz; 100 kw; ant. 100 ft. Address: 610
West 4th St., Storm Lake, |A 50588. Applicant is
headed by Keith G. Briscoe and has no other
broadcast interests.

m Alta, IA (BPH330902MH)—Mahn Broadcasting
seeks 97.5 mhz; 6 kw; ant. 100 ft. Address: 832 E.
37th St., South Sioux City, NE 68776. Applicant is
headed by Theodore H. Mahn and owns
KWSL(AM)-KGLI-FM  Sioux  City, 1A, and
KSFT{AM)-KKJO-FM St. Joseph, MO.

u Lake City, |A (BPH930901MI)—Ames Broad-
casting Co. seeks 106.7 mhz; 25 kw; ant. 100 ft.
Address: 415 Main, Box 728, Ames, |A 50010. Ap-
plicant is headed by Betty A. Baudler and owns
KASI(AM)-KCCQ-FM Ames, IA.

u Coltax, IL (BPH930901MH}—Howard G. Bill
seeks 92.9 mhz; 6 kw; ant. 100 ft. Address: 625
19th Street, N.W., Rochester, MN 55901. Applicant
owns KOLM{AM)-KWWHK(FM) Rochester, MN.

m Coltax, IL (BPH930902MC)}—Daniel Wayne
Keister seaks 92.9 mhz; 6 kw; ant, 100 ft. Address:
R.R. #1, Box 123, Bloomington, IL 61704. Appli-
cant owns WBWN-FM LeRoy, IL.

m Coltax, IL (BPHI30903MB}—BNC Broadcasting
Inc. seeks 92.9 mhz; 6 kw; ant. 100 ft. Address: 207
Florence Ave., Bloomington, IL 61701. Applicant is
headed by Ralph Mendez and has no other broad-
casl interests.

= Colfax, IL (BPH930902MD}—WJEQ Radio
seeks 92.9 mhz; 6 kw; ant. 100 ft. Address: 1506 E.
Jackson St., Macomb, IL 61455. Applicant is head-
ed by Nancy L. Foster and owns WWCT-FM Peoria
and WJEQ-FM Macomb, both tlinois.

u Fairbury, IL {BPH930901MJ}—McLean County
Broadcasters Inc. seeks 107.7 mhz; 6 kw; ant. 100
ft. Address: P.O. Box 1970, Martinsville, IN 46151,
Applicant is headed by David Keister and owns
WBWN-FM LeRoy, IL; WKBV(AM)-WFMG-FM
Richmond, WBAT(AM) Marion and WCJC-FM Van
Buren, all Indiana; and is permittee of station WVNI-
FM Nashville, IN.

a Falrbury, IL (BPH330901MG)—Mark L. Rollings
seeks 107.7 mhz; 6 kw; ant. 100 ft. Address: 16005
Nantucket Pointe Court, Grover, MO 63040. Appli-
cant owns WUFI(AM)-WZNF-FM Rantoul, WZNX-
FM Arcola, WZZP-FM Kankakee and WWDZ-FM
Danville, all lilinois.

m Teutopolls, IL (BPED921102MD}—Dismissed
app. of Sabbath Inc. for 102.3 mhz; 6 kw; ant. 100
ft. Address: P.O. Box 371, Indianapolis, IN 46206.
Applicant is headed by Craig 8. Gill and has no
other broadcast interests. Action Sept. 23.

u Teutopolis, IL (BPH921102MC}—Granted app.
of John W. Kirby for 102.3 mhz; 6 kw; ant. 100 ft.
Address: P.O. Box 566, Effingham, IL 62401. Appli-
cant has no other broadcast interests. Action Sept.
23.

u Fort Belknap Agency, MT (BPEDS30115MA)—
Granted app. of Fort Betknap College for 88.1 mhz;
90 kw: ant. 340 ft. Address: P.O. Box 159, Harlem,
MT 59526. Applicant is headed by Beverly Bad-
horse and has no other broadcast interests. Action
Sept. 23.

8 Blair, NE (BPH930903MD)—Joseph A. Nugent
seeks 97.3 mhz; 25 kw; ant. 99 ft. Address: 5003
Grand Avenue, Des Moines, 1A 50312. Applicant is
headed by and owns KHUB(AM)-KFMT(FM) Free-
mont, NE, and KUET{AM) Biack Canyon, both Ari-
zona.

@ Waihalla, ND (BPH930825MC)—Norex Broad-
casting Inc. seeks 106.7 mhz; 33 kw; ant. 183 ft.
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Address: 610 Second Avenue North, P.O. Box 275,
Wahpeton, ND 58074-0275. Applicant is headed by
Chartes C. Rutledge and owns KCQV-FM Arthur,
ND.

= Elk Clty, OK (BPH921026MI)}—Dismissed app.
of Denero Dimensions for 84.3 mhz; 1.55 kw; ant.
134 ft. Address: 6963 Payte, Fort Worth, TX 76180.
Applicant is headed by Joseph W. Tilton and has no
other broadcast interasts. Action Sept. 22.

® Cannon Beach, OR (BPH930902ME}—Cannon
Beach Broadcasting Co. seeks 96.5 mhz; .970 kw;
ant. 239 ft. Address: P.O. Box 100, Cannon Beach,
OR 97110. Applicant is headed by Jack D. Dennon
and has no other broadcast interests.

u Seaside, OR (BPH930902MF)— Ken's Corpora-
tion seeks 98.9 mhz; B kw; ant. 99.8 fi. Applicant is
headed by Kenneth B. Ulbricht and has no other
broadcast interests.

uLittle Eagle, SD (BPED930114MI)}—Granted
app. of Seventh Generation Media Services Inc. for
89.5 mhz; 90 kw; ant. 324 ft. Address: P.Q. Box 32,
Litle Eagle, SD 57642. Applicant is headed by Jana
Shieids and has no other broadcast interests. Ac-
tion Sept. 23,

®» Monterey, YA (BPED930324MH)—Granted app.
of Pocahontas Communications Cooperative Corp.
for 91.9 mhz; .2 kw; ant. 426.1 ft. Address: State
Rte. 28, Dunmore, WV 24934, Applicant is headed
by John Geiger and owns WVMR(AM) Frost, W.Va.
Action Sept. 23.

® Roy, WA (BPEDS911210ME}—Granted app. of
Calvary Baptist Church for 89.7 mhz; 1 kw, ant. 30
ft. Address: P.Q. Box 401, Roy, WA 98580. Appli-
cant is headed by Walter L. Stowe and has no other
broadcast interests. Action Sept. 22.

e = o = = —Sae—— =23

FACILITIES CHANGES
Actions
AM’'s
» Coral Gables, FL WRHC(AM) 1550 khz—Grant-

ed app. of WRHC Broadcasting Corp. for MP
{BP920810DC) 1o change day TL to Krome Ave 6.7

mi (10.8 km) N of Hwy 41, 14.3 mi (23 km) NW of
Coral Gables, Miami, FL. Action Sept. 23.

¥ Dodge City, KS KDCC(AM} 1550 khz—Granted
app. of Dodge City Community College for CP to
correct coordinates to 37 47 14 - 100 01 55, Action
Sept. 24.

= Mount Holly, NJ WWJZ(AM) 640 khz—Granted
app. of Mount Holly Radio Co. for MP
(BP810806BG) to augment standard directional
patiern; reduce night power to 950 w and remove
any designation of array as a critical array. Action
Sept. 17.

m Kimberly, WI WHBY(AM) 1150 khz—Granted
app. of Woodward Communications Inc. for CP to
make changes in nighttime antenna system. Action
Sept. 17.

FM's

= Chevak, AK KCUK(FM) 88.1 mhz—Granted app.
of Kashunamiut School District for CP to make
changes, ERP: 6 kw; and ant. 23.8 m. Action Sept.
23.

= Sacramento, CA KNCI(FM) 98.5 mhz—Granled
app. of Nationwide Communications Inc. for CP to
make changes: TL: correction of N latitude coordi-
nates 38 38 53 121 05 51. Action Sept. 10.

= Sacramento, CA KXHV(FM) 89.7 mhz—Granted
app. of Sacramento City Unified School District for
moo. of CP (BPED-860226MC) to make changes,
ant. 26 m. and TL: Reliable Crane & Rigging Co.,
5853 Flori Perkins Rd., Sacramento Co., Sacra-
mento, CA. Action Sept. 21.

® Washington, DC WETA-FM 90.9 mhz—Forfeited
and canceled app. of Greater Washington Educa-
tional Television Association for CP 1o install aux.
ant. on main tower, 1o be operated on: ERP: 8.014
kw; ant. 448 & change 1o (for aux. purposes only).
Action Sept. 21.

= Marathon, FL WGMX(FM) 94.3 mhz—Dismissed
app. of Great Marathon Radio Co. for mod of CP
(BPH-8809011l) 1o make changes: ant. 78 m.; TL:
3.1 nautical mi. W of Marathon Airport. Action Sept.
22.

u Martinez, GA WKBG(FM) 107.7 mhz—Granted
app. of Kennedy Broadcasting Inc. for mod of CP

SERVICES

# FOR THE RECORD Il e —

(BPH-900125MQ) to make changes; change: TL:
224 km W of Pollards Comer on Rte 150, Colum-
bia Co., GA. Action Sept. 23,

# Warner Robbins, GA WRCC-FM 101.7 mhz—
Granted app. of Televiewers Inc. for CP to make
changes: ERP: 4.9 kw; petition to deny filed 7-13-
93. Action Sept. 23.

m Algona, IA KLGA-FM 92.7 mhz—Granted app. of
Kossuth Co. Broadcasting LC for mod of CP (BPH-
900628IC) to make changes; change ERP: 50 kw;
ant, 69 m.; TL: 2102 80th Ave., Algona, 1A 50511.
Action Sept. 23.

u Eagle Grove, |A KJYL(FM) 1007 mhz—Granted
app. of Minn-lowa Christian Broadeasting Inc. for
mod. of CP (BPH-911004ME) to change antenna
supporting structure height and TL: 3 1/2 mi W (260
degrees) from Eagle Grove city limits. Action Sept.
23.

m Benton, IL WQRL(FM) 106.3 mhz—Granted app.
of Dana Communications Corp. for CP to make
changes; change: ERP: 12,5 kw; ant. 140 m;
change antenna height and reduce power with no
change in antenna site. Action Sept. 15.

» Chicago WCYC(FM) 90.5 mhz—Granted app. of
Chicago Boys Clubs Educational Corp. for CP to
make changes: ERP: .017 kw; ant. 26 m. Action
Sept. 21.

® LaFayette, IN WKHY(FM) 83.5 mhz—Granted
app. of Stay Tuned Broadcasting Corp. mod of
license to increase ERP: 6 kw; pursuant to MM
docket 88-375. Action Sept. 20.

u Leitchfield, KY WKHG(FM) 104.9 mhz—Granted
app. of Rough River Broadcasting Co. Inc. for mod.
of license 1o increase ERP: 3.5 kw pursuant to MM
docket 88-375. Action Sept. 10.

» Tioga, LA KLAA{FM) 103.5 mhz—Granted app.
of Cajun Communications Inc. for CP to make
changes: remove antenna directional radiating ele-
ments to cause antenna to become non-directional.
Action Sept. 21.

m Marshall, MN KBJJ(FM) 107.1 mhz—Granted
app. of Paradis Broadcasting of Marshall inc. for CP
to make changes; change ERP: 25 kw; ant. 65 m.;
change frequency from 107.1 to 107.5; change to
class C3 per MM docket 91-317. Action Sept. 23.

==

BROADCAST DATABASE . -
daiaﬂk}gonld -

Coverage/Terrain Shadowing

—SROARCAST DATA MORviCEd
A Div. of Maffet, Larson & Johnson, fac.

®
darsworld
LPTV/TV Translator
Detailed Interference Studies

COMMUNICATIONS,

INC

¢ Aadio and Television System Design
* Transmitier and Studio [nstaliation

Aliocation Studies + Directories
PO. Box 30730 301-652-8822
Belfiesda, MD 20814  800-368-5754

© AM, FM, TV, H-group databases
" Coverage, aliocation and terain studies
* FCC research

703 824-5666 FAX: 703 824-5672

Regional Directories
Maps — Terrain — Popcount

301-652-8822 800-368-5754

* Microwave and Satellite
Engineering and Installation
627 Boulevard
908-245-4833

& gfainless, inc.

New Towers, Antenna Structures
Engineering Studies, Modifications
Inspections, Erection, Appraisals
North Wales, PA 19454
215 899-4871 FAX 599-9597

L

Shoolbred Engineers, Inc.

Structural Consultanes

Towersand Antenna Structures
Robert A. Shoolbred, PE.

L0492 Morrsson Drive
Charleston, $.C. 27403 » (8031 3774681

@ COMMUNICATIONS, Inc.

RF DESIGN & INSTALLATION SPECIALISTS
LARCAN SOLID STATE TRANSMITTERS
ALAN DICK ANTENNAS & COMBINERS
LEBLANC & ROYLE TOWER SYSTEMS
14440 CHERRY LANE CT. LAUREL MD 20707
TEL: 301-496-2200 FAX: 301-498-7952

Kenilworth, NJ 07033
FOR WORLDWIDE
IDB SATELLITE
TRANSMISSION
SERVICES CONTACT:

IDB COMMUNICATIONS GROUP
10525 WEST WASHINGTON BLVD.
CULVER CITY, CA 90232-1922
213-870-9000 FAX: 213-240-3904

s TOWER NETWORK
SERVICES
AE NATIONWIOE SERVICE
(305) 771-7180

WE . $TROBE LKHT SYSTEMS
SERVICE - TOWERS AND ANTENNAS

_

AM FM TV

Addresses, Mailing lists,

Data Discs, Mailings to P.D.’s
& General Managers. For
details, call The Radio Mall

1-800-759-4561!

Phone 202-452- 1422 Fax 202-206-3780

DATA COMMUNICATIONS COMPANY

Teleeommunieations Consultants

ANN VOGT 1990 M Street, NV, 1840

| Washington, DC 20036

PROFESSIONAL/SERVICE
DIRECTORY RATES
52 weeks - $45 per insertion

26 weeks - $60 per Insertion
13 weeks - $75 per Insertion

There Is a one time typesetting charge
of $20. Call (202) 659-2340.
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PROFESSIONAL CARDS

Consulting Telecommunications Engineers
Two Skyline Place, Suite 800
5203 Leesburg Pike
Falls Church, VA 22041
703-824-5660
FAX: 703-824-5672
MEMBER AFCCE.

Moffet, Larson & Johnson, Inec.

HAMMETT & EDISON, INC.
CONSULTING ENGINEERS
Box 280068
San Francisco, California 94128

(415) 342-5200

HE (202} 396-5200

Member AFCCE

CARL E. SMITH
CONSULTING ENGINEERS

AM-FM-TV Engineenng Consultants
Compleua Tower and Rigging Services

"Serving the Broudrast Faduster
for over 30 Veurs'

Box 807 Bath, Ohio 44210
{216) 659-4440

du Treil, Lundin & Rackley, Inc. ==CARLT.JONES= LOHNES AND CULVER COHEN, DIPPELL AND
T ASubudisr ol AD Rine. PG CORPORATION CONSULTING RADIC ENGINEERS EVERIST, P.C.
240 Norch Washington Blvd. CONSULTING ENGINEERS 8309 Cherry Lane CONSULTING ENGINEERS
. Laurel, MD 20707-4830
(B13) 3662611 (703 ) 569-7704 msr'z{gg;ma’;;;i 12 7 o
MEMBER AFCCE MEMEER AFCCE Since 1944 Member AFCCE Marnber AFCCE
MLJ

Jules Cohen & Associates, P.C.
Consulting Electronics Engineers
Sulte 600
1725 DeSales, N.W.
Washington, D.C. 20036
Telephone: (202) 659-3707
Telecopy: {202) 659-03€0

Member AFCCE

E. Harold Munn, Jr,,
& Associates, Inc.
Broadcast Engineering Consultants
Box 220
Coldwater, Michigan 49056
Phone: 517—278-7339

Consulting Telecommunications Engineers

9049 Shady Grove Court
Gaithersburg, MD 20877
301-921-0115

Member AFCCE

Mullaney Engineering, Inc.

HATFIELD & DAWSON

CONSULTING ENGINEERS
4226 SIXTH AVE. NW,
SEATTLE, W ASHINGTON 98107
(206) 783-9151; Facsimile: (206) 789-9834

MEMBER AFCCE

F.W. HANNEL & ASSOCIATES
Registered Professional Engineers
911 Edward Street
Henry, Ilinois 61537
(309) 364-3903

Fax (309) 364-3775

STRUCTURAL SYSTEMS
TECHNOLOGY, INC.
J. Cabot Goudy. P.E.
PRESIDENT
TOWERS, ANTENNAS, STRUCTURES
New Tall Towers, Existing Towers
Studies, Analysis, Design Muodifications,
Inspections. Erection, Etc.
6867 Kim 81, Mcl.ean, VA 22101¢703) 356-9765

C.P. CROSSNO & ASSOCIATES
CONSULTING ENGINEERS
P.0. BOX 180312
DALLAS, TEXAS 75218
TELECOMMUNICATIONS (FCC, FAA)
CHARLES PAUL CROSSNO, P.E.
(214) 321-6140 MEMBER AFCCE

JOHN F.X. BROWNE
& ASSOQCIATES, PC.
525 Woodward Ave,
Bloomtfield Hills, MI 48013
(313) 642-6226
Washington Office
(202) 293-2020
Member AFCCE

D.C. WILLIAMS, P.E.

Consulting Radio Engineer
Member AFCCE
Post Office Box 1888
Carson City, Nevada 89702

(702) 885-2400

GMMUN’ICATIONS TECHNOLOGIES INC.

BROADCAST CONSULTANTS

LAWRENCE L. MORTON
ASSOCIATES

1231 MESA OAKS LANE

MESA OAKS CALFORNIA 93434

TELECOMM UNICATIONS ENGIXEERS

Clarence M. Beverage
Lavra M. Mizrahi

£0. Box 1130, Marlion. NJ 08053
(609} 985-0077 + FAX: {609) 985-8124

LAWF!ENGAEM L.MMORTON, P.E.

™
APPLICATIONS = FIELO ENGINEERING
MEMBER AFCCE

(805) 733-4275 / FAX (805) 733-4793

|

STEVEN j. CROWLEY, P.E.
Consulting Engineer

1133 15th St., N.w_, Suite 1200
Washington D.C. 20005
Telephone (202) 223-1101

Fax {202) 383-2906

Member AFCCE

Suffa & Cavell, Inc.

Consulting Engineers
3975 University Drive, Suile 450
Fairfax, Virginia 22030
(202) 332-0110  (703) 5910110

Fax (703) 5910115
Member AFCCE

v = -5 v 3

§£
ENGINEERING COMPANY

BILL CORDELL, P.E.

11211 Kaly Fraeway, Suile 350
Houston, Texas 77079
(71 3)984-6885 or (713)438-3638

Enginaering G
Member AFCCE

DON'T BE A STRANGER

To Broadeastng & Cabie's 117.323 Readers
Oisplay your Prafessianal or Service Card here
Il will be sgen by $lanon and cable TY sysiem
owners and decision makers

1988 Readership Survey showing 3 7 readers
per copy

contact
BROADCASTING MAGAZINE
1705 DeSales St., N.W,
Washington, D.C. 20036
tor availabilities
Phone: (202) §59-2340

AFCCE
Association of
Federal Communications
Consulting Engineers
P.O. Box 19333
20th Street Station
Washington, DC 20036-0333
(301)776-448%

52 weeks - $45 per insertion

26 weeks - $60 per insertion
13 weeks - $75 per insertion

‘There is a one time typesetting charge of $20. Call (202) 659-2340
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One-man band

EDITOR: I am pleased to announce
that Mr. Al Wescott of Las Vegas has
appointed himself Radio Censor for
the U.S. Mr. Wescott faithfully listens
to, records and transcribes every
broadcast of the Howard Stern Show.
He then decides, according to his
own standards, what is indecent, and
files complaints with the FCC. His
efforts to protect America from Mr.
Stern-have been responsible for

more than $1 million in fines levied
against Infinity Broadcasting.

Of course, none of the more than
one million daily listeners of Mr.
Stern’s program asked Mr. Wescott
to undertake this task. But it’s com-
forting to know that Al Wescott of
Las Vegas is setting the indecency
standard of the more than 20 cities
that carry Mr. Stern’s radio show.

Mr. Wescott’s vigilance must be
especially comforting to Chicago.
WLUP there recently canceled Mr.
Stern’s radio program for fear that the
FCC would fine the station for in-
decency. The citizens of New York,
Los Angeles, San Francisco, Phila-
delphia, Washington, Dallas, Boston,
Baltimore, Cleveland, San Jose,

New Orleans, Buffalo, Rochester, Al-
bany, Las Vegas, Nassau-Suffolk,
Monmouth-Ocean, Wilmington, Al-
lentown-Bethlehem and others can
rest easy knowing that Al Wescott,
U.S. Radio Censor, is on the job.

Naturally, Mr. Wescott is not the
real villain. He has the right to protest
material broadcast in his communi-
ty that he finds offensive. If the How-
ard Stern show is too extreme for
Las Vegas, KFBI-FM should be held re-
sponsible, and, in fact, is facing a
fine of $73,750.

But this does raise some ethical
questions. Is Al Wescott qualified to
decide indecency in 20 other cities?

In Las Vegas? Or is he only qualified
to decide what is indecent to him?

Is the FCC qualified to determine what
is indecent for Las Vegas (or any

other community)? Shouldn’t the com-
munity have that responsibility—
either through its legal representatives
or through other mechanisms?

How can I {(or you) balance our
right to view, listen to or read material
of our choice wth Mr. Wescott’s
night to object? Does his right to object

extend to his putting his hands over
Our ears or eyes so We can'’t experi-
ence what he finds offensive? I

don’t have the answers, perhaps no
one does, but [ am greatly troubled
that one individual in one town in
America can decide the radio stan-
dards of more than 20 cities. And I'm
troubled that one federal agency in
the twilight zone of the nation’s capi-
tal can do the same .-—Terry Dugas,
director of programing and produc-
tion, WSFP-TV Fort Myers, Fla.

Memories of fairness

EDITOR: Hats off to New York
Governor Mario Cuomo and BROAD-
CASTING & CABLE for his commen-
tary in your Sept. 6 issue.

As a broadcaster of 45 years who
has lived through the years of the fair-
ness doctrine and its various inter-
pretations and ramifications, I can as-
sure you that at times it did indeed
impede, delay and stifle vigorous
treatment of controversial issues.

[ wonder if many of today’s
broadcasters remember the years dur-
ing which the FCC and station at-
torneys said there was an affirmative
requirement that when stations cov-
ered a controversial issue, they seek
out the opposing viewpoint. Thus it
became standard operating procedure
at many stations not to touch a con-
troversial issue unless spokesmen
could be located for both sides.

This interpretation was later
modified. But it could happen
again.—Hayward L. Talley, presi-
dent, WSMi-AM-FM Litchfield, I1l.

Other side of the coin

EDITOR: Harvey J. Tate’s career
(“*Open Mike,”” Aug. 23) has spanned
43 years, and that in itself is great.
What is sad is that most of the great
things about radio, including base-
ball games of the day, are no more.

The high in radio today—except
for the BBC on shortwave or C-SPAN
and for some NPR stations—is for
those making money, as Mr. Tate ap-
parently is, selling noise.

Mr. Tate never does answer Pro-
fessor Hilliard’s July 12 “*‘Monday
Memo,"’ except with name-calling
referring to Professor Hilliard’s *‘ilk,”
which I prefer to Mr. Tate and his
ilk.—Leonard Fass, Stockton, Calif.

‘THIS WEEK

Oct. 11-15—MIPCOM, international film and
program market for TV, video, cable and
satellita, Palais des Festivals, Cannes,
France. Information; (212) 669-4220.

Oct. 12— "Sports, Media and Marketing—Can

- Women Gét In the Game?" seminar sponsored

by American Women in Radio and Televi-

. sion, Golden Gate chapter. KPIX-TV. San

pe

. Francisco. Information: (415) 985-7135.

. Oct. 12-17—National Black Media Coall- |

tion national conference, Radisson Plaza Ho-
tel at Mark Center, Alexandria, Va. Informa-
tion: {202) 387-8155.

Oct. 13—"Spin Control,” semingr sponsored
by Center for Communieation. Center, Mew
York. Information: (212} 836-3050.

Oct. 14—"TV Critics Look at the New Sea-
son,” newsmaker luncheon sponsored by fn-
ternational Radio and Television Society.
Waldorf-Astorfa, New York, Information: Mari-
lyn Ellis, (212) B67-6650.

Oct. 14-17—Society of Professional Jour-
nalists national convention, Sheraton Bal
Harbour Hotel, Bal Harbour, Fla. Information:
{317) 653-3333.

Oct. 15-16—American Women in Radio
and Television, Charlotte chapter, south-
east area conference. Park Holel, Charioits,
M.C. Information: Vonda Kezigh, (704) 527-
2675 or Jayne Mason, (704) 374-3738.

1

Oct, 17-19—Associaton of National Ad-
vertisers B4th anpual meeting and business
conference. Maples, Fla. Infarmation: {212)

' 697-5950,

- Oct. 23-26—Radio Advertising Bureau tall
5 board meeting. Phoenix. Informatian; (212)

387-2100,

Oct. 29-Nov. 2—Society of Motion Plc-
ture and Television Engineers 135th techni-
cal conference and eguipment sxhibiticn. Los
Angeles Convention Center, Los Angeles. In-
formation: (914) 761-1100.

EMBER
Dec. 1-3—Western Cable Show sponsored
by Caiitornia Cable Telavision Association.

Anaheim Convention Center, Anahaim, Calif.
Informatian: (800] BS8-2282,

JANUARY 1994

Jan. 14-20—National Association of
Broadcasters winter board meeting and leg-
islative forum. Carlsbad, Calif. Information:
(202} 428-5300, ;

Jan. 23-24—Association of Independent
Television Stations 215t annual convention,
Intercontinental Hotel, Miami. Information:

. (202) B87-1570.

. Jan. 24-27-NATPE International 31st an-
‘ nual program conference and exhibition. Mig-
¢ i Beach Conwention Center, Miami Beach.
| Information: (310) 453-4440,

.~ Jan 29-Feb. 1-—National Rellgious Broad-

casters convention and exposition. Sheralon |

| Washington, Washington. Information: (703}

330-7000.

L
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Thomas F. Olson

T om Olson, president of Katz
Television, prides himself on
creative problem solving, a tal-
ent that has taken him through a sales
career at Katz to the position of over-
seeing the direction of the corpora-
tion's three sales divisions, involving
more than 200 television client sta-
tions and $1.2 billion in annual sales.

That ability to think himself clear of
obstacles may have had its roots in a
family of 10 brothers and sisters grow-
ing up in Chicago in the 1950’s, a
time he remembers as ““survival of the
fittest.”’

It might have come from using his
wits to sell wigs and cars to put him-
self through college. *‘I knew that if I
was going to college it was going to be
on my own nickel,”’ he says.

Instead, Olson, 45, credits his talent
to a job he held in construction in his
late twenties.

Working briefly as a foreman after a
stint as a local television salesman and
before signing on with Katz, Olson
balanced the complex needs of work-
ers and the heavily detailed demands
of architects. That balance required
constant maintenance, and Olson re-
members spending at least an hour ev-
ery day—usually from 6 to 7 a.m.
before his workers were on site—
thinking through problems facing giv-
en projects.

That attention to the many details of
management, as well his first truly
thought-out negotiations, are skills he
considers vital to success in the rep
business.

Olson landed his first broadcast
sales job at WQAD-TV, the Moline Ill.-
based ABC affiliate in the Quad Cities
market. That was after finishing col-
lege a semester early in 1970 without a
clear career path other than that he was
going to make a living as a salesman.

After a few years at the station, a
brief stint selling computers and his
Jjob in construction, Olson joined Katz
Television’s Chicago office as a sales
executive in 1975. He was named
sales manager of Katz’s Continental
Gold team in Chicago in 1977. He
became divisional vice president in
1981 and was reassigned to Continen-
tal’s New York office as vice presi-
dent and national sales manager later

that year.

In 1983, Olson was promoted to
vice president, general sales manager,
of Continental and became president
of Katz Continental the following
year. He was named to his current
position in 1990.

‘“The best thing I did for Katz was
to promote [Ofson] from a manage-
ment position in Chi-

‘‘He is a management-by-example
kind of guy,”” adds Swan.

Asked if he considers himself cre-
ative in terms of how he approaches
sales strategies, Olson recalls his days
selling in the local Quad cities markets
as important because he could conduct
event selling rather than just making
cold calls.

Event sales allowed Olson to take
his selling beyond just positioning his
product around competitive media.

Olson found the transition from a
station to the rep industry a challenge,
requiring knowledge of mulitiple sta-
tions and markets as opposed to just
one.

While chalking up a good deal of
his success to hard work, Olson says
that there was some luck at play as
well.

In 1975, when he took his first job
with Katz in Chicago, the industry
was beginning to shift away from a
looser and more social way of con-
ducting business. The growing trend
in rep selling demanded that employes
know the technical sales end of the
business, a profile with which Olson
felt comfortable.

€ago to a more mean-
ingful management
position in  New
York,” says Peter
Goulazian, president
and CEO of The
Katz Corp., who
adds that he has no
better example of
creative problem
solving than Olson.

A self-proclaimed
avoider of small
talk, Olson’s speak-
ing style is clipped
and to the point but
full of the promise
that he knows what
he is talking about. That confidence in
his knowledge of his product and his
selling vision is where Olson’s peers
say he shone as a salesman and later as
a manager and as a president.

‘‘He’s clearly a guy who sees the
forest from the trees,”” says Bob
Swan, vice president, national sales
manager for Katz Continental Division
and a 17-year colleague of Olson’s.

President, The Katz Television
Group, New York; b. July 31, 1948,
Chicago; BA, business/market-

ing, Westem llinois University,
1970; salesman, WQAD-TV Mo-
line, Hl., 1970-75; sales executive,
Katz Television, Chicago, 1975-
77; sales manager, Katz Continen-
tal's Goid Team, Chicago, 1977-
81, divisional VP, Katz Continental,
Chicago, 1981; VP, national

sales manager, Katz Continental,
New York, 1981-83; VP/GSM,
Katz Continental, New York, 1983-
84; president, Katz Continental,
New York, 1984-90; current posi-
tion since 1990; m. Maureen
Walsh, July 28, 1972; children: Amy
Michelle, 16; Danielle Renee, 13.

That meant break-
ing out the rate books
and making the num-
bers dance, says Ol-
son, who prides him-
self on being able to
make a given market
come alive for cli-
ents.

“‘For the first time
I wasn’t wondering
what it would be like
to do something
else.”” Olson says
the pleasure he took
from his job al-
lowed him to focus
on client needs
without distraction.

Trying to imagine someone at the
helm of one of the leading rep firms
selling wigs and cars is difficult. But
Olson says those experiences, and oth-
er sales jobs that demanded his prob-
lem-solving skills, set the stage for his
success.

“‘I've been selling something all my!
life.”’ u

Broadcasting & Cable Oct 11 1993
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Mary Ann
Spero, former
VP, develop-
ment, Longbow
Productions,
Los Angeles,
joins Hearst
Entertainment
there in same
capacity.

Spero Samuel Woll-
son, executive director, labor rela-
tions, Paramount Pictures, Holly-
wood, joins Warner Bros. Television,
Burbank, Calif., as director, labor
relations.

Appointments at NATPE Interna-
tional, Santa Monica, Calif.: Ron
Gold, VP, marketing, and Nick
Orfanopoulos, VP, conferences, spe-
cial events, named senior VP’s.

Mark Rafalowski, senior VP,

sales, development, Western Interna-
tional Syndication, Los Angeles,
Jjoins DSL Productions there as senior
VP, worldwide marketing, sales.

William Templeton, manager,

sales planning, syndication, KTVU-TV
San Francisco, named director, de-
velopment, analysis, Cox Broadcast-
ing there.

Rena Terracuso-Donlon, senior
publicist, ABC News, New York,
joins Multimedia Entertainment’s
Donahue, New York, as director,
press, public relations.

Heather Vincent, producer, ABC
World News Now, New York, joins
NBC News there as coordinating
producer, Dateline NBC.

Maury Lanken, former VP, Can-
nell Distribution, New York, joins Pe-
ter Rodgers Organization, Long-

port, N.J., as VP, eastern sales.

Janice Whiffen, former president,
Video Sales Organization, Los Ange-
les, joins Just Your Pal Inc., Mari-
na del Ray, Calif., as COO.

Appointments at WETA-TV Wash-
ington: Susan Higashi, project offi-
cer, international activities, Corpo-
ration for Public Broadcasting,
Washington, joins as manager,

marketing, strategic ventures; Joan

Robins, director, marketing ser-

vices, WNET-TV New York, joins as
director, station relations, research;
Dan Dockter, writer/producer,
Boelter & Lincoln, Madison, Wis.,
joins as manager, on-air creative ser-
vices; Joe Bruncsak, promotion
director, WETG Erie, Pa., joins as as-
sociate producer, on-air promotion.

Fawn Ring, producer, WITW-TV
Chicago, named director, arts, enter-
tainment production.

Lawrence Herbster, station man-
ager, WIVB-TV Buffalo, N.Y ., joins
KOCO-TV Oklahoma City as
VP/GM.

Lowell Briggs, producer, New En-

gland Cable News, Boston, joins WBZ-

TV Boston, in same capacity.

Jack Jacobson, media consultant,
Tucson, Ariz., and former station
manager, KTVK-TV Phoenix, joins
KTTU-TV Tucson, Ariz., as GM.

James Kutzner, associate director,
engineering development, PBS, Alex-
andria, Va., joins Twin Cities Pub-
lic Television, St. Paul, as VP, opera-
tions, engineering.

Don Carmichael, former GSM,
WATE-TV Knoxville, Tenn., joins
wBAY-Tv Green Bay, Wis., as
GM.,

Mary Cox, executive news produc-
er, KTSP-TV Phoenix, joins KNXV-TV
Phoenix as news director.

Mike Johnson, anchor/reporter,
KRIS-TV Corpus Christi, Tex., joins
All News Channel, Minneapolis-
St. Paul, as anchor.

Tom Dunn, former anchor, WwOR-
TV Secaucus, N.J., joins Starquest
Prime Time Productions’ Life i
Prime Time, West Palm Beach, Fla.,
in same capacity.

Appointments at WGN-TV Chicago:
Marc Drazin, manager, ENG opera-
tions, ABC News, Atlanta, joins as
director, engineer; Merri Dee, direc-
tor, community relations, appoint-

ed chairman of the board, Chicago Ju-
nior Achievement.

Mike Lennon, GM, WYZZ-Tv
Bloomington, HI., joins WHOL-TV Peo-
ria, lll., as president/GM.

Sydney Seaward, reporter, New
England Cable News, Newton, Mass.,
Jjoins KNWS-TV Houston as anchor/
reporter.

Robert Hall,

VP, programing,
ABC/SMN
(formerly Satellite
Music Net-

work) Dallas,
named senior

VP, programing,
ABC Radio
Network there.

Hall Appointments
at WBZ(AM) Boston: Brian Whitte-
more, news director, named direc-
tor, news, programing; Carmela
Most, promotion coordinator,
named audience promotion manager.

Jerry O’Donnell, host, More Mu-
sic Show, WGER-FM Saginaw, Mich.,
named general station manager.

Sandra Trim-
DaCosta, direc-
tor, marketing,
Sony Music En-
tertainment /
Columbia Re-
cords, New
York, joins GRP
Records there

¢ in same capacity.
Trim-DaCosta John Long,

local sales manager, WMTG(AM)-WNIC-
EM Dearborn, Mich., named GSM.

Appointments at WHIO(AM)-WHKO-
FM Dayton, Ohio: Peter Spriggs, op-
erations director, WBLY Spring-

field, Ohio, joins as assistant program
director, WH10(AM); Dick Roberts,
media consultant, Dayton, Ohio, joins
as afternoon news anchor,

WHIO(AM); Tracey Peyton, market-
ing, programing assistant,
WHIO(AM)-WHKO-FM, named market-
ing, public service coordinator.

CABLE

Philip Callahan, VP, European
operations, Graff Pay-Per-View, New
York, named CFO.

Sue Barton Huffman, president-
elect, International Association of Cu-
linary Professionals, Louisville,

Ky., joins Television Food Network,
New York, as VP, programing.
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Appointments at E! Entertainment
Television, Los Angeles: Kristine
McCoy, director, advertising sales,
western region, named VP, advertis-
ing sales, western region; Mark
Feldman, attorney, Pettis, Tester,
Kruse & Krinsky, Newport Beach,
Calif., joins as director, business, le-
gal affairs; Bianca Ferrare, report-
er, KVBC-TV Las Vegas, joins as an-
chor, E/ News Daily and E! News
Week in Review.

Appointments at Viewer’s Choice,
New York: Mike Steward, supervi-
sor, operations, named manager;
Lisa Miller, managing producer, vid-
eo promotion, named director, vid-
€0 promotion.

Appointments at USA Network,

New York: Elsie Walton, VP, devel-
opment, Barry Weitz Films at Mul-
timedia Motion Pictures, Los Angeles,
joins as director, movie develop-
ment, Los Angeles office; Cindy Fa-
bian, director, current programing,
Universal Television, Studio City,
Calif., joins as director, series de-
velopment, Los Angeles office.

Charles Bragg, VP/GM, Cable
Adnet, Charlotte, N.C., joins Cable
Media Corporation, New York, as
VP/director, sales.

Joe Zuckerbrod, national accounts
manager, Private Satellite Network,
New York, joins Group W Sateltite
Communications, Stamford, Conn.,
as manager, business television
sales.

Appointments at remote broadcast
production, ESPN, Bristol, Conn.:
Tim Corrigan, associate producer,
named producer; Cheryl Grace, pro-
gram manager, named coordinating
producer; Mark Quenzel, coordinat-
ing producer, named senior coordi-
nating producer; Robert Scanlon, di-
rector, program, production
continuity, named senior coordinating
producer.

Rl == = —S.i===pe

TECHNOLOGY

Stephen Twomey, VP, enginer-

ring, operations, Nynex Network Sys-
tems, Europe, joins C-COR Elec-
tronics, State College, Pa., as
executive VP, sales, marketing.

Sean O’Brien, director, market-

ing, Philips Auto Products, Knoxville,
Tenn., joins Starsight Telecast

Inc., Fremont, Calif., as director,

Gold Medal for Klein

Lewis Klein, for-
mer president,
Gateway Com-
munications,
and co-founder
of the Naticnal
Association  of
Television Pro-
gram Execu-
tives (NATPE), was the 1993 re-
cipient of the Pennsylvania
Association of Broadcasters’
Gold Medal. Klein received the
award at a dinner in Philadel-
phia.

The PAB Gold Medal is pre-
sented annually in recognition of
Pennsylvanians who make con-
tributions to the state and nation
in the fields of communications,
business, arts, science, govern-
ment, sports, education and civic
enterprise. -MB
il N
manufacturers’ marketing depart-
ment.

Anthony Beswick, director, opera-
tions, engineering, Audio Plus Video
International, Northvale, N.J_,
named VP, operations, engineering.

Steve Skalski, director, operations,
Echosphere Corporation, Baltimore,
named executive director, Echo-

spere Corp., Asian division, Singa-
pore.

e e e T T e v S N S et

ADVERTISING

C. Russell White, VP, national
sales, Katz Communications, New
York, joins Seltel there as national
sales manager.

Appointments at D’ Arcy Masius
Benton & Bowles, St. Louis: LeAnne
Stinecipher, account supervisor,
Earle Palmer Brown, Atlanta, joins as
account manager; Thom Vander-
klipp, copywriter, West & Co. Ad-
vertising, Tampa, Fla., joins in

same capacity .

WASHINGTON

Bonnie Richardson, director, mul-
tilateral services, Office of the United
States Trade Representative, joins

the Motion Picture Association of
America as director, federal affairs.

—_—

Cecilia Cole McIntruff, executive

VP, Bond Donatelli loc., joins CBS,
Washington, as VP, federal policy.

Andrew Kreig, attorney, Latham

& Watkins, Washington, joins Wire-
less Cable Association International
as VP/director, media relations, there.

Grace Ascolese, senior manager,
client services, CLT Research Asso-
ciates Inc., New York, joins The
Cable Television Administration and
Marketing Society Inc., Alexan-
dria, Va., as VP, research.

DEATHS

Bruce Lovett,
66, former VP,
American
Teleyision &
Communica-
tions Corp., and
former chair-
man of the Na-
tional Cable
Television Asso-
ovett ciation

(BROADCASTING, April 14, 1975) died
Oct. 3 of complications from stom-
ach surgery and kidney failure at Sib-
ley Hospital, Washington. Lovett
began his cable career in 1965 as as-
sistant general counse!l with NCTA,
where he advanced to general counsel.
In 1970, Lovett joined American
Television & Communications Corp.
(now controlled by Time Inc.) as

VP, corporate development, in its
Washington office. During his ten-
ure at ATC he was a member of the
NCTA board and became the asso-
ciation’s chairman in 1974. He was in-
strumental in the passage of the

1976 Cable Copyright Act. Since
1977, Lovett operated his own
management and consulting firm, Te-
lesystems Development Inc. He
Joined the McLean, Va., law firm of
Masselli & Lane in 1989, where he
practiced general law until his death.
Survivors include two daughers and
one son.

Gregory Tally, 36, technical writ-
er, KPMG Peat Marwick, Washing-
ton, died Sept. 27 of meningitis at
Washington Hospice. Tally worked
for ABC Radio, WILA-TV and
WUSA-TV, both Washington, the
Brookings Institution and the White
House Preservation Fund before join-
ing Peat Marwick in 1987. Survi-
vors include his parents and two
brothers.
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The nomination of Reed Hundt to
the FCC chairmanship is on hold in
the Senate. Although Hundt's
nomination was unanimously ap-
proved by the Senate Commerce
Committee last week, Senate Repub-
licans blocked Hundt and several
other presidential nominees on the
fioor. It's believed the Republicans
are refusing to consider these nomi-
nations because they are unhappy
with the White House's failure to fill
Republican seats at government
agencies including the FCC. The Sen-
ate reconvenes Wednesday, and

it's speculated that Hundt and the oth-
er nominations may move then.

Paramount-owned independent
KTXA(TV) Dallas and Fox affiliate kBsi-
Tv Cape Girardeau, Mo., will car-

ry ABC’s NYPD Biue in pattern
(same time as the ABC feed) start-
ing Oct. 26 (episode six). Prior to that
the stations will show the first five
episodes over 10 days.

CBS confirmed on Friday that It
Had to Be You and Family Album,
airing on Friday nights at 8 and

8:30 p.m. respectively, will be put on
hiatus for at least the November

inlBriask
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Top cable shows and nets
Following are the top 15 basic cable programs (Sept. 27-Oct. 3}, ranked by households
tuning in. The cable-network ratings are percentages of the total households each
network reaches. The U.S, ratings are percentages of the 94.2 million households with
TV sets. Source: Nielsen Media Research.

HHs. Rating
Program Ntwk Time (ET) (000) Cable U.S.
1. NFL (Gianis—Bills) TNT  Sun. B8p 5359 89 58
2. NFL Primetime ESPN Sun. 7:15p 3,716 6.0 4.0
3. Major League Baseball ESPN Sun. 4p 3599 58 3.9
4, MLB (Astros—Braves) TBS Thu. 7:35p 3,307 54 386
5. MLB (Rockies—Braves) 8S Sun. 1:05p 2,991 49 32
6. MLB (Rockies—Braves) TBS Fri. 7:30p 2683 44 29
7. Basebali ESPN Wed. 7:30p 2,554 4.1 28
8. MLB (Astros—Braves) TBS Tue. 7:35p 2,440 40 26
9. College Football ESPN Sat. 7:30p 2,125 34 23
10. Ren & Stimpy NICK Sun. 11a 1,845 33 21
11. NFL Gameday ESPN Sun. noon 1,932 31 21
12. Rugrats NICK Sun.10:30a 1,849 31 20
13. Saved by the Bell TBS Wed. 5350 1,794 29 19
14. Murder, She Wrote USA  Mon. 8p 1,746 28 1.9
15. Baseball Tonight ESPN Sun, 8p 1,706 28 19
The top ﬁvg basic gable services for the week of Sept. HHs. Rating/
20-26 are listed at right; they are ranked by the number oo (000) Share
of households tuning in during prime time (8-11 p.m.).
The cable-network ratings are percentages of the total  TBS ....... 1,778.....2.9/47
households each network reaches; the shares are per- ESPN ... 1,462 .....2.4/3.9
centages of the total households each network reaches  TNT ........ 1,365 .....2.3/3.7
that have their TV sets on during prime time. Source: USA ......1,200.....2.0/3.1
cable networks based on Nielsen Media Research. NICK ....... 683..... 1.1/1.8 J

sweeps. They will be replaced with Di-
agnosis Murder starring Dick Van
Dyke. The two sitcoms had been av-
eraging less than a 15 share. The

network stressed that the shows (both

trom Warner Bros. Television)
would return to the schedule, possibly
in a different time period.

The New York City Department

of Consumer Affairs is taking action
against Home Shopping Network
and baseball Hall of Famer Johnny
Bench for allegedly making mis-
leading claims during an Aug. 5 seg-
ment. Bench and HSN were pitch-
ing autographed baseballs at $49.95
each and calling it "an unbeliev-
able deal,” but the actual market val-
ue is about 40% lower, according

to the department.

Comedian George Carlin and The
Simpsons co-creator Sam Simon
have teamed up on a mid-season
pilot for Fox that has Carlin playing a
New York taxi driver. Leslie
Moonves, president of Warner Bros.
Television, describes the project as
Carlin as the “taxicab driver/philo-
sopher who goes back to his roots
on the Upper West Side of New
York.” The pilot will be shot in two
to three weeks.

So outraged are the French by

the European satellite launch of
Turner's TNT/Cartoon Network

with a French-language track, that the
government may introduce a tax

on receiving dishes, This proposal
has not deterred leading European
TV company CLT from announcing a

Oftice,

Postimaster. please send address clu
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The Nationai Academy of Television Arts
and Sciences handed out its annual Tech-
nological Emmys last week. Plctured
above (i-r) are Sony Corp. of America Ex-
ecutlve Vice President Charles Steinberg,
Sony Senior Managing Director Kiyoshi
Yamakawa and NATAS Chalrman Michael
Collyer. Sony shared the Emmy for serial
digltal interconnection technology with
Tektronix, Thomson Broadcast and
SMPTE. Other winners were Advent Com-
munlcations and Comsat, which shared
an award for developing lightweight earth
terminals for satellite newsgathering;
Avid, EMC and Montage, which shared an
award for developing technology for non-
linear digital editing systems; Dr. Frank
Back, for deveioping zoom lens technol-
ogy for TV cameras; Matsushita, for pio-
neering In digital video production switch-
er technology, and Philips Electronics, for
prism technology for color TV cameras.

plan to launch a French-language
satellite service based on its existing
terrestrial channel, RTL-TV. CLT

will not say which satellite it will use,
but its headquarters in Luxem-

bourg is near that of SES, operator of
the Astra satellites.

MTM Television Distribution will
launch an hour-long syndicated
block of “advertiser-friendly”
family programing, all of it library
product from parent International
Family Entertainment's basic cable
channel, The Family Channel. Un-
der the MTM Family Network banner,
such off-cable half-hour series as
Rin Tin Tin, K9 Cop, Bordertown;
That's My Dog, and Baby Races

will be packaged into hour-long
straight barter packages (seven
minutes local/seven minutes nation-
al).

Errata: Due to mechanical error,
third-quarter cable ratings in the Oct.
4 issue inadvertently listed USA
Network twice. TBS was the top-rated
network for the quarter with a 2.5
prime time rating.

Llhink the market has probably exag-

Celtics jump

The Celtics may figure in Fox's

affiliation to Gannett-owned wLvi-Tv.)

tag of roughly $50 million on WFXT-Tv.

Only weeks away from the season opener, broadcasts of the Boston
Celtics basketball games are expected to jump from wrxT-Tv Boston to
wsBK-Tv there. Although Fox has signed an option to buy wrxT-Tv, the
timing of the anticipated switch comes as something of a surprise, given
that there is no definite timetable for the purchase and wrxT-Tv has a
contract for games through 1999-2000. Any Celtics games conflicting
with Boston Bruins broadcasts, also carried on wsBK-Tv, could wind up on
the NBC affiliate, wBz-Tv, it was speculated.

broadcaster has been unhappy with station pre-emptions of the Fox
schedule in favor of the Celtics, whose principals, through a separate
limited partnership, now own the station. (One source familiar with the
negotiations says Fox hinted more than once that it might switch its

Fox's purchase could take place in several stages, with the first not
occurring no earlier than Jan. 1, 1995, when the station’s current affili-
ation agreement expires. The multistage transaction places a total price

to WSBK-TV

decision to buy the station. The

—GF

HOLLYWOQOD

Get your motor running

On the heels of its just-launched
BeachQuest, a sand-and-surf athletic
competition spin-off from
Baywatch, All American, according to
a Hollywood agency source, is con-
sidering another action hour to com-
pete against Cannell Distribution’s
Renegade. The potential 1994-95
weekly hour, tentatively titled Har-
ley Davidson, is being developed by
First-Run Productions’ husband-
and-wife-team Max and Micheline
Keller, producers of All Ameri-
can’s January 1994 Acapuico
H.E.A.T. weekly series.

The show would feature two fe-
male leads who ride the country on a
** “Thelma and Louise’-style ad-
venture,”” according to the source.

BOSTON

Investingin TV

Boston Ventures’s $48 million eg-
uity participation in River City Broad-
casting (see *‘In Brief’’) marks the
first TV station investment for the firm
since its Metromedia LBO in 1984,
Partner Roy F. Coppedge the venture-
capital firm, whose media and en-
tertainment portfolio has included Mo-
town Records, National Enquirer

and cable MSO’s, stayed away from
TV stations because ‘‘the numbers
didn’t work.”” Company partners now

i gerated the threat to advertising reve-

nue. And with interest rates low,
stations bought at a fow multiple-to-
cash-flow price need only 3%-4%
revenue growth to make the deal
work, he adds.

WASHINGTON
Advantage broadcasting

Broadcasters see the Senate’s so-
called infrastructure bill S.1086 as not
only a chance to give cable some

real competition by permitting telcos
to run cable systems, but also an
opportunity to gain further legislative
and regulatory advantages. Among
other things, sources say, broadcasters
will try to attach provisions relax-

ing television ownership limits, in-
cluding the prohibition against
common ownership of two TV sta-
tions in the same market.

Drawn for BROADCASTING & CABLE by Jack Schmidt

“‘He bought two dozen nightcrawlers, then
offered me a job as programing direcior of
a new 24-hour bass fishing channel.”
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COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

After the storm

The smoke is beginning to clear on the retransmission-
consent/must-carry battlefield, and while many questions
remain, it appears clear that the tandscape of the Fifth
Estate has been changed forever, and in fundamental
ways.

For one, the power of cable as a service—not just as a
skiliful lobby or a collection of iron-willed executives—
has been demonstrated, with the exclamation point put on
by broadcasters themselves. Tough table talk aside, broad-
casters were forced to concede that they now need cable as
much as the wired medium has always needed them. The
great irony of the retrans passion play is that CBS—
retransmission’s least cable-friendly, highest-profile archi-
tect—has succeeded in driving broadcasters deeper into
the cable business, a prospect perhaps not so disturbing to
the other networks, all of which already had considerable
cable interests.

Although the wired medium is generally being handed
the laure! wreath, some broadcasters came out clear win-
ners as well. The broadcaster profile on cable has been
solidified——and in some cases heightened—by the require-
ment that all stations who demanded carriage got it. A
high-channe] UHF living in constant fear of getting
bumped, or trying desperately to get carriage, now has
new peace of mind. And although the jury is still out on
whether the new cable channels many broadcasters negoti-
ated for will initially drain more than they gain, those
channels do hold at least the potential of a second revenue
stream, which in a multimedia mix is a necessity, not a
luxury.

But if the news is far from all bad for broadcasters, it is
not necessarily time to break out the champagne in Den-
Ver.

Another winner in the retrans battle may be the tele-
phone companies, who have a new ally in their fight to get

into the TV business. If the value of broadcast programing
and its important brand identity has now been balanced by
the value of cable’s clean and multichoiced delivery,
stations hope the scales will be tipped in their favor by
another wired medium eager to tap into their programing
prowess.

And Washington has yet to be heard from. The show of
force displayed by cable at the bargaining table is just the
kind of power that troubles lawmakers; indeed, the same
kind that kindled the cable rereg movement in the first
place. Congress could well feel its will flouted, add this

PR e e
“Retransmission consent has
thrown us together. If there’s an
upside, we now know them all
personally and quite well.”’

outcome to its list of cable regs gone awry and iry to
‘‘repair’’ it with some arbitrary ‘‘cable pays broadcasters
x for v” formula.

One thing that hasn’t changed—a fact made clear by the
recent carriage battle—is the value of the broadcast sta-
tion’s brand identity. What cable was fighting for was to
remain firmly yoked to broadcast programing (just check
out what programing gets the highest viewership and the
lowest channel positions). However tough cable’s talk, the
loss of broadcast channels would have been a tremendous
blow.

The fact remains that these two industries need each
other. There was even some sign last week that the close
quarters of the bargaining table may have created new
amity as well as enmity. WPMT-TV York, Pa., general
manager John Riggle says of the experience: ‘‘Retrans-
mission consent has thrown us together. If there's an
upside, we now know them all personally and quite
well.”’
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Migration
1o 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 entitied, 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 cperations.

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
directiy to your best customers and prospects, please call:

Eric Trabb Rick Ayer ' -~y
Winfield Boyer Ayer Communications (V@ ) ! i

Lewis Edge & Associates, Inc.  Phone: (714) 366-3089 s

Phone: (609) 883-7900 Fax: (714) 366-9289 N a e

Fax: (609) 497-0412



Power in the Pacific

Get high performance in the Asia-Pacitic region with
PAS-2. PanAmSat combines the transoceanic reach of
an international satellite with the focused power of a
regional satellite.

PanAmSat - Purveys Power! PAS-2, a Hughes 601
satellite, delivers Ku-band coverage at 52 to 44 dBW and
C-band coverage at 40 to 33 dBW into earth stations from
90 cm up. :

PAS-2 pulls together the whole Pacific markeg from
deep into China, Japan, South-East Asia, Australia,
New Zealand, the Pacific Islands, western U.S. and Canada.

PAS-2 is specifically designed for television programmers
and corporate communications users. Break-through
service innovations (fully linearized transponders and
on-board cross-strapping), mean PAS-2 will out perform
all other satellites in the Asia-Pacific region.

PAS-2 will launch May 1994 aboard Ariane

Call or fax to learn more about the full range of domestic, regional and international satellite services PanAmSat can
provide for you i the Asia-Pacific region on PAS-2 or around the world with
PAS-3 Adantic Ocean Region (Nov-Dec 1994) and PAS-4 Indian Ocean Region (March 1995).

O PanAmSal

PRIVATE ENTERPRISE IN SPACE ™

ONE PICKWICK PLAZA ¢ GREENWICH, CT 06830 = USA » TELEPHONE 1/203/622/6664 * FAX 1/203/622/9163





