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This October, there was a whole lotta
shakin’ going on at HARD COPY.

Not only were we #1 in all dayparts,
we scored a jolting 6.9 N'TI for the
week of November 15th. So brace
yourself. Qur competition will be feel-
ing the aftershocks of HARD COPY's
new spirit for a long time to come.
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TOP OF THE WEEK

Southwestern, Cox go shopping Cox Cable and Southwestern Bell have made their $4.9 billion
partnership official. Plans call for Cox to double its subscriber base by adding 1.6 million subscribers, to
make Cox the country’s third-largest multisystem cable operator. It currently ranks sixth. / 6

Paramount: Let the bidding begin...again The Delaware Supreme Court
concludes that Paramount’s board had not made a “reasonable” effort to consider
QVC’s counteroffer to Viacom’s merger proposal. The current state of tender offers
could turn into a Paramount-controlled auction in which the board can consider fac-
tors other than dollars. / 7

Fairness doctrine repeal upheld An appeals court has upheld the FCC’s
decision to repeal the fairness doctrine and rejected the argument that the doctrine
was codified by Congress. / 7

USTA powers up with A{eel Given the recent flun‘y of activity as Felcos Y 10 Sioming White House
enter new businesses, the appointment of Roy Neel as president of the United States  peputy Chief of Staff
Telephene Association comes as no surprise. Neel, the White House’s deputy chief Ry Neel as president is
of staff, will raise the association’s profile in Washington. / 8 a coup for the USTA. / 8

WB films could become series Warner Bros. Domestic Television’s

Prime Time Entertainment Network will premiere two telefilms early next year that could become
hour-long series for the 177 independent stations that make up the network. The films are called
Pointman and Haven. / 10

BellSouth makes another move BellSouth is about to deepen its involvement in the cable TV
business with plans to build a cable system in Brentwood, Tenn. / 11

COVER STORY: TALK SHOWS
Look fast

Take a good look at these talk show notables, because
some of them won’t be around for long. BROADCASTING
& CABLE presents a special look at the current—chang-
ing—state of talk shows. / 50

PROGRAMING

Niche knocks

Programers rapidly are devel-
oping niche-oriented magazine-
type channels as cable system
operators look to the 500-chan-
nel universe. But concerns are
arising that new niche-oriented
cable networks could cannibal-
ize the cable programing

Surviving the daytime shakeout
There are more syndicated talk shows than stations
have room for, and the anticipated shakeout has begun.

“business. / 18 Hearst Entertainment is  Two syndicated talkers already have bitten the dust this
;‘gﬁ’;’g E';fﬁ%"} season. Petry Television VP Dick Kurlander calls it

New Line courts syndication deput. /14 ¢ year of chum.” /54
success
The strong debut of Court TV: Ten years too late?
Inside America’s Courts, a weekly recap of the basic Network daytime schedulers are trying to capture some
cable network’s more high-profile cases, has given of the talk show magic that largely has been reserved
New Line Television a new life in syndication. The for syndication, so far with mixed results. / 68

company was acquired by Ted Turmer in August. / 28
£ Turner on talk

Media protections weakened Multimedia Entertainment’s Bob Turner has doubled

A pair of little-noticed state court rulings may spell the company’s talk shows from two to four, the most of
trouble for broadcast journalists. One case involves a  any syndicator, and has plans for two more next sea-
newspaper that identified a rape victim; the other son. In an interview, Turner discusses talk’s hot streak
involved the New York State shield law. / 38 and the company’s next hoped-for big hit. / 70
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“The revenues would be larger than [those of] any present or future cable network.”
—~Nelson Goldberg, president and CEO, Gaming Network Channel, on the potential

for gaming on TV,/ 83

Cable plugs in

There is no better demonstration of the interest in talk
cable than the plans of three separate groups to launch
all-talk cable networks. / 7'¢

Late-night slugfest

In late night, whether it’s 11:30 p.m. or 12:30 a.m.,
David Letterman remains the top choice of night owls.
However, Multimedia’s syndicated Rush Limbaugh,
The Television Show has pulled a surprise by emerging
as a contender and sustaining its performance. / 78

What’s in a name?

1994 is shaping up as the year of the hybrid talk
show—part talk, part something else—as distributors
look to-separate their new projects from the pack. So
far, the hybrids include two programs with both court
show and talk show elements, and a home shopping
talk show. /

Live with the King

Larry King talks about life on the line, including the
NAFTA debate he hosted (“It changed NAFTA and
refocused it completely™), the talk show glut (“It’s a
copycat business”) and his future (“I don’t know what
I'm going to do™). /

Betting on gaming

The $340 billion gaming industry has caught the eye of
the drivers on the electronic superhighway, but one net-
work plans to launch gaming as its sole offering next
year. The president of the Gaming Network Channel
says revenues will be larger than those of any present
or future cable network. / &:

On the Cover:

Some of these famillar
faces may disappear in
the Great Talk Show
Shakeout predicted for
the 1993-94 season. / 50
Cover lliustration by
Marcia Stalmer
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Curtain up on Act Il

Norman Lear-owned Act III’s prospectus details not -
only the company’s finances but also some of its local
marketing arrangements. / 84

=TT
RADIO

Rap responses

Radio stations are taking a different approach to rap. In
New York and L.A ., stations say they won'’t play-the
most offensive songs. Another station says it will lose
credibility with its audience if it bans music that
reflects urban life. / 90

Minoritles feel duopoly squeeze

Some minority broadcasters still are wary of duopoly.
They argue that any small business—and most minori-
ty owners fit that label—is at a disadvantage in the new
environment. It is difficult enough for small companies
to get the money to buy a radio station; it is-even more
difficult if those companies have to outbid larger, vet-
eran companies, / 91
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FCC levies largest fine

Making good on its promise to strictly enforce
commercial time limits during children’s program-
ing, the FCC has slapped its largest fine ever against
a Paramount station in Houston for violating those
limits. / 92

NAB fights beer, wine wamings

The National Association of Broadcasters last week
went on “red alert” to try to kill a Senate bill that
would require broadcasters to aftach warnings to beer
and wine ads. / 92

ADVERTISING & MARKETING

Reuters takes interactive tack

The Reuters news agency has bought-a mindrity share
in AdValue Media Technologies, which offers interac-
tive advertising fransaction services. / 95

Low-power TV speaks forelgn janguages

There are members of roughly 40 different ancestries

in Chicago, some of whom can watch low-power tele-
vision programing in their native tongue, whether it’s

Romanian or Chinese. / 96

For the Record
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Southwestern Bell, Cox go shopping

New partnership worth $4.9 billion wants to double its subscriber rolls

By Rich Brown

he cable industry is keeping a

close eye on Cox Cable and

Southwestern Bell to see exactly
how the new $4.9 billion partnership
plans to double its cable subscriber
base. After all, it isn’t every day that a
major cable system operator says it is
shopping around for another 1.6 mil-
lion subscribers.

Privately held Cox Cable and
Southwestern Bell last week made of-
ficial their partnership, as expected,
with the regional Bell operating com-
pany agreeing to commit $1.6 billion
to expand Cox’s programing interests
and double its current cable subscriber
base of 1.62 million. In return, South-
western Bell will get a 40% stake in
the cable company, with an option to
increase that stake to 50%. Cox Ca-
ble's current subscriber base has an
estimated value of $3.3 billion.

If the partnership succeeds in ac-
quiring other cable systems and man-
ages to double its current subscriber
base, Cox will become the country’s
third-largest multisystem cable opera-
tor behind Tele-Communications Inc.
and Time Warner Cable. Cox is cur-
rently the sixth-largest operator.

Executives at Southwestern Bell
and Cox Cable would not specify
which cable systems are being eyed by
the new partnership, but several
names have surfaced as possible can-
didates. Southwestern Bell reportedly
has had some interest in acquiring all
or part of Cablevision Systems Corp.,
Wometco Cable Co. and Georgia Ca-
ble Television. Among others, cable
operators Times Mirror and Scripps
Howard have been rumored as possi-
ble candidates. Southwestern Bell and
Cox executives say they will not need
any outside capital to expand their
subscriber base, but that they would
consider taking on new partners.

Among the specifics of the deal:

B The new partnership does not
give Southwestern Bell an ownership
stake in Cox parent company Cox En-
terprises, the Atlanta-based media
conglomerate that owns 18 daily
newspapers, six television stations, 13

¥
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Jim Robbins, president, Cox Cabie Com-
munications, and Jim Kahan, senior VP,
strategic planning corporate deveiop-
ment, Southwestern Bell

radio stations and various other prop-
erties.

® Not included in the partnership
are two Washington-area cable sys-
tems owned by Hauser that South-
western Bell plans to buy on its own.
The telco said earlier this year that it
planned to pay $650 million for those
systems, which have 228,000 sub-
scribers.

® The deal also does not include
two Cox systems—Oklahoma City
and Lubbock, Tex.—that are located
in some of the arcas where Southwest-
ern Bell provides local telephone ser-
vice {Arkansas, Kansas, Missouri,
Oklahoma and Texas). Telcos current-
ly are prohibited by law from owning
cable companies within their tele-
phone service territories.

B The partnership will not include

programing networks already owned
by Cox. Domestically, Cox Cable has
been a limited player in the cable pro-
graming business. The company holds
ownership stakes in a handful of pro-
graming networks, including The Dis-
covery Channel, The Learning Chan-
nel, E! Entertainment Television, the
regional Sunshine Network and the
Viewer’s Choice pay-per-view net-
works.

The Southwestern Bell-Cox Cable
partnership brings to four the number
of top-10 multisystem cable operators
that have signed deals with telephone
companies.

Others on that fast-growing list in-
clude Bell Atlantic/Tele-Communica-
tions Inc.; US West-Time Warner and
BCE Telecom International-Jones In-
tercable. Among other cable-telco
deals, Bell South is acquiring a minor-
ity stake in QVC and a percentage of
cable system operator Prime Manage-
ment, while Nynex is investing $1.6
billion in Viacom (see box).

In this latest twist on cable-telco
mergers, Southwestern Bell and Cox
will jointly manage the partnership,
with each company having two seats
on an executive committee and with
Cox Cable President lJim Robbins
serving as CEO of the joint venture.
That is a marked difference from the
Bell Atlantic-TCI merger, for exam-

Continues on page 11
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Paramount: Let the bidding begin...again

QVC court victory gains it a level playing field

By Geoffrey Foisie

s umner Redstone’s
strength proved also to
be his Achilles hee!. His
80% control of Viacom, said
the Delaware Supreme Court
last week, meant that a Via-
com-Paramount merger was
essentially a transfer of control
of Paramount to Viacom.
That, said the court, height-
ened the duty of Paramount’s
board of directors to maximize
the value of the Paramount

shareholders® stock. The judges |QVC's Diller

concluded that the board had

not made a ‘‘reasonable’’ effort to con-
sider QVC Network’s counteroffer to
Viacom’s merger proposal.

But Viacom is not necessarily out of
the picture. It is possible that the cur-
rent state of competing tender offers
will turn into a Paramount-controlled
auction in which the board can consid-
er factors other than mere dollars. And
Viacom could raise its offer again. As
matters stood Friday, the QVC offer
of roughly $10.5 billion for Para-
mount was $1 billion more than Via-
com'’s proposed merger offer.

Viacom’s Redstone

If Viacom Chairman Sumner Red-
stone decides not to continue upping
his bid, his company will not walk
away with a stock option for 23.7 mil-
lion Paramount shares. That provision
of the Viacom-Paramount merger
agreement, worth hundreds of millions
of dollars to Viacom, was invalidated
by Delaware Chancery Court and also
upheld last week by the three-judge
appellate panel. Although neither
court ruled on a $100 million fee that
Paramount agreed to pay Viacom if
their proposed merger broke up, that

sion could still be challenged
i by QVC in court.

Redstone’s own trading of
Viacom stock leading up to the
initial Sept. 12 merger proposal
may now be the subject of gov-
emment investigation, accord-
ing to the Wall Street Journal.
The report indicates that anoth-
er company in which Redstone
has influence, WMS Industries,
was buying Viacom stock fol-
lowing the merger announce-
ment, possibly boosting Via-
com’s stock price and thus the
value of its bid for Paramount.

Television played a role last week
beyond being one of the Paramount
businesses sought by QVC and Via-
com. The Thursday Delaware court pro-
ceedings were televised on Court TV
and CNBC, and the changing price of
Paramount stock during the day appar-
ently reflected the market’s reaction to
its perception of the court proceedings.
After opening at 79'%, the stock jumped
12 when the three-judge panel began
firing pointed questions at Paramount’s
attorney. The stock closed Thursday at
$82. |

Courtﬂuphnolds fairness doctrine ‘ repeal

‘Broadcasters and the FCC were handed a “big vic-

tory” last week when a U.S. appeals court upheld the
commission’s decision to repeal the fairness doctrine
and rejected the argument that the doctrine had been
codified by Congress.

“We conclude that Congress did not codify the fair-
ness doctrine in 1959,” wrote the court. Fairness doc-
trine opponents say that this will stand as a warning to
Congress and special interest groups that might want
to revive the doctrine, which had been upheld in the
1969 Red Lion case. The court’s actions could further
dampen congressional efforts to pass legislation codi-
fying the doctrine.

The decision. came from the U.S. Court of Appeals
for the 8th Circuit in St. Louis. In a 7-5 ruling, the
judges upheld an 8th Circuit Court decision that last
year affirmed the FCC’s repeal of the doctrine. The
National Association of Broadcasters, CBS and the
Radio-Television News Directors Association were
among those filing briefs in the case.

The case stemmed from an FCC decision to deny a
complaint from the Arkansas AFL-CIO against KARK-TV
Little Rock, charging that the station covered ballot

issues unfairly. The FCC, voting 3-2, said that fairness

did not apply to a 1990 ballot referendum,:since the
doctrine was repealed in 1987. The AFL-CIO and Me-

.dia Access Project challenged the FCC'’s action.

RTNDA President David Bartleit said the decision is
“good news” for broadcasters and suggested the

* courts were “finally listening.” Bartlett pointed out: the

judges aiso were suggesting that the doctrine: might
not be constitutional.

The St. lLouis appeals court said developments
since 1969 “make it likely” that the Red Lion case

““would be reconsidered.” The court noted that re-

examining Red Lion is the business of the Supreme
Court. “But developments .subsequent ta Red Lion
appear to at least raise a significant possibiiity that the
First Amendment balance struck in Red Lion would
look different today.” »

NAB was equally pleased with the decision. “We
also are pleased that several judges specifically recog-
nized that marketplace developments over the past.25

“years raise significant questions about the constitu-

tionality of the fairness doctrine,” said NAB President
Eddie Fritts. —KM
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USTA powers up
with Neel appointment

White House deputy chief of staff, former Gore aide joins
telco group, expected to pull disparate industry together

By Kim McAvoy

T he United States Telephone As-
sociation’s choice of Roy Neel
as its new president, made offi-
cial last week, is a clear signal that the
industry wants to raise the associa-
tion's profile in Washington.

That plan comes as no surprise, giv-
en the recent flurry of legal activity as
the telcos work to enter new business-
es—such as cable televiston and long-
distance  telephone  service—from
which they have been barred by feder-
al reguiators.

The signing of the White House's
deputy chief of staff (BROADCASTING
& CABLE, Nov. 29), who will be paid
roughly twice as much as his prede-
cessor, John Sodolski, is considered a
coup for the telcos.

The 48-year-old Neel worked for
Vice President Al Gore for 16 years
when Gore was in the House and Sen-
ate. He is close to President Clinton
and the first lady and describes him-
self as a close personal friend of the

FCC’s new chairman, Reed Hundt.

Although current ethics rules pro-
hibit Neel from lobbying the White
House for five years—and the FCC for
one—he is not barred from the Hill,
where much of telco action will occur.

While Neel says that he will be
“‘careful about stepping over that
line,”" he expects to socialize with his
old friends at the White House and in
the administration.

Consumer  advocates  criticized
Neel’s departure for USTA as another
example of the *‘revolving door™ by
which government officials leave to
become lobbyists, a practice Clinton
promised to end.

Neel, who will not leave the White
House until Wednesday, talked about
his reasons for joining USTA.

‘1 am not being hired by USTA to
lobby the White House,”” Neel says.
Instead, he will serve as a ‘‘strategic
planner,’” pulling together the dispa-
rate parts of the local telephone indus-

try.

sources say.

Old Cable Bureau is new again

In: an effort to better enforce and implement its cable rules, the FCC is
expected to resurrect its old Cable Bureau. '

FCC Chairman Reed Hundt will reveal plans today, Monday, for reor-
ganizing the commission's cable TV activities. It also is anticipated: that
the commission will ‘mail a new batch of “letters of inquiry” to cable
operators to ascertain whether they are evading the commission's cable
rate regulations. Between 40 to 50 letters may be sent: ]

Last month, the FCC sent letters to 16 companies in 10 states, asking - |
them to explain a variety .of fees and charges (BROADCASTING & CABLE,
Nov. 22). The commission hopes that this investigation will help to
uncover unacceptable ioopholes in the new: rate regulations.

A new cable services division was created in August to oversee imple-
mentation of the 1992 Cable Act. It is headed by Sandy Wilson and is part
of the Mass Media Bureau. But Hundt feels a separate bureau is needed,

it is expected that Mass ‘Media Bureau Chief Roy Stewart will stay in
place, Wilson will serve as interim chief of the new Cable Bureau.

It was in 1982, that the FCC abolished its Cable Bureau and estab-
lished a Mass'Media Bureau to handle cable and broadeast issues.—KM

TOP OF THE WEEK —

Neel starts his new job in January. He is
expecied to give USTA a higher profile.

As for the controversy itself, Neel
says that he “*did not want to embar-
rass the President or vice president.™
Both, he says, are *‘good friends’’ and
have been ‘‘enormously supportive”
of his decision to go to USTA.

As Gore's point man on communi-
cations, Neel knows the players and
the 1ssues. Says Neel: *‘ am extreme-
ly comfortable with the direction of
this industry and the integrity of its
leadership.”” He is ‘‘excited”” about
‘‘getting back into these issues.”

Nynex Vice President of Govern-
ment Affairs Tom Tauke, for one, be-
lieves that Neel can give the USTA
more bang for its buck. The local tele-
phone industry is undergoing such
rapid change that it’s clear “*we need a
good spokesman; we need someone
who understands the public policy
process,”” Tauke says. And perhaps
most important, he adds, *‘the indus-
try needs someone who can diplomati-
cally bring everyone together.

“It’s going to be a challenge,”
Tauke admits. But he believes that
Neel can do it.

Neel had been thinking about leav-
ing government for some time, he
says, and when USTA approached
him it was “‘too good an opportunity
to pass up.”’ He also wanted to step
back from the pace of the White
House and spend more time with his
wife and three sons. ‘I might see
them for a change,”” Neel says.

He starts at USTA in January, al-
though he will work part time until
March. His salary is reported to be in
the $500,000 range. ]
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Data
disproves
common
cable viewing
theory

By Geoffrey Foisie

ounger people are not more like-

ly than older viewers to watch

cable, according to data from
Nielsen Media Research. This belies a
theory often repeated in the industry;
that older people are broadcast-friend-
ly because they grew up without ca-
ble. The theory holds that their view-
ing habits are slow to change, while
younger people who grew up with ca-
ble don’t make a distinction between a
broadcast channel and a cable chan-
nel.

As the younger, cable-friendly gen-
eration becomes a greater proportion
of the population, the broadcast shares
will sink, say the theory’s proponents.

If this argument is correct, cable's
viewing share among those 18-34
would show an increase over time as
cable-friendly younger people entered
that age bracket. The growth of ca-
ble’s share would be even more no-
ticeable among those 12-17. That age
bracket’s relatively small size means
that it has changed composition quick-
ly and is now populated with more
cable-friendly viewers.

The theory seems logical, but num-
bers supplied by Nielsen don’t support
it. At the request of BROADCASTING &
CABLE, Nielsen compiled some his-
torical data on the viewing habits of
different demographic groups.

The Nielsen data shows that in fact
the age group that most significantly
increased its cable viewing between
1988-89 and 1992-93, and the only
age group that also lowered its broad-
cast share, was the older 35-plus de-
mographic (see chart). The teen audi-
ence increased the viewing share
devoted to both broadcast and basic
cable by roughly 1% each. Similar
results occurred in the 18-34 demo-
graphic.

During the four-year time period,
cable TV's penetration of U.S. house-

L

TOP OF THE WEEK —

The cable television generation
A theory in search of facts

Age — Viewing Shares ——
Broadcast Cable Broadcast = Cable
1988-89" 1992-93*
12-17 69 22 70 23
18-34 70 20 71 22
35-plus 75 18 73 T

Cable share includes basic cable networks and superstations. In addition
to broadcast and cable, those shares not listed include public TV and pay
cable. Data from Nielsen Media Research. *Average of Nwember Feb-

t ruary and May rating periods, sign-on-to-sign-off.

holds increased from roughly 51% to
59%.

It is also worth noting that, accord-
ing to Nielsen, younger viewers split
their viewing between broadcast and
cable in roughly the same proportion
as older viewers.

As the Nielsen data shows, what
was only a slight viewing difference
between age groups has narrowed dur-

ing the four-year period.

The Nielsen findings were of little
surprise to Julie Pinkwater, senior vice
president and director of marketing,
the Network Television Association:
“The ‘MTV generation’ campaign is
brilliant, but even in their own uni-
verse, cable’s younger numbers aren’t
there.... The strength of broadcast TV
still pulls them in.” =

Reed Hundt, stand-up chairman
The FCC's new chairman, Reed Hundt, took the Federal Communica-

tions Bar Association by storm last week-—not with any major public .
pelicy announcements but with jokes. The scene was the FCBA's 'Chair-

man’s Dinner.” It was Hundt's first major address, and he steered clear of

substantive issues, although he promised that the FCC will enforce the =

Cable Act, “We'll be tough, we'll be fair and we'll do it right.”

Overall, his remarks were strictly humorous. He poked fun at himself :

and others. “Thanks for the toaster, it gets great reception,” Hundt said to
former FCC Chairman Mark Fowler, who introduced Hundt. (Hundt and
:Fowler were law partners at Latham & Watkins.) Hundt also noted that
~the FCC's phone system has some quirks. Every time Hundt trys to have
a conference call he gets "Dick Wiley on the phone.” Hundt added that
Commissioner Andy Barrett wanted to know what Hundt did ‘to the
phones. Said Hundt: “Every time [Barrett] tries to use call waiting, he gets
Dick Wiley on the phone.” —KM
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WB adds two
made-fors
to PTEN

By Joe Flint

TOP OF THE WEEK

amer Bros. Domestic Televi-
sion’s Prime Time Entertain-
ment Network (PTEN) will

premiere two telefilms early next year
that could become hour-long series for
the 177 independent TV stations that
make up the network.

The week of Jan. 24, PTEN will
premiere Pointman, starring Jack Sca-
lia as a while-collar criminal who be-
comes a bodyguard.

The second movie—Haven—is de-
scribed as a **futuristic look at genetic
experimentation that goes haywire
when a ‘fountain of youth® drug back-
fires, sending the world into spiraling
anarchy.”” PTEN will premiere Haven
the week of Feb. 28.

This year, PTEN will boost its pro-
graming to three hours with the addi-
tion of Babylon 5 to the current lineup
of Kung Fu: The Legend Continues
and Time Trax.

Warner Bros. executives say the
new movies could be turned into series
or serve as replacements.

What the shows will not become is
part of Warner Bros.” planned fifth
network. Ironically, Warner Bros.
could end up competing with itself for
time periods with affiliates that carry
both PTEN and WB Network pro-
graming.

Kung Fu: The Legend Continues
and Babyvion 5 are packaged together
for Wednesday nights starting at eight.
Wednesday also likely would be the
faunch night for a fifth network by
either Paramount or Warner Bros. be-
cause broadcast stations are prohibited
from carrying Major League Baseball
that night and Sunday night.

PTEN stations are free to run Time
Trux on any of the other six nights. In
return, Warner Bros. is getting more
ad time to sell {nine minutes), while
stations still get five minutes to sell.
The additional two minutes come from
Warner Bros. editing the shows for 14
minutes of spots instead of 12.

Warner Bros. also is supplying
PTEN stations with a 10-hour History
of Rock *n” Roll documentary. .

TeleMedialllaich

Malone, Diller to testify—Senator Howard Metzenbaum (D-Ohio) is
finally going to hear from Tele-Communications inc.'s John Maione and
QVC'’s Barry Diller. The two are scheduled to appear at a Senate Antitrust
Subcommittee hearing this Thursday. Metzenbaum has been trying for
some time to get the executives to appear before the subcommittee as it
reviews the proposed Bell Atlantic-TCI merger and QVC’s bid for Para-
mount Communications Inc. This will be Metzenbaum’s third hearing on
the subject of “media mega-mergers.”

New business systems in New York—The New York City Depart-
ment of Telecommunications and Energy last Thursday awarded area
cable system operators Time Warner and Cablevision Systems Corp.
permission 10 operate business telephone systems in the city. Competing
services already in the market include New York Telephone, Metropolitan
Fiber Services and Teleport.

Research, prototypes on display—Bellcore, at a press conference
today (Dec. 13), plans to announce research collaborations and demon-
strate experimental prototype information superhighway technologies,
including an experimental video-on-demand and compact disc interactive
system; "Demon,” a customized information delivery system; and “Su-
perBook,” a hypertext browsing system.

AT&T enters shopping world—AT&T plans to license new electronic
shopping software that will allow shoppers to access stores and malls
through their television sets, according to San Mateo, Calif.-based eShop
Inc., the company that developed the software.

Ameritech goes for long distance—Ameritech last week asked the
Justice Department to waive the modified final judgment restrictions that
keep it from offering long-distance telephone service. In return, Ameritech
will open its local telephone market to competition. The company is
proposing to do this on a trial basis in lilinois beginning in 1995. Ameri-
tech hopes that once the trial is under way, the department will recom-
mend a permanent waiver. lf Justice grants a waiver, it would be the first
time a regional Bell operating company could offer iong-distance service
since MFJ took effect in 1984.

Creating public lanes on superhighway-—The National Telecommuni-
cations and Information Administration wants the public’s opinion in the
shaping of the national information superhighway. NTIA and the New
Mexico State Corporation Commission are co-sponsoring an open hear-
ing this Thursday at the Technical Vocational Institute, Albuguerque,
N.M. The subject will be basic telephone service and the current universal
service policy. Panel discussion topics include the effectiveness of uni-
versal service today, goal setting, government and private-sector roles,
and funding. The hearing will be the first in a series to be held around the
country.

Hughes satellites would speed services—Hughes Communications
Inc. has filed for FCC approval to build, launch and operate two satellites
to offer on-demand high-speed data communications and telephony ser-
vices. After a $660 million investment, “Spaceway” is expected to be
operating by 1998. Services would include personal video telephony,
high-speed personal computer access to on-line services, and access to
electronic CD-ROM and other interactive multimedia services. Spaceway
eventually is éxpected to go international. “Spaceway will inaugurate new
and innovative space communications for American industry and con-
sumer markets,” says Steven D. Dorfman, senior vice president, Hughes
Aircraft Co.
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BellSouth
makes another
move into cable

By Rich Brown
c ox Cable and Southwestern Bell

are not the only companies mak-

ing noise in Atlanta. BellSouth
Corp., the Atlanta-based regional Bell
operating company, is about to deepen
its involvement in the cable TV busi-
ness with plans to build a cable system
in Brentwood, Tenn.

Brentwood city officials are meet-
ing tonight (Dec. 13) to discuss Bell-
South’s proposal to overbuild local ca-
ble operator Tennessee Valley Cable-
vision by upgrading its telephone
network to accommodate interactive
TV. The city plans to grant permission
as long as BellSouth successfully
overturns federal rules barring phone
companies from owning cable compa-
nies within their telephone service ter-
ritories, says Roger Horner, Brent-
wood’s assistant city attorney. Horner
says he has been told by BeliSouth
officials that the company plans to file
suit in federal court to overturn the
ban. ]

Grimes quits

Multimedia
There was a big management
shakeup at Multimedia Inc. last
week—President and Chief Ex-
ecutive Officer Bill Grimes re-
signed abruptly, with the compa-
ny acknowledging “differences”
between Grimes and company
Chairman Walter Bartlett.
Grimes had been in the post for
about nine months.

Multimedia said Bartlett would
reassume the CEO slot, and that
cable division head Donald S.
Sbarra would assume responsi-
bilities for supervising the operat-
ing divisions of the company. All
of the company’s division heads
were in a management meeting
at company headquarters in
Greenville, S.C., and could not
be reached for comment. Bart-
lett, through a spokeswoman,
also refused a request for an in-

terview. -SM

.
Keeping score of telco entry
Telco Price/terms Cable company
Southwestern Bell $4.9 billion Cox Cable
: partnership
Bell Atlantic $30 billion TCI
merger ;
Southwestern Bell $675S million Hauser cable systems
i purchase in Washington area
US West $2 billion 25% of Time Warner
investment
Nynex* $1.6 hillion Viacom
investment
gell South* $1.5 hilion QVC
Bell South $1 billion Prime Cable
BCE Telecom $400 million 30% of Jones Intercable
investment
*Extent of investment contingent on successful Paramount bid,

Telco-Cox

continuedrfrom page 6

ple, in which Bell Atlantic’s Ray
Smith becomes the top executive in
the merged operation.

This is not the first joint effort by
Southwestern Bell and Cox, which al-
ready work together to offer combined
cable and telephone service in the UK.
Executives at Southwestern Bell and

Cox say that they expect to finalize
their U.S. deal by the end of first
quarter 1994 and will form the part-
nership by the end of the third quarter.

National Cable Television Associa-

‘tion Acting President Decker Anstrom

gave a vote of confidence on the deal,
labeling the Cox Cable-Southwestern
Bell agreement ‘‘another strong sign
of confidence in cable TV’s ability to
deliver the information superhigh-
way.”’ n

NBC pulls
‘Whitney’

By Steve McClellan
fter weeks of speculation, NBC
and Warner Bros. Domestic
Television Distribution reached

an agreement that will bring syndica-

tion talker Jane Whitney to the NBC
daytime lineup.

Whitney, which has been in syndi-
cation for roughly a year, will replace
two game shows now in the NBC
morning lineup, Caesars Challenge
and Concentration.

Whitney is the second talk show
NBC has lifted from syndication in six

months. In June, the network debuted
John & Leeza, originally developed
by Paramount for syndication. But the
network made an offer the producer
accepted instead of trying to launch it
in the crowded first-run field.

So far, however, J&L has underper-
formed in the ratings, and changes are
being planned, including the likely re-
placement or removal of John Tesh
from the broadcast.

Whitnev’s syndication run proved
frustrating for Warner Bros. The
show's station lineup was split be-
tween daytime and late-night clear-
ances, which proved unattractive to
advertisers. Her household NTI this
season has hovered just below a 2
rating. ‘‘But she has success stories in
certain markets, and we think she has
real potential for daytime,”” says NBC
Daytime Programing VP Susan Lee. ®

TOP OF THE W EE X

Broadcasting & Cable Dec 13 1993

11




""We know the premium that
advertisers are willing to pay to
participate in an advertiser friendly
environment like ENT."

JOHN ROHRBECK
PRESIDENT
MNBC Television Stations




At the NBC Stations
we know the premium
that advertisers are will-
ing to pay to participate
in an advertiser friendly
environment like ENT.
The audience is the kind
that advertisers want to
reach the most and the
format is a must buy for
heavy advertisers like the
motion picture business.
I've known David Nuell
and Av Westin for years
and believe that they
know how to produce a
quality entertainment
news magazine that will
be an audience success.
Given ‘the_._un_iqme'.re—
sources béh.j’ﬁd-:@tﬁe_
program, its advertiser
friendly nature and the
successful track record of
the people producing it,
it's destined to be an
advertiser and rating hit."

WARNER BROS,

_ . DOMESTIC TELEVISION
i im: ;TE[E_?ICTURES DISTRIBUTION
A Time Warner Compasy
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Eragraniac

‘Ironman’ to
anchor block

New World taps Marvel ties
for cartoon hero and second
‘player to be named’

By Joe Flint

1994,

Ironman will be one of the half-
hour shows, with the other show unde-
termined at press time. Both /ronman
and the second program—which may
be Fantastic Four—come from New
World’s Marvel Animation division.

The holdup over the second show
has to do with licensing issues regard-
ing the Marvel characters.

Both shows will be distributed do-
mestically by Genesis Entertainment
on a barter basis. New World is major-
ity owned by financier Ron Perelman,
who also has a 50% nonvoting interest
in Genesis. New World will distribute
the shows internationally.

Wayne Lepoff, president and chief
operating officer, Genesis Entertain-
ment, says that the series will be sold
on a three-minute [local/two-and-a-
half-minute national (approximate)
barter split, the same terms under
which it distributes Biker Mice from
Mars.

While the weekend children’s pro-
graming market is becoming crowded,
Lepoff is betting that the Marvel name
will clear the way for the shows. “*Al-
though the market is somewhat crowd-
ed, the Marvel brand will position this
show ahead of others,”” Lepoff told
BROADCASTING & CABLE.
~ If the shows do take off on week-
ends, Lepoff has not ruled out launch-
ing a Marvel strip for weekdays and the
weekend hour block. As expected, in-
dependent stations will be the primary
target of Genesis's pitch, Lepoff says.

Dick Kurlander, vice president,
programing, Petry Television, says
that ‘‘there is room on the weekends
for additional cartoons. Assuming the
quality is there, this makes good
sense.”’ |

ew World Television is hoping
to roll out an hour-long week-
end children’s block for fall

Jim J. Bullock plays

Geral in MTM's new ‘Boogie's Diner.’

MTM offers teen strip

Hoping to repeat the success of Saved by the Bell, MTM is going after the
teenage market next season with a new sitcom strip that it will syndicate
called Boogie’s Diner. The show is being produced by Franklin Waterman
Entertainment. The show, about teens who work at a diner located in a
shopping mall, is set to debut on Sept. 12. Terms: 65 originals (four
airings each during one year); barter (3 minutes national; 3.5 minutes

local).

—SM

Hearst to launch first-run
‘Phantom’ for fall 94

By Joe Flint
earst Entertainment will launch
Phantom 2040 into first-run
weekly syndication for a fall
1994 debut, the company said last
week.

Hearst, which is tapping into its
King Features Syndicate library for
the character, will premiere the show
to station executives at the NATPE
convention in January.

The company will produce 26 epi-
sodes of the animated series and likely
will aim for weekend time slots.
Phantom 2040 will be offered on a
barter basis, but Hearst has not said

what the terms will be. [TN will sell
the show nationally.

Hearst Entertainment Distribution
President Terry Botwick said that the
show is designed to meet both FCC
and broadcaster guidelines for pro-so-
cial, nonviolent programing. With that
in mind, Hearst has recruited John Ar-
nold, an associate professor at North
Carolina State University’s College of
Education and Psychology, as a con-
sultant for the series.

Phantom 2040 is based on Lee
Falk’s comic strip character. The
voice of the Phantom will be provided
by Scott Valentine (Family Ties). Oth-

14
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No other satellite gives you the solid
foundation that comes from AT&T Bell
Labs. On top of that, nothing’s more com-
forting than the perfect service record of
our Telstar satellite fleet—ten years of flawless
performance. And it's not just how we
transmit but what is transmitted that pays
off for you—in efficiency and economy.

At our new location of 97° W.L., Telstar
401 becomes the new home of top syndicators
who are eager to repeat the success they
enjoyed on Telstar 3. With shows like Buena
Vista Television’s “Live with Regis and

©1993 ATXT.

Kathie Lee” and “The Disney Afternoon”
distributed by IDB Communications;
Paramount's “Entertainment Tonight,” *Star
Trek DSN” and “Star Trek TNG” distributed
by Keystone Communications; and King
World's “Jeopardy” and “Wheel of Fortune”
distributed by VTC Division of Starcom
Television—plus ABC and PBS—you
couldn't ask for a better flight of
programming from one source.

So don’t just ask your syndicator to go
where the action is. Make sure they live up to
your expectations—with a move to Telstar 4.
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Leading The Way




N FIrst-Bun Access

Outstanding performance. It's what you expect

from a quality vehicle like ENTERTAINMENT TONIGHT.

This season, ET continues to maintain its top-of-the-line position in access
with adults 18-49, once again beating Wheel of Fortune, Jeopardy,
Inside Edition and A Current Affair. So ride in style with
ENTERTAINMENT TONIGHT. Now in our 13th season,

we're still running as smooth as ever.
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I PROGRAMING

er members of the cast will include
Margot Kidder, Mark Hamill, actor
Ron Perlman and former pop star Deb-
orah Harry.

Matte] Toys has a licensing agree-
ment with Hearst for Phantom 2040.
Alan Fine, Mattel’s senior vice presi-
dent, marketing services and entertain-
ment, anticipates a worldwide rollout
of a Phantom 2040 toy line.

Although Hearst Entertainment is
not committed to weekends, the 26-
epitsode plan would seem to lend itself
to Saturday or Sunday morning.

The weekend kids programing mar-
ket is beginning to heat up, with New
World planning to launch an hour
block of kids programing based on
characters from its Marvel Animation
library. [

received it. .

departed.

Parting shot from LA. anchor

Television anchor John Beard, who left KNBC-TV Los Angeles for cross-
town Fox affiliate kTTv-7v, criticized KNBC-TV in an "open letter to. manage-
ment” that found its way to other stations around town.

“First, and most important,” the letter reportedly says, it you call it
news, make sure it is. (Example: 16 minutes of Michael Jackson at the
top of the show, isn't:)” The letter also advised management that the staff
and viewers are “smarter than you think.... They know a real newscast
when they see one; and they know whéen you try to manipulate them.”

Contacted last week, a spokeswoman for KNBC-TV had no comment on
the memo and said that she wasn't sure whether station ‘executives had

Beard had been at kNBC-Tv for 13 years. He anchored both 4 p.m. and
11 p.m. newscasts at one time, but was anchoring only 4 p.m. when he

“I wrote that for the staff and the management,” Beard said. "I didn't
intend for it to.go outside of the building."

—PV

Cable execs fear siphoning of subs

Rapid development of niche-oriented channels cited

By Rich Brown
oncerns are rising that new
niche-oriented cable networks
could cannibalize the cable pro-

graming business.

USA Network’s sentor vice presi-
dent of marketing, Andrew Besch,
says it is “‘irresponsible’’ for program-
ers to develop niche services that will
siphon fewer than 15 million subscrib-
€rs.

“With programing and marketing
costs being what they are, | don’t see
how there’s a business there,”” Besch
says. ‘*You have to program as much
for 5 million viewers as you do for 30
million viewers."’

But programers rapidly are develop-
ing niche-oriented, magazine-type
channels as cable system operators
look to a digital universe with expand-
ed capacity of 500 or more channels.
John Malone, president of Tele-Com-
munications Inc., has spoken often of
a future in which cable systems will
offer an array of such niche-oriented
services.

Turner Broadcasting, among those
in the development process, hopes to
launch a domestic version of CNN In-
ternational that would be niche-mar-
keted to targeted audiences such as
embassies and university towns.

“*How far down does the niche go,
and how small a needle do we have to

the Health Net-
work have some programers worried.

Niche channels such as

thread here?’” Besch asks. The USA
marketing executive was among the
cable executives debating the point
during a recent panei session at the
Western Cable Show, Anaheim, Calif.
“‘People are not watching more
hours of television; they're just mov-
ing those hours around,”’ added panel-
ist Dean Gilbert, executive vice presi-
dent of group business for multisystem
cable operator KBLCOM. ‘“*We're
starting to cannibalize ourselves.”
The panel debate was ignited by a

presentation by Tim Robertson in
which the [nternational Family Enter-
tainment president showed how the
company’s new Cable Health Club
network could work with just 10 mil-
lion subscribers. The health and fit-
ness channel currently is being sam-
pled daily on IFE’s well-established
Family Channel.

““This is the kind of channel that
doesn’t siphon The Family Channel,
because people use it once a day and
that's it,”” Robertson says. “‘If all we
do is sit around and try to come up
with the next 50-million-subscriber
network, we're not going to grow.”’

Existing players in the cable pro-
graming business will be able to take
their library product and offer chan-
nels of ‘*best of’’ shows at little addi-
tional cost, says Discovery Communi-
cations Chairman John Hendricks.
That type of video-on-demand pro-
graming will be offered alongside
more traditional networks that will be
available on a digital tier, he says.

*“If you don’t do it, somebody else
is going to do it,”” says Hendricks,
adding that Discovery Communica-
tions was in meetings last week to
discuss new program service possibili-
ties for 1995.

One example of the potential for
niche-oriented services is Sega Chan-
nel, which is targeting the 12 million

18
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Police reality 1s the strongest

syndication category on television
today, with both Real Stories Of The

Highway Patrol and Cops certified

hits. TOP COPS will be the best
of them all, having proven itself
a winner on CBS. It’s a half
hour of unrelenting action...high
voltage true stories from police
files reenacted with actual law
enforcement officers. It's fast paced,

gritty, and available for Fall *94.

¢ M-F Strip

¢ 178 Half Hours

* Hour Format Available
* | Year Barter

¢ Available Fall 94

GENESIS

—== ENT TAINMENT
(212)527-6400 « (818)706-6341

©1993 Genesis Entartainmen,
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2 STUPID DOGS
SWAT KATS: THE RADICAL SQUADRON

% Kids 2-11 Share Change

2% -24% -27% -30% -

Transformers; f
Generation 2

The New Adventures
of Captain Planet

Biker Mic

from Mar
Tkl the
Dream Being ©
Hurricanes
Brosquad

No other new weekly animated series came
close to matching the outstanding time period

growth of our Dogs and Kats team.' ;j:,

{7

CAPTAIN PLANET AND THE PLANETEERS —§
YOGI & FRIENDS

LD
% Kids 2-11 Share Change \

2% -4% - - - 16% -19% -67%

Farreoem =i b

FREOCRERAM SERVIiCES

pink Panther |
g

Captain Planet

and the Planeteers
Yogi & Friends

The Adventures of
Sonic the Hedgetion

Garfield & Friends

These are the only two new animated strips that have improved
year-ago time period delivery.'




g the kids you want,
) your toon.
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Put these characters to work for you and
you could significantly improve your share
of kids. Just check out these numbers.
You'll be changing toons in no time.
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Mighty Max
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Dragon

Biker Mice
from Mars §
Exesquad

Our hero’s show had a greater increase over lead-in
than any other new weekly animated series.” And it's
still syndication’s #1 weekly animated series -

4 seasons running.’
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or so Sega game owners around the
country. Oppenheimer & Co. esti-
mates that when performing at 50% of
its potential with an estimated sub-
scription cost of $12.50 per month,

NBC gains in top three markets

revenues for the channel in 1994
would be $680 million. The study as-
sumes there would be 9.1 million po-
tential subscribers, based on estimates
indicating that 70% of Sega Genesis

video game owners also have cable
television.

Performing at 75% of its potential,
revenues in 1994 would be $1.02 bil-
lion, according to Oppenheimer. a

|

LSOurce: Nielsen Media Research’s NSI ratings (Nov. 4-Dec. [,

By Mike Freeman

strength of its 5-8 p.m. sitcom block. Anchering the last
The NBC-owned-and-operated stations in New York hour, 7-8 p.m., double-runs of the freshman Family
and Los Angeles posted strong sign-on-to-sign-off Matters sitcom turned in second-ranked 8.8/15 and
gains in Nielsen's November sweeps (see chart). 9.2/15 averages in prime access, powering WPIX to

ABC 0&0s have dominated those top two markets 50% and 67% share improvements from year-ago av-
for the past half-decade. erages for each half-hour.

Much of wNBC-TV's resurgence in the Big Apple is In Los Angeles, KNBC-TV pulled an unexpected turn-
due to its expansion to a three-hour talk block at 2-5 around, with its 11 p.m. newscast regaining the top
p.m. The station moved The Maury Povich Show back rank with an 8.0/19 average, nosing out KABC-TV'S
to 2-3 p.m., where it averaged a second-ranked 4.9 7.9/19. The NBC Q&0 realized a 19% share improve-
rating/17 share (improving the time period by 89% in ment at 11 p.m. and strong share improvements for its
share compared with the year-ago sweeps) and 4-6:30 p.m. news block.
helped to propel lead-out talker Sally Jessy Raphael As for Chicago, a significantly lower overall HUT
{6.3/19, up 19%). Stablemate Donahue dropped 13% level in the November book meant that six of the TV
at 4-5 p.m. from its year-ago average, with a 5.4/13. stations’ sign-on-to-sign-off rating averages remained

Tribune-owned wrIX(Tv) nosed out Fox O&O flat or dropped. ABC O&0O wLs-Tv maintained its domi-
WNYW(TV) in the full-day clockings, largely due to the nant position in the market. L

Nov 93 Nov ‘93

Rig/Sh Nov ‘92 Rig/sh Nov /92
Station Sign-On/S-Off % Rig thg. Lute News % Sh chg.
New York
WABC-TV 7.2/18 —4% 11.7/22 even
WNBC-TV 6.3/15 +9% 10.3/20 even
WCBS-TV 5.6/14 +6% 7.9/15 ~11%
WPIX(TV) 4.711 even 5.0/8 +14%
WNYW(TV) 4.2/10 even 6.2/10 +11%
WWOR-TV 3.6/9 +13% 3.3/5 +25%
Los Angeles
KABC-TV 6.5/16 —3% 7.9/19 -5%
KNBC-TV 5.6/14 +10% 8.0/19 +19%
KCBS-TV 4.5/11 —6% 4.2/10 —9%
KTTV(TV) 4.0110 +5% 3.6/7 +17%
KTLA(TV) 3.9/10 -5% 5.6/10 even
KCOP(TV) 3.2/8 + 7% 2.2/4 even
KCAL(TV) 2.5/6 -11% 3.0/5 even
Chicago
WLS-TV 9.7/26 even 17.9/29 +21%
WMAQ-TV 6.417 -9% 16.8/26 even
WBBM-TV 5.2114 —20% 12.5/20 —4%
WGN-TV 4.5/12 -12% 5.9/9 even
WPWR-TV 2.7/6 even None -
WFLD(TV) 2.5/7 -32% 3.4/5 even

1993, vs. Oct. 29-Nov. 25, 1992)
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New Line courts success

Court TV feed forms ‘strategic partnership’
with stations carrying syndicated wrap-up

By Mike Freeman

T he strong debut of Court TV In-
side America’s Courts, a weekly
recap of the basic cable net-

work’s more high-profile court cases,

has given New Line Television a new

life in syndication.

It couldn’t have come at a better
time for the company, which along
with Castle Rock Entertainment was
acquired last August by Ted Turner.

Robert Friedman, a former cable
executive from MTV Networks and
Playboy Entertainment, who took over
as president of New Line Television in
November 1991, has taken a page
from other Turner Entertainment Co.
cable enterprises: adapting known ca-
ble network programing properties for
the broadcast marketplace.

Six months before New Line’s ac-
quisition, the syndication division un-
veiled Courr TV: Inside America’s
Courts to little fanfare and much skep-

ticism at last January’s NATPE Inter-
national programing conference in San
Francisco.

Some TV station executives doubt-
ed whether New Line— which, out-
side of the New Line Cinema movie
packages, had little experience in syn-
dication—couid effectively market a
condensed version of the extended tri-
al coverage Court TV provides for ca-
ble viewers.

Since its Sept. 17 debut, however,
the half-hour program has emerged as
one of the highest-rated rookie half-
hour weeklies in syndication, with a
2.9/1¢ scason to date in the Nielsen
metered markets (NSI Sept. 17-Nov.
26).

Friedman attributes some of Court
TV’s performance to the free daily
feeds of high-profile court cases that it
provides its 96 client stations (repre-
senting 92% of the U.S.). By using
the footage in their nightly newscasts,

Program

. NFL (Bengals—439ers)

. Movie-Geronimo

. NFL Primetime

. Movie-Diamonds Forever
: Movie-Goldfinger

. Movie-Your Eyes Only
. Movie-Finat Countdown
. Movie-Geronimo

. Movie-Thunderball

. NFL Gameday

11. Rugrats

. Saved By The Bell

. NFL Sportscenter

. Saved/Bell X-mas

. A Flintstone X-mas
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search.

The top five basic cable services for the week of Nov.
29-Dec. 5 are listed at right; they are ranked by the
number of households tuning in during prime time (8-11
p.m.}. The cable-network ratings are percentages of the
total households each network reaches; the shares are
percentages of the total households each network
reaches that have their TV sets on during prime time.
Source: cable networks based on Nielsen Media Re-

Top cable shows and nets

Following are the top 15 basic cable programs {(Nov. 29-Dec. 5), ranked by households
luning 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

Time HHSs. Rating

Ntwk (ET) {000) Cable U.S.
ESPN Sun. 8p 5211 83 55
TNT Sun. 8p 4,025 66 43
ESPN  Sun. 7p 2,760 44 29
TBS Wed. 8:05p 2564 42 27
TBS Thu. 8:05p 2,342 38 25
T8S Fri. 10:60p 2,280 3.7 24
T8S Sun. 10:35p 2,169 35 23
TNT Sun. 10p 2,163 36 23
TBS  Fri. 8:05p 2,136 35 23
ESPN Sun. 12p 2,059 33 2.2
NICK Sun. 10:30a 2,051 34 22
TBS Wed. 535p 2,036 33 22
ESPN Sun. 11:01p 2016 3.2 21
8BS Sun. 8p 2,004 33 21
88 Sun. 7p 1,888 3.2 21
HHs. Rating/

Network (000) Share

TBS......... 1,938 .....3.2/4.9
ESPN...... 1,495....2.4/3.7
TNT......... 1,313....2.2/13.4
USA......... 1,310.....2.1/3.3
WGN ... 411......1.2/1.8

the stations offer Court TV benefits
from on-air ‘‘courtesies’’ and promo-
tional plugs in news-driven time peri-
ods, which are often higher rated than
promotional spots airing in other day-
parts, he says.

“Court TV [the cable network]
does make the footage available to
other [non-client] stations at a certain
charge, but we have decided to give
our stations a competitive advantage
by offering the feeds free of charge,”
Friedman says. **No other responsible
producer could offer the resources
Court TV has at its disposal to provide
such a vast array of trial footage taking
place from the 40-plus state court sys-
tems that allow live television cover-
age.”’

Despite counting more than 60% of
its syndicated clearances in the late
fringe daypart, there are several late-
night and early morning slottings in

the major markets where viewer
awareness is growing.
Friedman told BROADCASTING &

CABLE that there have been some ‘‘ex-
ploratory’” talks about expanding
Court TV from a weekly to a strip, but
he adds that it couid just as well be
marketed as an expanded hour weekly
for the 1994-95 season.

““There are other parties involved,
and this sort of thing would have to be
negotiated equitably,’” says Friedman
of the co-production with Court TV
cable network, which is owned jointly
by American Lawyer Media, Time
Warner, NBC, Cablevision Systems
and Liberty Media.

For this reason, Friedman says,
New Line has not yet approached sta-
tions about renewals for next season.
He did say that One World Entertain-
ment, a division of Viacom Enter-
prises, will be retained to sell the na-
tional barter advertising time (which
currently stands at an even three-and-
a-half minutes national and local bar-
ter split for the weekly half-hour.)

As a former veteran cable execu-
tive, Friedman is hopeful that Turner
acquisition also will ‘‘create opportu-
nities’”” with the Turner [Cable] Net-
works on shared cablebroadcast syndi-
cation windows for series and long-
form telefilm projects.

Friedman says that New Line also
will be “*speeding up’’ the syndication
windows for a package of 18 or 19
New Line Cinema motion picture ti-
tles that includes ““The Player,”
“Ninja Turtles III'” and *‘Loaded
Weapon,’” beginning fall 1994. ]
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ACI films target future

PROGRAMING _ﬂ
affiliates

Facing declining numbers of ‘pure’ independent film package
clients, distributor looks to create new long-form niche

By Mike Freeman

hen Warner Bros. and Para-
mount embarked on their re-
spective broadcast network
initiatives, the industry consensus was
that the market for motion picture
packages in syndication would dry up
with the disappearance of pure inde-
pendents.

Faced with that prospect, indepen-
dent supplier Allied Communications
Inc. is looking to create new niche
markets for long-form film product.
ACI, a distribution consortium of nine
major long-form television production
companies, has mounted an aggresive
sales campaign specifically targeting
stations that likely will be affiliated
with both would-be networks.

By marketing a pair of off-network

ACrl's Michael Weisser

telefilm packages in direct-to-syndi-
cation, single-year, barter-licensing
deals, ACI has signed four of Para-
mount Stations Group’s soon-to-be-
affiliated stations as well as a num-
ber of the Warner Bros. Network
converts. Seven weeks after launch-
ing sales of its FilmLeader 2 telefilm
package, ACI has sold the [8-title
offering in more than 60 markets—
including all of the top 10—repre-

| senting more than 65% U.S. cover-

age, according to Michael Weisser,
ACI’s executive vice president of do-
mestic distribution.

With sales evenly split between cur-
rently independent stations and tradi-
tional network affiliates, Weisser also
confirmed to BROADCASTING & CABLE
that a ‘‘clear majority’’ of those inde-

Gray exits TW

James L. Gray, who joined Time
Warner in 1974 as an executive at
Warmer Cable, is leaving the
company at the end of first quarter
1994 *‘to move on to some new
challenges.’” Gray has been vice
chairman of Time Warner Cable
since August, following the
consolidation of the managements
of Warner Cable Communications, of
which he had been president since
1986, and American Television &
Communications Corp.

Interactive games

The Game Show Channel will
feature interactive programing jointly
produced with Interactive Network
Inc. when the basic cable network
launches in 1994, Under the
nonexclusive agreement, the channel
will license to select programs from
IN's library for interactive play.
Library episodes of Whee! of
Fortune, Jeapardy!, The Newlywed
Game, The Price Is Right and
Family Feud are among the shows to
be featured on the channel, a
partnership of Sony Pictures

Entertainment Television Group,
United Video Cable Ventures LP and
Mark Goodson Productions, IN

‘uses patented wireless technology now
available in Chicago and the San
Francisco Bay area.

Tilson's talking

Programing decisions for upcoming
CNBC spin-off channel America’s
Talking will be overseen by
Elizabeth Tilson, a CNBC veteran

Elizabeth Tilson of America’s Talking

who currently serves as director of
daytime programing at the network.
Tilson has been named vice

president of programing at America’s
Talking, scheduled to launch in late
1994 with 24 hours of talk and
information programing.

New ‘Century’

News Productions will produce 22
original episodes of The Twentieth
Century for A&E, beginning in
September 1994. CBS News
correspondent Mike Wallace will
anchor. The series originally aired
between 1957 and 1966 on CBS,
hosted by Walter Cronkite.

Health note

[nternational Family Entertainment
Director of Sales and Direct
Marketing Robert Hammer also has
been named vice president and general
manager of Cable Health Club, a
new IFE network aimed at health and
fitness buffs. The 24-hour network,
which launched on Oct. 4, also is
sampled daily on IFE’s The Family
Channel from 5 a.m. to 6 a.m. and
11:30 a.m. to noon (ET).
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The high-test performer

If you're looking for a way to grow your business in this challenging new envi-
ronment, look no further than FLIX. It's the optimum, low-cost way to add value
to any and all of your multipremium packages. And, since FLIX is totally unreg-
ulated and extremely flexible, you can ftier it with other services in a way tha
suits your system best. With the programming subscribers want most—popular
commercial-free movies—FLIX is an easy way to boost your bottom line.
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that fuels your business.

So offer FLIX. It's unregulated. It's low cost. And it's flexible. When you add
alue by adding FLIX, it won't be long befare even your toughest customers
.ome around.

Call your SNI representative today. SHOWT’ME NETWORKS

ind learn more about how FLIX can help All the right moves
O U r b 'JSI n eSS grOW €152 SHOWTIME NETWORKS INC. Al ngivs reserued. FLIX 1S 3 serare miark of SHOWTIME NETWORKS INC,
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Teens + 20%

Available For Strip Fall '95
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pendents are buying FilmLeader 2 for
fall 1994 because of potential pro-
graming gaps in their schedules until
the would-be affiliates have enough
network programing to fill five nights
of prime time.

““One has to keep in mind that the
Paramount Network won’t start for an-
other year [fall 1994], and when it
does, it will have only two nights [of
network programing] for the first sea-
son or two,”’ Weisser says. ‘‘We are
essentially filling a need for the Para-
mount  stations. [FilmLeader 2]
doesn’t lock stations into cash movie
packages five to 10 years down the
road, which is the kind of flexibility
that is really important to stations that
are going to affiliate with one of the
new networks.”

Another key selling point for Film-
Leader 2, as well as with its predeces-
sor, FilmLeader 1, is that neither
package has prior home video, cable,

I PROGRAMING —

‘Night of the Hunter,’ starring Richard Chamberiain

INTERNATIONAL WIRE

Canal + eyes the U.S.

Canal +, the successful French pay
service, is planning the launch of a
new American cable service that
will appeal to European sensibilities.
Dubbed ‘‘The Best of Europe,’” the
service is expected to launch toward
the end of next year in various large
cities. According to Jean-Claude
Paris, director of international
affairs, discussions already are being
held with various U.S. cable
operators. Once launched, the service
will give Canal + further access to
English-language programing,
considered essential if Canal + is to
fulfill its global ambitions.

Damning UK dish figures

Rupert Murdoch’s UK satellite pay
TV network is suffering from a high
churn rate of 13%, according to an
independent survey released last
week. According to monitoring
bureau GfK, consumer satellite dish
sales have slowed considerably
during the year; average sales for the
first nine months of 1993 were
down 14% compared with the same
period in 1992. Research also
showed that 94,000 dishes were
returned during the third quarter,
compared with only 45,000 during the
same period last year. Sky refused

to comment on the figures, which
were commissioned by the
commercial network ITV.

Philips completes
video sale

Dutch electronics giant Philips has
concluded the sale of its U.S. video
rental and music stores chain,
Super Club Retail Entertainment
Corp., to Blockbuster
Entertainment. Super Club Retail,
which operates 430 video/music
retail stores in the U.S., was
purchased for $150 million by
Blockbuster through a 5.2 million
share issue. Philips’s 7.6% stake in
Blockbuster is unaffected by the sale.

New radio licenses
in Holland

A limited number of Dutch
commercial radio stations will be
offered permanent access to
Holland’s scarce terrestrial
frequencies for the first time early
next year. The Dutch government,
which closed applications for two
groups of regional FM radio frequency
“‘bundles’’ on Nov. 26, will award
the terrestrial licenses by Jan. 21.
The frequencies are highly
sought after by private Dutch stations
because each *‘bundle’’ could
provide almost the same reach as a

national terrestrial network. The

nine main Dutch public broadcasters
currently have a monopoly on all
national terrestrial frequencies. At
least one AM frequency, and

possibly two, AM frequencies also are
being made available.

PanAmSat on global
fast track

In anticipation of the world’s first
dedicated broadcast, global satellite
network PanAmSat has confirmed
nearly $1 billion in pre-launch
agreements. Six months before its
spring launch of the Asia-Pacific
region satellite PAS-2, PanAmSat
has transponder bookings valued at
$985 million from ESPN
International, Turner Broadcasting,
Televisa of Mexico, South African
pay TV group M-Net and public
broadcaster SABC, and

commercial network ABS-CBN of the
Philippines. PanAmSat now claims

a potential revenue stream of $1.2
million for its next three satellites.

If all launches go according to plan,
the group’s full network, which

will boast a single uplink for global
coverage, will be complete before
the end of 1995. PAS-3 over the
Atlantic region will launch by
December 1994 and PAS-4, covering
the [ndian Ocean region, is set for
April 1995, —MA

36

Dec 13 1993 Broadcasting & Cable




80%

OF ALL
OVERNIGHT
MARKETS
ARE UP IN
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ITS NATIONAL
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Geronimo!

TNT’s Geronimo received a 6.6
rating in its debut last week,
making it the highest-rated origi-
nal movie the network has tele-
cast and the second-highest
original basic cable movie ever.
The three runs of the movie
posted a gross rating of 12.4 and
were seen by 17 million viewers.

view or broadcast network exhibition
windows, all four of which traditional-
ly are higher up in the food chain than
broadcast syndication. By the time a
station can air the movie locally, it
may have had between 10 and !5 pre-
vious exposures via cable and the
broadcast networks (not to mention
home video).

That appears to be a motivating fac-
tor behind Paramount Stations Group

President Anthony Cassara’s decision
to pick up the FilmLeader packages.
“*Some of the theatricals are so
beaten up by the time we get them that
it really only makes sense for broad-
casters to burn off overexposed titles
in lower-rated weekend time peri-
ods,”” Cassara suggests. ‘‘There has
definitely been an erosion in the theat-
rical releases by the time they get to
syndication. | would estimate that the
ratings for theatricals are down 25%-
50% from the mid-1980s. It’s one of
the main motivating factors why so
many of the independents want to get
into the network business today.””
Cassara revealed that the four Para-
mouni-owned stations—WTXF-TV
Philadelphia, wpCA-TV Washington,
KTXA(TV) Dallas and KTXH(TV) Hous-
ton (all of which will be Paramount
Network affiliates)—will air the Film-
Leader 2 made-fors in prime time
when the first titles are released in

August 1994, (He also confirmed that
the same four non-Fox-affiliated Para-
mount stations have acquired the two-
hour Spelling Premiere Network block
from Worldvision Enterprises for
broadcast in prime time slarting next
summer.)

Potential WB Network affiliates
picking up FilmLeader 2 are Tribune
Broadcasting’s WPIX-TV New York
(which is splitting the package with
WABC-TV there), wMCC-TV [ndianapo-
lis and WKCF-TV Orlando. Other top-
10 market clearances come from
KABC-TV Los Angeles, wGBO-TV Chi-
cago, KTVU(TV) San Francisco and
WFXT-TV Boston.

FilmLeader 2, featuring such recent
telefilms as Lethal Lolita—Amy Fish-
er: My Story and Hiroshima: QOut of
the Ashes, is being offered on a 12-
minute local and 12-minute national
barter basis for the roughly two-hour
feature-length titles. L]

Court rulings may weaken media protections

‘Serious ramifications’ said possible in New York State case

By Peter Viles
pair of little-noticed state court
rulings may spell trouble for
broadcast journalists.

[n one case, involving a Georgia
newspaper that was sued for identify-
ing a rape victim, the Georgia Su-
preme Court sided with the newspaper
but appeared to leave open the possi-
bility that other media outlets that
name rape victims won’t always be
protected.

In the other ruling, the New York
Court of Appeals refused to allow the
state’s shield law to protect an ABC-
TV reporter from being questioned in
another state about reporting that he
had done.

That case involved stories that ABC
aired in 1990 about a point-shaving
scandal in North Carolina. New Jersey
officials, suspecting that a New Jersey
resident may have been behind the
scandal, sought to compel the report-
er, Armen Keteyian, to testify before a
New Jersey grand jury investigating
the case.

While ABC and the State of New
Jersey fought over that issue, the sus-
pect died and the case was dropped.
Nevertheless, the New York Court of

“It's a terrible
decision, and it has the
potential to have
serious ramifications
for the news media in
New York State.”’

Jane Kirtley, executive
director, Reporters Committee
for Freedom of the Press

Appeals recently ruled that New Jer-
sey could have forced Keteyian to tes-
tify.

““It’s a terrible decision, and it has
the potential to have serious ramifica-
tions for the news media in New York
State,” says Jane Kirtley, executive
director of the Reporters Committee
for Freedom of the Press.

*“The New York court basically has
said that it has no obligation to consid-
er New York’s own laws protecting
reporters. It’s particularly troubling
because so many journalists are based

in New York,”" Kirtley says.

In the Georgia case, the Georgia
Supreme Court threw out a $100,000
judgment against the Macon Tele-
graph, which had been sued for inva-
sion of privacy after naming a rape
victim. The circumstances were some-
what unique: The paper named the
victim after the victim killed an intrud-
er.

When the case was argued before
the Georgia Supreme Court, lawyers
for the newspaper pointed to a U.S.
Supreme Court decision in the case of
a Florida newspaper that had named a
rape victim. That ruling held that a
damage award against the paper vio-
lated the First Amendment.

But the Georgia court didn’t quite
agree. It ruled that the award against
the Telegraph was barred only be-
cause the victim also was involved in
another important news event, the ho-
micide.

Lawyers familiar with the ruling
told the Wall Street Journal that the
ruling appeared to permit suits for in-
vasion of privacy against news outlets
that name rape victims, provided that
those cases do not involve an addition-
al news event such as the homicide. =
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TRON

CYBERTRON..the story of a teenage martial
arfist, Adam Steele, who is given Cybertronic
power to merge with a machine. Along the way
he faces evil forces and a sinister alien bent on
ruling the universe with his army of ruthless
Wardrones. CYBERTRON features the same
winning elements that made “Power Rangers”

the #1 kids show in America.

CYBERTRON...HE'S COMING TO PROTECT US ALL!
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LEY HIGE

THE BIGGEST PHENOMENON
IN PUBLISHING HISTORY

IS COMING TO TELEVISION!
Meet Jessica and Elizabeth Wakefield --
identical sixteen-year-old twins whose story of
growing up in a place called Sweet Valley has
become the most remarkable success story in
the publishing industry. Together they face all
the heartbreaks and joys, rules and rivalries
that are a part of high-school life. With over
100 million books sold and an 80% recognition

rate among feens and young adults, SWEET
VALLEY HIGH is one of the most anticipated

series ever fo come to television!

:ISABAI\{‘

S

DOMESTIC
DISTRIBUTION
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BATTLETE

Join the elite Somerset ankers as fhey ﬁghr to save their world in each action-
packed adventure. Based on the popular interactive virtual reality and role-
playing games, BATTLETECH® is filled with breathtaking, state-of-the-art

computer-generated animation.
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CREEPY CRAWLERS

LIMY, GOOEY AND ABSOLUTELY CREEPY!

Out of the genetic goop enzyme the CREEPY CRAWLERS® are born. No matter |
how hard the sinister CREEPY MAULERS try to destroy the heroic CREEPY
CRAWLERS, they never quite succeed. Classic conflicts and clashes between |

the “good” CREEPY CRAWLERS and the “evil” Creepy Maulers always ensve! |
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Look who’s talking now

Take a good look, because some of those faces may disappear in the
Great Talk Show Shakeout predicted for the 1993-94 season (page 54).
The popularity of syndicated talk has spurred similar efforts on the
network front, to mixed results (page 68). In late night (page 78), some
wonder who will follow Chevy Chase on the casualty list. Meanwhile,
replacements are in the wings, with some shows taking a hybrid
approach (page 80), while cable readies for three round-the-clock talk
channels (page 76). Multimedia’s Bob Turner (page 70) and multi-media
talk host Larry King (page 81) talk to BROADCASTING & CABLE.
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the trick was to keep news feeds
to the broadcasters high and dry.

Wvx cleared the way with
picture-perfect backhaul.

When Hurricane Andrew blasted ashore,
high winds and rain knocked out virtually
all communication links in South Florida
and made news transmission by satellite
nearty impassible. That's when Fox, ABC
and CNN called Vinx They knew that even
in an emergency, our fiber-optic television
transmission system is a perlect complement
to satellite news transmission.

Nothing handles point-to-point
transmission as quickly and conveniently
as the Vywx system. And once youTe
connected (o if, you can access the system
with a single phone call, transmitting a

broadcast-quality picture in total
security — at a rate that's competitive
with satellite transmission.

Wvx frees up one of your

most valuable assets.

For most stations, the satellite truckis the
only way to get a signal back to the
network or to another station. And while
the truck’s tied up transmitting backhaul,
it can’t cover anything else that might be
breaking in your market.

With a connection to the Vivx
fiber-optic system, you can send point-

When Andrew hit,

to-paint or paint-to-multipoint
transmisstans to any other city o cities
on the system. Meanwhile, your
satellite truck is Ireed up for other news
assignments.

Find out about getting
connected today.

IFyou'd like to know more about Vi
and how we can help you maximize your
news-gathering assets, call I-800-324-
8686 for our brochure and Decision Kit,
find out for yourself how to get
connected to our system and how Viwx
can significantly enhance your news
department’s capabilities.

So call Vyvx today. Because in
the news business, it's never too soon to
establish reliable connections.

Vv, nc.

Tulsa Union Depot

111 East First Street
Suite 200

Tulsa. Oklahoma 74103

Vyvx
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a genuine and compassionate host.
It fakes incisive, objective interviews.
And topics that truly reflect the interest and

'92 progrom average where MONTEL was historical program)




.
!
i

more than a ti

Nov 93 Réffings Grawth

c “san Dnego &
1AM KUSIT0AM  “LZWPWR 9 PM 2
San Francisco ... Detroit" ] Phoenix = '~ Orlando. \j'anmd
KBHK 11 AM NDIV 4 PFM KUTP 9 PM /WKCF 1Al WITA 9 PM i *

\ q,\‘.i ‘}*r"‘m

—

\

ospiro‘rions ffolk show wewersp/ { Mon}el Willioms.

t-._Because now more than evet:you need Le"\h'm f .
a Tc:lk show:host who's a proven " g Lk U AL E
ratings winner.Not a flash-in-the-pan new- ' :
comer. And not a talk show veteran ready {
fo refire,

There's never been a better ’rlme for
the Montel Willicgms Show.

Today it takes Mantel Williaffs. ake you h‘igher.__ '

com Infernational Inc. VIACOM is a registered trademark of Viacom Inc.



TALK SHOWS

Surviving the shakeout in daytime talk

Stations and syndicators wait to see who will make it and who won’t;
replacements for the cancellations already are waiting in the wings

By Steve McClellan
and Mike Freeman

he daytime talk genre finally has
hit the wall—there are now more
syndicated talk shows than sta-
tions have room for, and the anticipat-
ed shakeout has begun.
“This is going to be the year of
churn in talk television,”” says Dick
Kurlander, vice president and director

of programing at Petry Television. *‘l
think the audience is saying ‘enough is
enough with the Oprah wannabes.’ ™’
Many others concur. **l don’t think
there is any more room for growth in
the number of talk shows on the air in
daytime or afternoon syndication,"’
says Barry Thurston, president of Co-
lumbia Pictures Television Distribu-
tion. “‘It’s now a question of what
shows will fall by the wayside and
which shows will replace them.””
Two syndicated talkers already have
bitten the dust this season—Joan Riv-
ers and Jane Whirney. King World's
Les Brown went on a “‘planned hia-
tus™’ last week, and the company s
doing its best to counter industry spec-
ulation that the show’s days are num-
bered. “*Obviously, we know there are
problems,”” says King World Presi-
dent Michael King. “*But Les also has
some terrific success stories, like New
York. So we’re just not prepared to
make any decision without analyzing

the November books. Right now we
have enough shows to go through Feb-
ruary.”’

Twentieth Television’s Bertice Ber-
ry also is on the cancellation watch list
of many industry executives, given its
less-than-spectacular performance in
the ratings so far. Executives at Twen-
tieth are confronting the same percep-

tion problem with Bertice that King
World has with Les.

“‘We are absolutely committed to
Bertice, the show and the form for the
long term,’” says Twentieth Executive
Vice President Ken Solomon. “‘Initial-
ly. everybody sees the first few days’
worth of numbers and a mood is set.
It’s not entirely rational, but we all do
it. And then everybody sits back and
begins to analyze the numbers more
objectively. Almost no successful talk
show on the air today started out with
good numbers. They all had a long
climb.”’

King agrees. *‘We all know these
shows take time to build. It's not just
tatk either. People said we’d go out of
production on Inside Edition after six
weeks. That was five years ago.”

But don’t iook for a decrease in the
number of talk shows next season be-
cause of the failure of some weak
links. For every show that will fall by
the wayside, two more are ready to

Of the freshman crop, Columbia Pictures
Television’s Ricki Lake (1) is a surprise hit,
and rates high with young women. King
World’s Les Brown (center) and 20th Televi-
sion’s Bertice Berry have underperformed,
raising questions about their futures.

take its place. Joan Rivers, in fact,
will find herself in the ironic position
of replacing herself in a number of
markets with a new program called
Can We Shop?!. a Tribune-distributed
home shopping talk show slated to
bow in January.

Jim Lutton, vice president, pro-
graming, Tribune Entertainment, re-

ports that Shop is cleared in 70% of
the country, with about half of that
accounted for by incumbent Joan Riv-
ers stations. ‘‘We're comfortable
we’ll be over 80% by [Shop’s] Jan. 17
debut date,” says Lutton.

And Jane Whitney may get a re-
prieve on network daytime television.
Warner Bros. is talking with NBC to
put her there {(see page 68).

Fox and King World have new talk
show projects for next year, and both
companies—and others—are scram-
bling to position their projects to fill
lineup holes at stations that cancel un-
derperforming talkers.

The three-year odyssey in syndica-
tion of Jenny Jones bears out what
distribution executives frequently say
about shows needing time to grow.
The Time Telepictures Productions
show started as a lighter, multi-topic
program that rated poorly. Research
showed, however, that the audience
basically liked Jenny, the personality,
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That's what Gene McHugh, Vice President & General
Manager for Fox 36 WATL in Atlanta, Georgia had to

say about his newly appointed national sales force.

AND A VISION FOR THE FUTURE"

Fox acquired WATL to increase the station's presence
in Atlanta. When seeking representation, McHugh
wanted outstanding performance and a company that

is well-positioned for the short and long term.

Representing WNYW New York, KTTV Los
Angeles, WFLD Chicago, and KDAF Dallas,
Petry is now the national representative for

Fox 36 WATL Atlanta, Georgia.

PETRY

first in spot television.




but not her show. In year two, the
format was revamped to resemble the
successful single-topic, more serious-

. minded shows.

Initially, the ratings were disas-
trous—Jenny’s initial core audience
deserted her. But Time Warmer, with
its deep pockets, stayed the course and
this season her season-to-date rating is
up by almost half. *‘Jenny is one of
the all-time turnaround stories in the
talk show business,”” boasts Jim Pera-
tore, president of Time Telepictures
Productions. The bigger numbers have
brought important upgrades, including
a pick-up by Philadelphia’s WPVI-TV
for next season.

Viacom’s Montel Williams also has
benefited from the company’s stick-to-
itiveness. ‘*‘We’ve nurtured the show
through a slow rollout,”” says Rick
Jacobs, president, domestic markets,
Viacom Entertainment. *‘It’s expen-
sive, but it’s paying off. We're now
renewed in 50% of the country for
1994-95. Last year at this time we
weren’t anywhere near that level.”
Key upgrades this season include New
York, Dallas, Philadelphia and De-
troit, where the show is competing
neck and neck with Oprah.

The talk show shakeout is providing
upgrade opportunities for the stronger
incumbents as well as Ricki Lake, the
new season talker from Columbia that
has by most accounts surpassed expec-
tations. CPT launched the show late in
last year’s selling season and struggled
to put together a respectable station
lineup.

Among the three new talk shows,
Ricki was deemed least likely to make
a mark. But her household numbers
are even with Bertice and better than
Les with mostly independent stations,
and she’s been a big hit with her target
demo—women 18-34,

In the past two weeks Ricki has
picked up some key upgrades. Effec-
tive today (Dec. 13), she moves to 4
p.m. on KDKA-TV Pittsburgh, where
she replaces Les Brown. In Orlando,
she moves in January to 5 p.m. on
WKCF-TV, replacing Full House and
Wonder Years. That news followed
word that WPVI-TV picked up the show
for next season.

Meanwhile, a handful of new talk-
ers are trying to establish a position in
the market, including Gordon Elliott
and Mo Gaffney from Twentieth, Ro-
londa Watirs from King World, Su-
zanne Somers from MCA, Shirley Sol-
omon from DLT Entertainment and

Jenny Jones struggled through
her first season but has made a
comebachk in the third, with ratings
up 43% over last year.

Joan Rivers is replacing her own
talk show in January with a home
shopping tailk show, ‘Can We
Shop?!’, in about haif her markets.

Shirley Solomon’s show, a Canadl-
an Import in her first season in the
U.S., is hoping to roll out beyond
Los Angeles, New York and Dailas.

Susan Powter from Multimedia (see
question-and-answer story with Bob
Turner, page 70.)

Elliort, a Twentieth co-venture with
CBS, has been in the marketplace
since early November. It has clearance
commitments from the Fox-owned sta-
tions as well as KING-TV Seattle;
KRON-TV San Francisco; WMAR-TV
Baltimore, KXTWV(TV) Sacramento,
Calif.; wrsB(TV) Hartford, Conn., and
WLKY-TV Louisville, Ky. With 35%
clearance now, the company’s Solo-

mon says that Twentieth will “‘walk
into NATPE with 40% of the coun-
try.”’

Two talk shows being offered for
next year already are on the air in a
small number of markets. DLT Enter-
tainment has CTV talk host Shirley
Solomon on three stations, including
WPIX-TV New York, KCAL-TV Los An-
geles and KDFI(TV) Dallas. In Novem-
ber in New York the show averaged a
lackluster 1.5 rating and a 5 share,
ranking sixth in the time period (1-2
p.m.). In Los Angeles, where the re-
sults were more satisfying, it averaged
between a 2 and a 3 rating at mid-
night, equaling or bettering David Let-
terman on occasion.

Twentieth’s Mo has been airing on
WNYW-TV New York for several
months, and in November it did a
1.5/7 ranked last from 11 .am. to noon
in the time period. Solomon declined
to discuss specifics about the Mo mar-
keting plan. ‘*We're refining the
show. We get feedback every day and
we will be exploiting every potential
opportunity [to roll the show out].”’

King World is now spreading the
word to stations on the availability of
its proposed new talk show, Reolonda
Warts. What the company has yet to
decide is whether to launch the show
in January or September 1994, *‘]
would love to have Les and Rolonda
on the air in January,”” says Michael
King. *‘But if we can’t get the market,
I'm excited about getting her out there
next fall.””

Meanwhile, MCA has just finished
putting together a marketing plan and
pilot for its proposed new fall talk
show with Suzanne Somers. ‘‘Obvi-
ously, it’s a crowded market, but the
real question is how many of them are
working,”’ says MCA TV President
Shelly Schwab. ‘‘Not every show out
there is working nationally, and when
you have several shows doing a 2 rat-
ing or less, you know there are oppor-
tunities.”’ |
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SLIGHTLY.



INTRODUCING THE

e're making a slight revision of history. History TV will now be known

as The History Channel. It’s the facts, follies and fortunes of mankind. It’s

what defines us as a nation, a civilization, a species. It’s our collective past. And it’s
the basis for an exciting new 24-hour flexible cable service, The History Channel.

The History Channel energizes the past. Through riveting documentaries, mini-
series and movies, it dives into history, grabs it, shakes it and brings it back alive.

EASTERN REGION (212) 210-9190 ¢ CENTRAL REGION (312) 819-1486 +«  WESTERN REGION (310) 286-3000



1ISTORY CHANNEL.

1I5TORY,

NE PLACE.

This is not your father’s history lesson. The History Channel is the product of
A&E, so you can be assured its standards of quality, reliability and viability will be
second to none.

The History Channel is slated to be launched in the 4th quarter of 1994, so contact
your A&E Networks’ Account Manager to learn how you can be a part of television
history. And do so soon, for we all know what happens to those who ignore history.

THE HISTORY CHANNEL

©1993 The History Channel, A&E Networks. All Rights Reserved.
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Daytime network talk: 10 years too late?

By Steve McClellan

etwork daytime schedulers are

trying to capture some of the

talk show magic that has largely
been reserved for syndication, but
with mixed results.

Earlier this year, NBC made a deal
with Paramount for the John and
Leeza Show, which had been headed
for syndication. The network is com-
mitted to the show through next June,
but so far the ratings have been ane-
mic.

For the fourth quarter, through the
first week of November, Nielsen’s
National Television Index showed
John & Leeza in third place in network
competition, in both the key women
demographics and households.
Among women 18-49 and 25-54 the
show was averaging roughly a | rat-
ing. In households, the performance
was only a little better—in the 1.8 to
1.9 range.

Sources say that NBC isn’t too
thrilled ‘with the performance or the
production quality of the show. The
network 1s now talking with Para-
mount about revamping the show. The
overhaul reportedly will do away with
the dual-host format, with John Tesh
leaving and Leeza Gibbons remaining
as the sole anchor.
“That’s been the
discussion, but it’s
not set yet,”’ says a
source.

But some say net-
work obstacles to

doing successful
daytime talk are
high. *“The net-
works missed the

talk boat,”” says one
prominent talk show
producer. “*They should have been
getting into it 10 years ago. Now
they're faced with the tough challenge
of coming up with something their af-
filiates can’t get in syndication, where
the station is going to get a better
business deal.”’

The networks have embraced softer,
lighter talk shows, such as Home on
ABC and John & Leeza. But with just
a few exceptions, they haven’t worked
as well as the single-topic shows, ob-
servers say.

But NBC daytime executives re-

main convinced that the talk format
can help lift its lackluster schedule.
“*At this point, they don’t have much
to lose,”” quipped one network source.
“*Nothing else has worked.”’

At deadline last week, NBC offi-
cials were anticipating the completion
of a deal that would bring syndica-
tion's Jane Whitney to the NBC day-
time lineup. “‘She's been held up in
business affairs hell,”” said one execu-
tive with knowledge of the talks.

Whitney hasn't set the world on fire

with her ratings in syndication and
Warner began telling stations two
weeks ago that they planned to remove
her from the market. ““The problem
with June is not the show, it's the
lineup,’” says a Warner source. ‘‘We
have a mix of daytime and late-night
clearances, and it's very tough selling
it to advertisers.”’

Two weeks ago ABC finally gave
up on The Home Show, announcing
that it will be replaced by the Mike &
Mary Show in January. Last year,
ABC canceled Home briefly, only to

revive it when affiliates balked at the
planned replacement, Shirley, which
DLT Entertainment is now launching
in syndication.

ABC Daytime President Pat Fili-
Krushel describes Mike & Mary as a
“‘younger, hipper, more humorcus’’
Regis & Kathie Lee. She refused a
request last week for an interview to
clarify those comments or discuss the
network’s daytime talk show strategy.

Even network daytime leader CBS
was interested, for a time, in bringing

NBC is trying to make talk work in
daytime with the introduction last
summer of ‘The John & Leeza Show’

(l). but results have been mixed. The
network is also close to a deal to bring
syndication’s Jane Whitney (below) to
NBC. And ABC has a talk show on the
horizon, ‘Mike & Maty’ (to left of Whitney),
which will replace its ‘The Home Show’
in January.

talk to its lineup. Lucy Johnson, CBS
daytime vice president, signed Gordon
Elliott to a development deal three
years ago. But the network’s chance to
launch a daytime show evaporated
overnight with the corporate decision
to give back the 10-11 a.m. time peri-
od to affiliates.

““If we did make a change, Gordon
Elliott would have been the show.”
Johnson said last week. *'But the op-
portunity disappeared.’’

The good news was that the net-
work entered the first-run business, in
a venture with Twentieth Television,
which is selling the show in syndica-
tion. n
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Multimedia’s Turner: What shakeout?

! [ . . .I.
Robert Turner, Multimedia Entertainment president

Talk is hot. How long will it last and what's driving the trend?

I think tastes change. Look at where soap operas were |2
years ago. About 14 of them were on the air. That genre
has, to a large extent, been replaced with talk shows. What
viewers got from soaps they are now getting from the talk
shows, but it’s real-life experience rather than fictional.
[Talk shows] provide identity and a degree of vicarious-
ness. Also, there is a range of talk shows from the more
tabloidesque to the cerebral. The viewer has a good deal of
choice every day. ! think there is something for everyone.
The genre seems to be holding its popularity, maybe even
expanding it.

Do you wonder at all if or when the bubble is going to burst?

No, and 1 would point to the fact that we are starting a talk
channel for cable |slated to start next fall].
Are there fundamental differences in the way you go about

marketing talk shows to stations and viewers in such a
crowded field?

There are many ways to market these shows. This company
has taken a long-term approach. We have started with all
our projects modestly, rolled them out, built a production
teamn that suited the style of the host, perfected that style.
There’s a good deal of growth and experience that is needed
as you go along. | think |Jerry] Springer is probably a good
example of that.

Les Brown and Bertice Berry, two of the three new talk
strips, are struggling. In fact, Les is on hiatus and the pros-

Since joining Multimedia
Entertainment three years ago, Bob
Turner has doubled the company’s
talk shows from two to four, the most
of any syndicator, and has plans for
two more next season. Turner
believes the popularity of the talk
genre will continue to grow, as
evidenced by Multimedia’s
development of a 24-hour cable talk
channel, slated for fall 1994 debut.
In the following interview, Turner
discusses talk’s hot streak, the
growing competition, the company’s
hoped-for next big hit and how long
Phil Donahue will stick around.

pects aren’t good for a return. Does that tell you anything
about the current talk show environment?

It’s a tough time. King World did a very good job market-
ing Les Brown. Les had the best lineup and the most
difficult competition going in. Fox did a fairly good job
with Bertice, but the show doesn’t seem to be cutting it
either. Columbia had the weakest lineup with Ricki Lake
and consequently had the easiest time showing time period
improvement. Because it's barter and where it is, Rick/ is
this year’s Vicki [the second-season talker from Group W],
You can get weak time periods and show growth. I've been
wrong a lot, but that’s not one I'm worried about. Vicki
showed promise the first year and now has flattened out.

Does the trouble that King World and Fox, two heavy-hitter
distributors, are having with their new talk shows tell us
anything about the market, that maybe we're reaching a
saturation level?

Well, more people are watching talk now than they were a
year ago. There is more of it to go around, although shares

have declined. In many cases where you used to be the only
talk show in the time period, it’s rare when you don’t have

| at least one other talk show against you. We’ve had experi-

ences where we’ve had four talk shows competing against
us in a single time period. So, the viewers are a little more
sophisticated, they do more channel switching and testing,
and there’s a greater burden on how well the programs have
to be produced and how important the host is.
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Our policy s, shake tk
(Get a new name eve

After we started in Ohio six decades ago, we

called it Freedom Newspapers, and that’s what we
were. But, two magazines, five TV stations, a cable

news channel, an investment in interactive video,
26 daily and 30 weekly newspapers later, it looks
like 2 communications company.

It looks like Freedom Communications Inc.

It looks like our new name.,

The one thing we won’t change, though, is the
Freedom part. Freedom will live on forever. And,
when you have that, you have everything.

FREEDOM
FI&]GIVIMUNIBATIUNS

CORPORATE HEADQUARTERS
IRVINE, CA 92714-6022

——c—

DAILY NEWSPAPERS

BROWNSVILLE, TX
Brownsville Herald

BUCYRUS, OH
Telegraph-Forum

BURLINGTON, NC
Times-News

CLOVIS, NM
Clovis News Journal

COLORADO SPRINGS, CO
Gazette Telegraph

CRAWFORDSVILLE, IN
Journal Review

FORT PIERCE, FL
Tribune

FT. WALTON BEACH, FL
Northwest Florida
Daily News

GASTONIA, NC
The Gaston Gazette

GREENVILLE, MS
Delta Democrat Times

HARLINGEN, TX
Valley Morning Star

JACKSONVILLE, NC
Daily News

KINSTON, NC
Kinston Daily Free Press



ngs up.
>6years.

LIMA , OH
The Lima News

MARYSVILLE, CA
Appeal Democrat

MCcALLEN, TX
The Monitor

NEW BERN, NC
The Sun Journal

ODESSA, TX
Odessa American

PAMPA, TX
The Pampa News

PANAMA CITY, FL
News Herald

PORTERVILLE, CA
Porterville Recorder

SAN CLEMENTE, CA
Sun Post News

SANTA ANA, CA
The Orange County Register

SEYMOUR, IN
Seymour Daily Tribune

TURLOCK, CA
Turlock Journal

VICTORVILLE, CA
Daily Press

WEEKLY NEWSPAPERS

DOTHAN, AL

Ashford Power
Dothan Progress
Headland Observer
Henry County Shopper

JACKSONVILLE, NG
The Globe

The Shopper

The Rotovue

MAX Magazine

MISSION VIEJO, CA

Aliso Viejo News

Capistrano Valley News

Dana Point News

Flight Jacket (El Toro Base)
Laguna Beach News

Laguna Niguel News

Leisure World News

Rancho Santa Margarita News
Saddleback Valley News

ANAHEIM, CA
Anaheim Bulletin
Anaheim Hills News
Brea Progess

Buena Park News
Cypress News
Fullerton News Tribune
La Habra Star

La Palma News
Orange City News
Placentia News-Times
Yorba Linda Star

Excelsior del Condado de Orange

SANTA ANA, CA
Preview

TELEVISION
ALBANY, NY
WRGB-TV (Channel 6) CBS

BEAUMONT, TX
KFDM-TV (Channel 6) ABC

CHATTANOOGA, TN
WIVC-TV (Channel 9) ABC

MEDFORD, OR
KIVL-TY (Channel 10) CBS

PROVIDENCE, RI
WLNE-TV (Channel 6) CBS

ORANGE COUNTY, CA
Orange County
NewsChannel (OCN)

MAGAZINES

World Trade
USA Exports



TALK SHOWS

Talk shows ‘‘provide identity and a degree of vicariousness
[and] range from the more tabloidesque to the cerebral.
I think there is something for everyone.’

b

How did you come to develop Susan Powter as a talk
project?

{ had heard about her through several sources, including
Burt Dubrow [the company’s head of program develop-
ment]. While | was pondering this | was on vacation in the
Cayman Islands, and my wife was flipping channels and
Powter was on, and she said, “That is really a top personal-
ity.” And my wife doesn’t like a lot of what’s on TV. So [
thought, maybe we're onto something here. That’s the real
story.

Where do you stand with station clearances and commit-
ments to the show?

In a lot of markets, we have several offers. And we have
some interest just about everywhere. But the lineup won’t
come together until February, March or April. But based on
interest so far, [ am reasonably confident that we will have
over 150 stations and more than 85% coverage in good time
periods.

Have you done any deals yet?
A couple of dozen, where we have a station relationship

and you just have to do it, and where you’re just not going
to improve on the time period.

Will you identify the stations?

[’d rather avoid that until NATPE.

Will you consider multiyear deals for Powter?

Not in year one. We’ll look at the show after the first year

to consider a major overhaul as an hour and cash-barter
program.

You're developing another possible late-night talk entry for

Daytime—afternoon talk ratings

Rank Program STD/NTI Year-1 ago % chg
HH rating STD
1 Oprah Wintrey 10.1 10.0 +1%
2 Sally Jessy 5.1 5.2 —2%
3 Donahue 4.9 5.6 -12.5%
4 Regis & 4.3 4.0 +1.1%
Kathie Lee

5 Geraldo 3.8 4.3 -11.7%
6 Maury Povich 38 4.1 —7.4%
7 Montel Williams 2.8 2.4 +16.6%
8  Vicki! 25 2.0 +25%
9 Jenny Jones 23 1.6 +43.7%

10  Bertice Berry 2.2 — —

11 Ricki Lake 22 — —

12 Les Brown 21 — —

13 Jerry Springer 2.0 1.6 +25%

14 Jane Whitney 1.8 — NA

16 Joan Rivers 1.2 1.7 —29.5%

Source: Nielsen Syndication Service Ranking Repoit. Notes: Year-
ago, season-lo-date and percent-change numbers are not given for
first-season shows. STD-season-to-date; HH-households; NTI-Niel-
sen Television Index. Numbers are for Aug. 30-Nov. 14 periods.

next season, with Los Angeles-based radio personality Den-
nis Prager. What’s his story, and how's the project coming
along?

| was familiar with a newsletter he publishes and have heard
him on the radio, and | think his style and viewpoint are
something that would work well, particularly in late night.

Is he a “‘companion” to Rush Limbaugh?

There will be very little back-to-back programing on those
shows. | think the package will be easier to sell to advertis-
ers, but there won’t be much impact on Rush incumbents.

What are the factors at work there?

Well, for stations running Rush at 11 p.m., they aren’t
going to be putting a new show at 11:30 p.m. That’s just a
fact of life. But we have enough credibility to clear the
program, and we’ll be able to put together a lineup that will
do better than a 2 rating out of the box and run it up from
there. That’s been our experience so far with Rush.

How do you describe Prager's style?

He is an ethicist, not a politician. He's a moralist. His basic
message is a commonsense approach to morality. He can
discuss morality in popular culture and interview and com-
ment with a variety of people, from celebrities to authors to
politicians, or just bozos, for that matter.

He sounds more cerebral than many. What does that say
about his entertainment value?

More cerebral than the average viewer is used to, but it
would be produced in a way to not overtax the brain.

I have to ask you about the squabble between two of your
stars, Sally Jessy Raphael and Rush Limbaugh, which made
headlines after Sally’s less-than-friendly presentation of

Rush’s Radio Hall of Fame Award., How disruptive has it been
to the company?

We truly respect each individual’s First Amendment rights.
Beyond that, all I would say is that this happened off
company premises, and I’d just like to leave that one alone,
thank you very much.

Are you concerned at all about Rush’s October performance,
which showed a slip?

Not at all. If you look at his season-to-date performance,
based on the Nielsen NTls [through Nov. 27], he’s up more
than a rating point, from a 2.9 to a 4 rating, up about 24%.
This is a big hit. National shows are sold based on national
ratings, so we’re not concerned. We don’t think he’ll peak
until his third or fourth year.

Let’s turn to Multimedia's talk engine, Phil Donahue. He’s
been doing this for a long time and has signaled that he
doesn’t want to do it forever. What does that mean exactly?

His public statement on thisis that it is something he does
not want to do into his 60s. Currently he is 57. A very
young 57, | might add.

Though he says that, does it deter you from trying to per-
suade him to stay on beyond three years?

Absolutely not.
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NEWS
IN CHICAGO
HASN’T BEEN
THIS HOT SINCE
THE FIRE

Chicago Tribune Friday, December 3, 1993
“...independent WPWR-TV, Ch.50 posted strong gains,
topping WFLD-Ch.32’s total audience Monday through Friday.
As well, WPWR’s “Roseanne” reruns at 10:30p.m. are
neck-and-neck with David Letterman and Jay Leno...”

Crain’s Chicago Business Monday, November 15, 1993

“The Paramount Network has picked off the most attractive
independent station in Chicago...”

Details are in the book, but we're pleased to say that Ricki Lake is sizzlin,
Star Trek: The Next Generation is still on fire, Montel Williams is smokin’
and Roseanne is hotter than ever! In fact, WPWR-TV is the #1 independent
in Chicago from 9pm to 1am Monday thru Friday. *

(

SN
50

L)
*Source: Arbitron Qvernights Nov. 3-30, 1993 “ ] WR ] ‘ Represented Nationally by MMT Sales.




He's committed to Multimedia through September 19957
Right.

So sometime next year you'll sit down and talk in earnest
about an extension?

Yes.

Donahue’s ratings have showed some gradual erosion from
year to year. Are you satisfied with his performance?

Yes. Not that we can’t improve. We have close to a whole
new production crew this year. Only three of the senior
production people lincluding Executive Producer Pat
McMillen] are still around and about seven are brand new.
And [ think the programs this season look better, with
renewed energy and crispness in them.

That's a pretty dramatic overhaul.

Yes. Some of it was due to moves that just worked out, and
parts of it were due to a more aggressive stance on the part
of Pat and myself to put some new life into it.

How are negotiations going with MSOs and your proposed
Talk Channel?

Pretty good, but they are far more complex than we had
envisioned. We have been signing deals, although I really
can’t be specific right now. We expect to be making an-
nouncements in January.

What are the complicating factors?

The new cable regulations. A lot of the systems now are not
certain of how they’re going to tier and package their
channels going into 1994 as a result of the regulations, as

well as a result of rebuilds. That makes it a lot more
complex.

What are the terms?

It's designed to be flexible. They can take it on an 4 la carte
basis or a variety of other ways.

Are you still confident of the projection to reach between 6
million and 9 million subscribers the first year?

Yes. It may be at the lower end of the scale, because what
we don’t know is where we’ll end up on different tiers.

Sounds like marketing a new service to cabie is chaotic.

Yes. And the new regulations make it riskier. One of the
many unintended results of the Cable Act is to make new
services more difficult to put on.

Have you taken on any equity partners?

At this point, no. And as you know, that is not something
we are particularly encouraging.

You have franchised some of your talk shows overseas. Are
any results in yet?

No. But we’re close. Deals and pilots have been done in
Italy, Germany, France, Sweden, Turkey, Isracl and the

How critical is that area for the company?

We think it is a high-growth area for us and is becoming an
increasingly higher percentage of our business. Even
though it’s not big right now, each year it grows. And we
see a lot more growth ahead. [ ]

Cable plugging into talk format

Launch of three all-talk networks planned

By Christopher Stern

alk television passed a cable
milestone recently when Larry,

King scored a record-breaking
18.1 rating when Vice President Al
Gore and Ross Perot appeared on his
show to debate NAFTA.

Not only did the program break ali
previous records set by King, it was
the highest-rated program for CNN
outside its Persian Gulf War coverage.
If it wasn’t clear before, the debate
over the North American Free Trade
Agreement showed that talk on cable
is a force to be reckoned with.

Many cable programers did not wait
for the Gore-Perot debate to jump on
the talk bandwagon. There is no better
indication of the interest in talk cable
than the plans announced by three sep-
arate groups to launch all-talk cable
networks.

I think cable in many ways is de-
fined by talk, although it's not the first

thing that comes to mind,’’ says Saat-
chi & Saatchi’s Erica Gruen.

She points to several cable networks
that have several hours of talk pro-
graming daily, including CNN, C-

‘I think cable in many
ways is defined by talk.”’

Saatchi & Saatchi’s Erica Gruen

SPAN, CNBC and even QVC. **QVC
is first and foremost a talk channel.
You take away the shopping and you
are left with great personalities,’”
Gruen says.

Gruen adds that talk on cable has
been able to attract premium advertis-
ers. And she should know: Saatchi &
Saatchi produces three programs that
appear on Lifetime—What Every Baby
Knows: An American Family Album,

Your Baby & Child with Penelope
Leach and Your Child 6 to 12 with Dr.
Kyle Pruett. The three shows are tar-
geted at women who are the parents of
young children, which is the ideal au-
dience for Procter & Gamble, the
sponsor of all three programs.

The one channel that may be the
most identified with talk programing
is CNBC, which runs talk from 8:30
p.m.-2:30 a.m. ET every day.

The emphasis on talk has lifted the
network’s ratings more than 70%, ac-
cording to Andy Friendly, CNBC’s
network execulive producer and vice
president of prime time programs and
program development.

CNBC has been steadily increasing
its talk presence by adding several big
names in the past year, including Phil
Donahue, Dick Cavett, Tom Snyder
and Geraldo Rivera.

**We’ve staked our claim as the talk
network at night,’” says Friendly, add-
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34TH MONTE CARLO TELEVISION FESTIVAL
FEBRUARY 4-18, 1994

16TH MONTE CARLO IMAGINA
TELEVISION MARKET FORUM OF NEW IMAGES
FEBRUARY 7-11, 1994 FEBRUARY 16-18, 1994
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FOR FURTHER INFORMATION PLEASE CONTACT:
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FAX: 33 + 935070 14 FAX: (201) 869 4335



ing, “‘Larry King is still the king, but
we do it from 8:30 until 2:30 in the
morning.”’

Friendly says CNBC decided to go
with the talk format when it realized it
was difficult to attract nighttime view-
ers with the business and consumer-
oriented programing it runs during the
day.

CNBC is enjoying success with its
format, but there is stitl a question as
to what wili happen when its sister
network, America’s Talking, s
launched.

Both networks are owned by NBC
and share the same management under
Roger Ailes.

Atles refuses to discuss plans for
America’s Talking, but NBC execu-
tives have indicated that there may be
some migration of programing from
CNBC to America’s Talking.

When NBC said that it would
launch America’s Talking and link it
to  retransmission-consent  deals,
America’s Talking was described as a
talk channel filled with ‘“‘live and
taped news coverage of the topics of
the day.”” The premise of the new
channel is that talk segments focus on
the i1ssues of the day.

The CNBC proposal appears to be
similar to Multimedia’s all-talk chan-
nel, The Talk Channel. Talk Channel
President Paul FitzPatrick says that his
network's programing will focus on
“‘top-of-the-mind  current  events,
news-based, if you will.”’

FitzPatrick had hoped to get an all-
talk channel off the ground in the late
1980s but was defeated by a souring
economy and ill-ease over pending ca-
ble reregulation. But now that the Ca-
ble Act is a known quantity and digital
compression is expected to increase
channel capacity, FitzPatrick believes
that the time has come for an all-talk
channel.

Ed Cooperstein also hopes that the
time is ripe for an all-talk network. He
has been working on his all-talk net-
work for more than three years and has
signed several radio personalities to
operate from studios in Washington,
New York and Los Angeles.

But his competition is stiff. Multi-
media, the backer of The Talk Chan-
nel, is a successful syndicator, with
shows starring Phil Donahue, Sally
Jessy Raphael and Rush Limbaugh.

And while Cooperstein has invest-
ed $300,000 of his own money, he
still is attempting to complete the
funding. |

Letterman is new iate night ralings king.

4

Leno holds court at 11:30 p.m. on NBC.

Slugging it out
over the late-night desks

CBS is hoping to make its dethroning of Leno
by Letterman permanent; NBC says it’s coming back;
ABC remains strong with Koppel's ‘Nightline’

By Steve Coe

or 12:30 a.m., David Letterman
remains the top choice of night
owls.

Nearly four months after moving to
a new network and time period, David
Letterman continues to be the most
viewed late-night tatk show host on
television. Through the week of Nov.
21, The Late Show with David Letter-
man on CBS is leading NBC’s The
Tonight Show with Jay Leno by more
than a rating point in season-to-date
numbers.

Even with Letterman’s immediate
success at 11:30 and on a new net-
work, perhaps the biggest surprise in
the late-night talk show battle is the
emergence and sustained performance
of Multimedia’s syndicated Rush Lim-
baugh, The Television Show.

Rush is averaging a 3.7 Nielsen rat-
ing season-to-date, less than half a rat-
ing point behind Leno. In a year-to-
year comparison, the show’s numbers
are up 28% versus the same period last
year. Limbaugh’s ratings also have
improved steadily this season. In fact,
the show has seen more growth than
any other late-night show, according
to Multimedia. From September to
October, the show jumped from a 3.0

I n late night, whether at 11:30 p.m.

rating to a 3.6. In November, its aver-
age increased to a 3.9.

Roger Ailes, executive producer,
says that if the clearances for Rush
were stronger in the top five markets,
*‘we’d probably be doing sevens right
now.”" He's quick to point out that
“‘every place we were against Dave
last year we beat him.”’

As for talk that the outspoken Lim-
baugh may be too controversial for
advertisers, Ailes says that it’s all a
myth: “*We're all sold-out and our
spot rates are good. We’ve got some
new mainstream advertisers in this
year. Qur advertising base is solid.”’

Limbaugh has eclipsed Arsenio Hall
in ratings. The Arsenio Hall Show cur-
rently is averaging a 2.2 rating, down
some 19% from the 2.7 the show was
averaging last year at this point in the
season. Even with the success of
Rush, the real duel in late night contin-
ues to be between CBS and NBC.
and NBC.

Some two weeks after Lerterman
debuted in September, NBC Entertain-
ment Senior Vice President Rick Lud-
win said: ““We all predicted Dave's
opening would be strong, and it was.
We also said ‘let’s see what’s happen-
ing in a month or two.” " It’s now
three-and-a-half months since the

|
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head-to-head competition began, and
NBC executives still feel the battle has
Jjust begun.

‘“We’'ve always maintained that it’s
a marathon and not a sprint,”” says
Warren Littlefield, president, NBC
Entertainment. ““We're off only 4%
from this November's sweeps versus
last year’s, With the major change in
late night this year [the fact that] we're
off only 4% is encouraging to us,”” he
says.

Littlefield says that recent ratings of
the two shows indicate a narrowing of
the gap. “‘In the past month we’ve
been averaging less than a point
against Letterman. We're looking at a
trend that The Tonight Show is nar-
rowing the gap. We predict the trend
will continue.””

However, at CBS the consensus is
that the die has been cast and the cur-
rent order of popularity will continue
for the future. “‘In a way, the battle’s
over,”’ declares Rod Perth, vice presi-
dent, late-night programing, CBS En-
tertainment. Perth reasons that Letter-
man continues to dominate The
Tonight Show by more than a rating

point in season-to-date averages, and
yet Lare Night with David Letterman
still is not cleared live in many mar-
kets. *‘We started at 67% live and now
we're at about 76% live, and Leno’s at
99% live.”’

“Dave’s last two weeks were his
strongest since his debut,’” says David
Poltrack, CBS senior vice president,
research and planning. *‘So he isn’t
losing steam, and we have every indi-
cation that there’s more upside be-
cause more stations will be coming on
live in January,” he says, citing
Washington and Kansas City.

*“When Dallas came on live in No-
vember, its ratings went from a 5.5/16
at midnight to an 8.1/18 at 11:30 p.m.
So we expect more upside potential
with those stations coming on,”” Pol-
track says.

““There’s really no evidence of
Leno taking over Dave,”” says Tom
DeCabia, senior vice president, Paul
Schulman Co., ‘‘at least in the near
future. I think each will get their own
piece of the pie. If you want a young
audience you go with Dave. Jay’s au-
dience is slightly older.”

Somewhat quietly and effectively
flourishing in late night, but outside
all of the hoopla associated with the
entertainment shows, is ABC’s Night-
line. The show, now in its 14th sea-
son, posts a strong second place to
Letterman. In season-to-date ratings
through Nov. 21, the show is averag-
ing a 5.3 rating, less than half a point
behind CBS.

Despite that success, don’t expect
ABC to launch a Nightiine lead-out
show soon. The reason, for the most
part, is that ABC affiliates don’t want
one. Stations lost the 11:30-midnight
half-hour when Nightline was born
during the Iran hostage crisis and
haven’t gotten any time back.

At least for the short term, the focus
of the late-night talk show battle will
consist primarily of Letterman versus
Leno. And will NBC be happy with
the venerable Tonight Show finishing
in second place week after week be-
hind CBS? ““It’s our quest to be at
parity level,”’ says Littlefield. So sec-
ond place won’t be good enough?
*“Those are your words, not mine,”’
answers Littlefield. ]

You Can Help Prevent the

Silent Disaster &

No howling winds, no crackling flames, no trembling
earth... only a mess in the house and a costly cleanup.

That's the condition faced by hundreds of thousands of
homeowners when Mother Nature and Jack Frost
conspire to create the silent disaster — frozen water pipes.

This is one disaster that's avoidable. Your station can
help by telling audiences how to keep pipes from
freezing. We can help by sending you free, non-
commercial public service annourncements and

brochures.

Order them with the form below.

Mail to: Frozen Pipes, Public Relalions Dept.
State Farm Insurance
One State Farm Plaza
Bloomingten. [L 61710-0001

For Information Call; (309) 766-5514

O O
| Please send me the following “Prevent Frozen Pipes” public service materials,

E Maierials Preferred:

! __ TV PSA's (3/4" tape)

H — TV PSA's (1" lape)

¢ __Radio PSA's {reel-to-reel tape)

! __ Brochures (Quantity needed: )

| Name 1
| Station o
| Address

1 Ciy State ZIP

|

1

1

1

|

1

|

I

L
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Isita
court show?
A talk show?

Call it a hybrid—part talk,
part something else

By Steve McClellan
993 is the year of the shakeout in
talk shows. As a result, 1994 is

and Mike Freeman
I shaping up as the year of the *‘hy-
brid”’ talk show (part talk, part some-
thing else) as distributors look to sepa-
rate their new projects from the talk
pack.

So far, the hybrids include two
shows with both court show and talk
show elements, from Group W Pro-
ductions and Buena Vista, and a home
shopping talk show from Tribune En-
tertainment. Some consider Susan
Powter to be a hybrid talk show with
elements of a health and fitness pro-
gram.

Group W has tapped former NBC
legal correspondent Star Jones to host
Jones & Jury, now cleared on roughly
40 stations, according to Group W
Productions President Derk Zimmer-
man.

The program hears actual small-
claims-court cases between two par-
ties. Jones lays out the case at the top
of the broadcast, and the studio audi-
ence serves as a ‘‘jury,’’ rendering a
legally binding decision at the end of
the broadcast. In between, the parties
are heard from, and Jones and jurors
ask questions of the litigants.

““The format is a good idea,”” Zim-
merman says, “‘but getting Star Jones
really made it something we could
take to the marketplace. | was really
blown away by the strength of her
personality.”’

Zimmerman sees more court show
than talk show in Jones. But Buena
Vista Television President Bob Jac-
quemin compares his competing
show, Judge & Jury, more to the field
of existing talk shows. ““Judge & Jury
has to be either better than Oprah or
totally different from the 15 or 16 talk
shows out there,”” he says. **You have
to be more distinctive.”

Unlike Jones, Judge won't have
binding resolutions at the end of each
case. "‘Our show really focuses on
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also fits the interactive mode with its

Program Distributor
Can We Shop?! Tribune
Dennis Prager Multimedia
Family Circle Genesis
Gordon Elliott 20th TV
Jones & Jury Group W
Judge & Jury Buena Vista TV
Mo Gaffney 20th TV
Rolonda Watts King World
Shirley DLT
Susan Powter Multimedia
Suzanne Somers MCA

for cash-plus barter.

Development 1994

Those who would be Oprah. Or Phil. Or Sally, etc.

Debut Terms
Jan. 94 barter (2/8)
fall 94 barter
fail 94 barter (7/7)
fall 94 cash+3.5
fall 94 cash +1.5
fall 94 cash+3
currently cash/barter **
January/fall 94 cash/barter
currently cash/barter**
fall 94 barter (3/4)
fall 94 cash/barter

Source: BROADCASTING & CABLE research. *Terms for Prager are riot ‘set but will be
similar to Rush Limbaugh's first-year 3/3.5 barter spiit. **Mo and Shirley are in slow-
roflout mode, probably offered for cash untif clearance reaches 70% and then available

larger issues and problems,”’ Jacque-
min says. ‘‘Probably 90% of the show
will involve taiking with the principals
involved, talking to expert witnesses
and then spending the last few minutes
with edited jury deliberations,” he
says. And viewers get to vote via an
800 number.

Can We Shop?! with Joan Rivers

heavy dose of home shopping. The
show is a joint venture of Barry
Ditler’'s QVC (where Rivers already
has sold $70 mitlion in merchandise in

various specials); Regal Communica-
tions, the New York-based fulfillment
house, and Tribune.

*‘We are going to be the first major
home shopping syndicated show on a
daily basis, and that’s what makes this
so different,”’ says Tribune Program-
ing Vice President Jim Lutton. The
show is being offered to stations in
exchange for two minutes of national
barter time. Stations get eight minutes
to sell locally as well as a percentage
of net sales from merchandise sold
through the program. ]
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IBINAD

with Larry Km

Cable’s highest-profile talk show host talks with
BROADCASTING & CABLE about life on the line.

What was your reaction when you

found out that the NAFTA debate
between Vice President Gore and

Ross Perot had an 18.1 rating, which
not only set a record for your show

but also set a record for CNN—outside
of the Guif War coverage?

I knew it would be terrific because it
was a one-time-only event, given
solely to us. It was the only way [they]
had to debate—it was an extraordinary
event. 1 knew we’d do really well. |
had no idea we'd be [8, but | knew
we’d do double figures.

Do you think it was a coming-of-age
event for either cable or talk, or for
yourself?

All three. [ think it was a coming of

Broadcasting & Cable Dec 13 1993

age for talk shows. Now that talk has
widened itself into so many areas, it is
a major part of the culture. And while
[our show] only [reaches| 60%-70%
of America, [the show’s influence]
gets around. We have Clinton coming
on, on Jan. 20—the exact one-year
anniversary of his presidency. We'll
take calls for an hour and a half.
We’re part of the culture, and [ think it
all started with Perot back in February
of last year.

What’s your response to critics who
say a talk show isn't the proper forum
for an important national dehate?

I think that’s baloney. First of all, it's
not a forum; it changed NAFTA and

refocused it completely. The impact is
tremendous because it’s not a debate;
it’s not a press conference; it’s not
Sunday morning Meet the Press. It’s
not a press conference where you go, |
go, he goes. It’s a person with one
guest, two guests, and it gives the
viewer a tremendous chance to know
about the subject and lets the public
get involved. All those things are
unmatchable, so I think the criticism
makes no sense. | love the whole
broad aspect of the [show]. I think
we're the best-informed public in the
world, and the talk show plays a part.
We’re not the only part, but if you're
going to watch Bill Clinton on Jan. 20
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on Larry King Live taking calls for an
hour and a half, you’re going to know
Bill Clinton a iot better.

It seems as though everybody and

his brother is starting a talk show, and
there are at least three companies
talking about ali-talk networks. We've
seen some of that in syndication. Are
we heading toward a glut of talk on
cable?

Well, it's a copycat media; it’s a
copycat business. Once you pay your
host well and the show is successful,
you don’t have to reach 80% of the
audience. I'm not sure of this, but I'll
wager CNN will net out as much in
my hour as CBS will net out at the end
of the year in the hour, even though
I'll have a 4 and they'll have a 13. We
don’t change the sets. We don’t have
to pay production costs. We don’t
have to do Dallas every week. I'd
rather be Ted Turner than the head of
any other network.

The public watches daytime talk in
place of soap operas because these
people are real. Now you have
nighttime talk. Twenty-four-hour talk
is a plus. The problem is that the
demand exceeds the supply of really
good hosts. There aren’t many good
interviewers. | like the interview
format. I'm not an anchor. I wouldn’t
like to sit behind a desk and read news
to somebody. ['m not a good reader. |
ask good questions. So you have to
find talent that reaches that mode and
we'll see more of it come along. Right
now, of course, you do have a glut.
In preparing for this interview, we
came across a story we did about a year
ago where you said that you respect
Howard Stern and he should defend his
right to say whatever he wants to on
the radio. You didn’t think he would be a
terrific talk show host necessarily.
Have you seen his show on E!?

I’ve never seen his show on E!
Howard Stern says all the things

you're not supposed to say, but you
wouldn’t sit Howard Stern down with
Vice President Gore for an hour. It
would be laughable. | mean, what
would he ask him?

Someone suggested to us thatin a

lot of ways, cabie is defined by talk
shows. There's your show, there’s C-

SPAN, there’s CNBC, there’s even QVC,
which does a lot of talking.

HBO isn't talk. Showtime isn’t talk.
ESPN isn’t a Jot of talk. Cable today is
what radio was 20 years ago. CNN is
like an all-news radio station with
good talk.

Are you ever tempted by

syndication?

I had a great offer from CBS a couple
of years ago and a wonderful offer
from ABC to follow Nighiiine, but the
best deal 1 ever made was re-signing
with Ted Turner. I host the only
worldwide live talk show. I take calls
from all over the world. We’ve got
162 countries. That’s incredible. I'm
on prime time. Nobody has to worry
about ratings. I can interview assorted
people all over the world—Gorba-
chev, movie stars—and get to meet
them and ask them questions. |
wouldn’t change places with anyone. |
wouldn’t want to be known as ‘‘that
right-wing guy’’ or “‘that left-wing
guy’’ or “‘that crazy guy, that guy who
says all the dumb things.”” I love what
I do. I've got a wonderful niche, it’s
special, | wouldn’t trade it for
anything.

There are always rumors that you

might leave radio. Is there any
possibility of that happening?

Well, my contracts are through next
October. ’'ve got a wonderful deal
with CNN. F'm very well paid at
Mutual; I have a long association with
them. [ don’t need it anymore.
Financially, I'm not looking to make

$80 million. So I don’t know what ['m
going to do. I"'ve made no decision.
Have you noticed a change in the
callers over the years? |s there any real
significant difference in the people

who call you now?

The world’s gotten so much closer
since | started in  1978. Now
everybody knows everything. Phoenix
knows the mayor of New York; the
mayor of New York knows what’s
going on in Seattle. There’s right-
wing talk and left-wing talk, health
talk, advice talk, sports talk. Talk 1s
in.

What about the future?

I think we're still on the horizon. Do
you have cable?

Yes.
Do you ever travel?
Yes.

And get to a hotel that only has ||
stations? You get pissed. Hey, we
have people who travel around the
world who won’t even go to a hotel
unless it has CNN. And we’re still in
the growth part of . It’s
unpredictable.

How do you watch TV? Do you flip
through the channels or are you able to
settle in?

I watch CNN when | get up. I watch
the Weather Channel every day. |
watch ESPN for sports. When [ come
home at night T watch a ballgame. |
watch Letterman. | watch news, |
watch movies if there’s a good movie
on. Most shows [ like are political or
there’s a news aspect or they're
entertainment-oriented  or  they're
sports-oriented. And I'm all of the
above. But I get to interview not only
the vice president and Ross Perot, but
[ get Dick Van Dyke and Carl Reiner
working out a new rendition of The
Dick Van Dyke Show. 1 love it. L]

““I get to interview not only the vice president
and Ross Perot, but I get Dick Van Dyke and
Carl Reiner working out a new rendition of The
Dick Van Dyke Show. I love it.”’

|
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Superhighway planners bet on gambling

Gaming Network Channel setting precedent with lotteries, bingo

By Christopher Stern

he $340 billion gaming industry
has caught the eye of the drivers
of the electronic superhighway.

Bell Atlantic Chief Executive Offi-
cer Ray Smith two weeks ago said he
plans to bring off-track betting and
lotteries into the home. And Tele-
Communications Inc. President John
Malone, also at the Western Cable
Show, said, **Games played for prizes
on a real-time basis in five years will
be the biggest business not yet here.”’

Bell Atlantic refuses to discuss its
specific plans for gaming, other than
to say it is one of five ‘‘killer applica-
tions’” that will help fund the $15 bil-
lion cost of building networks for its
planned interactive video services.
The other applications are entertain-
ment programing, video on demand,
home shopping and direct-response
advertising.

Basic cable service, video on de-
mand and home shopping will be
rolled out beginning next year, a Bell
Atlantic spokesman says. Gaming and
direct-response advertising are still
two to three years away.

““We recognize gaming as a catego-
ry, obviously. But our early focus will
be the traditional forms of entertain-
ment,”’ the spokesman says.

Bell Atlantic not the first

While providing gaming services may
be a new business for a telephone
company, it did not originate with Bell
Atlantic or TCI. The Gaming Network
Channel plans to launch next year with
gaming as its sole offering.

Nelson Goldberg, president/CEO of
the Gaming Network Channel, be-
lieves he has devised a way to allow
viewers (o participate in betting games
without violating state or federal laws.
The games would include state lotter-
ies, lotteries of other nations, and bin-
2o games and lotteries conducted by
Native American tribes.

The potential for gaming is enor-
mous, Goldberg says. ‘*“What John
Malone says is so true. The revenues
would be larger than any present or

future cable network,”” Goldberg says.
There are 21 state-run lotteries, up
from two 10 years ago.

But before Bell Atlantic or the
Gaming Network Channel can begin
extracting money from cable viewers,
they must make sure they do not vio-
late the FCC’s rule against lotteries on
the airwaves. The rules bar games of
chance and prevent programers from
requiring people to pay a fee for the
right to play a game.

However, the FCC does allow off-
track bets to be placed over the tele-
phone because it has determined that
wagering on horses is a game of skill
rather than chance, according to the
FCC’s Chuck Kelly, chief of the en-
forcement division, mass media bu-
reau. ‘‘Betting on most sports events
is not considered a lottery,”’ he says.

Jonathan Goodson, president/CEO
of Mark Goodson Productions, says
federal laws leave little room for pro-
gramers to create interesting game
shows that also award prizes to view-

Place your bets
Money wagered in U.S. in 1992

. Casino................. $268.1 billion
Loftery .................... $24.4 billion
Horse racing ............ $14.1 billion
6reyhound radng....... $3.3 billion
Legal bookmuoking ..... $2.1 billion -
Jaialai........................ .4bilion
Total ..................... $312.4 billion

Other gaming for fun riot ity these totals in
cludes video games, hingo and charitable
games, which total $29:3 billion

| Source: Paul Kagan Aésociates, Inc. and
ChristiansenCummings Associates

ers. ‘‘The second you get away from
question and answer, you get some
aspect of lottery,”” he says.

Even games that offer multiple-
choice questions could pose a problem
because a person could rely on luck to
correctly guess the answers, he notes.
Goodson’s company is one of the part-
ners in The Game Show Channel, a
planned network that will feature sev-
eral interactive programs. n

Fayetteville, N.C.

Helms PAC men pursue TV station

Two associates of Senator Jesse Helms (R-N.C.) who mounted an
unsuccessful proxy battle against CBS in the 1980s want to buy WKFT(TV)

R.E. Carter Wrenn and Thomas F. Ellis are executive director and

chairman, respectively, of the National Congressional Club, Helms's
politicai action committee. In 1985, they formed Fairness in Media, which
urged conservatives to buy shares of CBS to help change what they said
was the network’s “liberal bias in its news coverage of political events,
personages and views.”

This time, Wrenn and Ellis have been joined by Robert P. Holding lii
and former wGHP-Tv High Point, N.C., President Gene H. Bohi as equal
owners of Allied Communications. Allied recently filed with the FCC to
purchase independent WkrT for $4.4 million from Delta Broadcasting,
majority controlled by Elbert Boyd. Boyd bought the station in early 1991
out of bankruptcy.

Holding, president of Allied, is a Raleigh, N.C.-based real estate entre-
preneur who also has worked for the National Congressional Club.
According to Boyd, Allied would raise additional money to help fund
station operations once the transaction goes through.

“Qur goal is to make some money,” Holding told the News & Observer,
Raleigh. “We've been jealous of all those liberals owning television
stations and making money.”

The only news currently on WkFT is one-and-a-half minute segments,
Boyd says. —GF
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Curtain up on Act i

By Geoffrey Foisie
s Act Il seeks to tap the public
financing market, its prospectus
details not only the company’s

finances but also some of its local

marketing arrangements and other deals
with stations in the same markets.

The eight-station group, all Fox af-
filiates, is 81% owned by Hollywood
mogu!l Norman Lear. The $100 mil-
lion of notes it seeks, through Donald-
son, Lufkin & Jenrette, and Kidder
Peabody & Co., will help replace
higher-priced debt and retire some
preferred stock and common stock.

For the nine months ending Sept.
30, cash flow was up 20%, to $20
million, on a 7% revenue increase to
$58.2 million. Profits benefited from a
$1.2 million accounting adjustment re-
lated to the new ASCAP music licens-
ing agreement.

Among the consolidations Act 111
initiated was a controversial deal sev-
eral years ago in Buffalo, N.Y. Act 11l

BUSINESS —

bought wuTwv(Tv) for 3$47 million,
meanwhile paying $14 million for the
programing of co-located WNYB(TV),
which then was sold to rehgious
broadcasters. WNYB's owners also
were sold some stock in Act III.

The deal seems to have worked out;
WUTV now generates more than $9
million in cash flow annually.

In another deal, which may not
prove quite as lucrative, WZTV(TV)
Nashville paid 311 million and as-
sumed $5 million of film contract obli-
gations to purchase the programing of

Cast of Lear’s Act Il

1892 revenue in miflions

WUTYV Buffalo, N.Y. $22.3
WZTV Nashville, Tenn. $13.7
WRGT Dayton, Ohio $10.0
WRLH Richmond, Va. $9.2
WUHF Rochester, N.Y. $8.6

WVAH Charleston, W. Va, $8.2

WNRW Grnsbro, Wnsin-
Sim, High Pt., N.C. $7.5

t WTAT Charleston, S.C. $4.6

co-located independent WXMT(TV).
The arrangement expires in Febru-
ary, and with Paramount and Warner
offering affiliation agreements to inde-
pendents like WXMT, the station could
be back competing against Act I[l. =

Changiagibanss

This week’s tabulation of station and system sales

WAPI-AM-FM Birmingham, Ala. O Pur-

chased by Dick Broadcasting Co. of

Alabama (James A. Dick) from WAPI
inc., debtor-in-possession (Bernard S.

PARK COMMUNICATIONS, INC.

has acquired

KALB-TV

Alexandria, Louisiana

from

LANFORD TELECASTING COMPANY

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

Kalill & Co,, Inc.

3444 North Country Club e Tucson, Arizona 85716 e (602) 795-1050

I Salem,

Dittman) for $6.3 million. Buyer owns
WIVK-AM-FM Knoxville, Tenn.; WKRR-
FM Asheboro and WKZL-FM Winston-
both North Carolina, and
WJOX(AM)-WZRR-FM Birmingham,
Ala. Seller owns WABB-AM-FM Mobile,
Ala. WAPI(AM) is 50 kw daytimer with
nostalgia/MOR  format on 1070 khz.
WAPI-FM has CHR format on 94.5 mhz
with 100 kw and antenna 1,214 ft. Filed
Nov. 22 (AM: BAL931122GN; FM:
BALH931122G0).

WRXR-FM Aiken, S.C. and CP for WKBG-
FM Martinez, Ga. (both Augusta, Ga.) O
Purchased by Multi-Market Radio of Au-
gusta Inc. (Michael G. Ferrel) from J&L
Broadcasting Inc. (Jelf Wilks) for $5 mil-
lion. Buyer owns WPKX-FM Enfield,
Conn.; WHMP-AM-FM  Northampton,
Mass.,, and WYAK-AM-FM  Myrtle
Beach, S.C. Seller has no other broad-
cast interests. WRXR-FM has classic
rock format on 96.3 mhz with 15 kw and
antenna 889 {t. WKBG-FM is on 96.3
mhz with 15 kw and antenna 889 fl.
Broker: Blackburn & Co.

KRLR-TV Las Vegas O Purchased by Las
Vegas Channel 21 Inc. (Michael J. Lam-
bert) from DRES Media Inc, (Frank E.
Scott) for $4.875 million. Buyer has no
other broadcast interests. Seller has no
other broadcast interests. KRLR-TV is
independent on ch. 21 with 400 kw vi-
sual, 40 kw aural and antenna 1,160 ft.
Filed Nov. 23 (BALCT931123KP).

WDLP-TV Miami O Purchased by Chris-
tian Network Inc. (Jim West) from New
Miami Latino Broadcasting Corp. {Wil-
liam De La Pena) for $4.4 million. Buyer
has interests in WHNZ(AM) Pinellas
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Park, WHPT-FM Sarasota, WINZ(AM),
WLVE-FM/WZTA-FM  Miami  Beach,
WWNZ(AM) Ortando, WJRR-FM Cocoa
Beach, WWZN(AM) Winter Park,

WMGF-FM Mt Dora, WZNZ(AM)WNZS | (wiliam R. Fry) from Multimedia Radio

Jacksonville  and |

(AM)-WRQQO-FM
WAIA-FM Callahan, all Florida, and
WFKB(AM) Colonial Heights, Tenn. Seli-
er has no other broadcast interests.
WDLP-TV is on channel 35 with 5,000
kw aural, 50 kw visual and antenna

1,174 ft. Filed Nov. 19 (BALCT931119- |

KE).

WBUF-FM Buffalo, N.Y. O Purchased by
Pyramid Broadcasting (Richard Bals-
baugh) from the Lincoln Group Ltd. (Al-
bert "Bud” Wertheimer) for $4 million.
Buyer owns WHAM(AM)-WVOR-FM
Rochester, N.Y., and has interests in
WSOM(AM)-WQXK(FM} Salem, Ohio.
Buyer owns WHTT-AM-FM Buffalo and
WPXY-FM Rochester, both New York;
WNUA-FM Chicago; WYXR-FM Phila-
delphia; WXKS-AM-FM  Boston, and
WAQS(AM)-WAQQ-FM /WRFX-FM|
Charlotte, N.C. WBUF-FM has adult
contemporary format on 92.9 mhz with
93 kw and antenna 580 ft. Broker: Me-
dia Yenture Partners.

WICD-TV Champaign, lll. O Purchased by
Guy Gannett Publishing Co. (Jean G.
Hawley) from Plains Television Partner-
ship (Elenore Balaban) for $3.75 million.
Buyer owns WGME-TV Pcortland, Me.;
WICS-TV Springfield, Ill,; WGGB-TV
Springfield, Mass., and KGAN-TV Ce-
dar Rapids, lowa. Seller has no other
broadcast interests. WICD-TV is NBC
affiliate on ch. 15 with 358 kw visual, 35
kw aural and antenna 1,300 ft. Filed
Nov. 24 (BALCT931124KJ).

WTCX-FM Lakeville, Minn. O Purchased

by 105 Inc. {(James R. Cargill i) from |

Southern Twin Cities Area Radio Inc. {J.
Thomas Lijewski) for $2,677,074. Buyer
and seller have no other broadcast in-
terests. WTCX-FM has Hot Hits format
on 105.1 mhz with 2.6 kw and antenna
499 ft. Filed Nov. 18 (BALH931118EA).

WBBO-FM Forest City, N.C. O Purchased
by AmCom Associates Inc. (George R.
Francis Jr.) from Rutherford County Ra-
dio Co. (Stella Trapp) for $2.6 million.
Buyer owns KRMD-AM-FM Shreveport,
La. Seller has interests in WIFN-AM-FM
Elkin, N.C. WBBO-FM has jazz/new age
format on 93.3 mhz with 87.2 kw and
antenna 2,030 ft. Filed Nov. 15 (BALH-
931115GE). Broker. Americom Radio
Brokers Inc.

WAQZ-FM Milford, Ohio O Purchased by
WAQZ Inc. {Charles Reynolds) from
Richard L. Plessinger Sr. for $1.8 mil-
lion. Buyer recently purchased
WSAI(AM) Chicago. Seller owns WAXZ-
FM Georgetown, Ohio; WOYS-FM Apa-
lachicola, Fla., and WCVG(AM) Coving-
ton, Ky. WAQZ-FM has rock format on
107.1 mhz with 3 kw and antenna 299

ft. Filed Nov. 18 (BALH931118GK). Bro-
ker: Ted Hepburn Co.

KEEL(AM)-KITT-FM Shreveport, La. O
Purchased by Progressive United Corp.

Inc. (Pat Servodidio) for $1.65 million.
Buyer owns KVKI-FM Shreveport and
KLKL-FM Benton, both Louisiana. Seller
owns WFBC-AM-FM  Greenville and
WORD(AM) Spartanburg, both South
Caroling; WMAZ-AM-TV-WAYS(FM)
Macon, Ga.; WKYC-TV Cleveland;
WEZW(FM) Wauwatosa, Wis.; KSDK
(TV) St. Louis, and WBIR-TV Knoxville,
Tenn. KEEL has news/MOR/ sports talk
format on 710 khz with 50 kw day, 5 kw
night. KITT-FM has adult contemporary
format on 93.7 mhz with 95 kw and
antenna 1,010 ft. Filed Nov. 10 (AM:
BAL931110EC; FM: BALH931110ED).

WZNS-FM Dillon (Fayetteville, N.C.), S.C.
O Purchased by Beasley Broadcasting
(George G. Beasley) from Metropolitan
Broadcasters Associates (Steve Gar-
chik) for $1.5 million. Buyer owns
WKML-FM  Fayetteville, N.C.; WTEL
(AM}WXTV-FM  Philadelphia; WWCN
(AM)-WRXK-FM Fort Myers, WPOW-FM
Miami and WUMH-FM Orlando, all Flori-
da, and KAAY({AM) Little Rock, Ark. Sell-
er owns WRCQ-FM Fayetteville, N.C.
WZNS-FM has rock format on 92.9 mhz
with 100 kw and antenna 1,801 ft. Bro-
ker: Bergner & Co.

WKAN(AM)-WLRT-FM Kankakee, lll. O
Purchased by STARadio Corp. (Jack
Whitley, Howard Doss and Derek Par-
rish) from Imagery Inc. {Suzanne S.
Bergeron) for $1,314,800. Buyer owns
WKON-AM-FM  Great Falls, Mont;
WNXT-AM-FM  Portsmouth, Ohio, and
KGRC-FM Hannibal, Mo. Seller has no
other broadcast interests. WKAN has
adult contempeorary format on 1320 khz
with 1 kw day, 500 w night. WLRT-FM
has Lite Rock format on 92.7 mhz with 3
kw and antenna 300 ft. Broker: Crisler
Capital Co.

KRZQ-FM Tahoe City, Calif. O Purchased
by Red Dog Broadcasting (Richard
Francis) from Mid-South Broadcasting
Co. (F. Hall Webhb) for $850,000. Buyer
and seller have no other broadcast in-
terests. KRZQ-FM has modern rock for-
mat on 96.5 mhz with 4 kw and antenna
2,966 ft. Broker: Media Services Group.

WBIV(AM) Natick, Mass. O Purchased by
Douglas Broadcasting Inc. (N. John
Douglas) from Boston Satellite Radio
Network Inc. (Michael B. Glinter) for
$750,000. Buyer owns KOBO(AM) Yuba
City, KBAX(FM) Fallbrook, KEST{AM)
San Francisco, KAXX-FM Ventura,
KWIZ-FM Santa Ana, and KMAX-FM
Pasadena, all California; WVVX-FM
Highland Park, lil.; KGOL(AM) Humble,
Tex., WNDZ{AM) Portage, Ind., and
WNJUR(AM) Newark, N.J. Seller has no
other broadcast interests. WBIV has re-

CLOSED!

KCMX-AM/FM, Medford,
OR from A.L. Broadcasting
Corporation, Gene B.
Anderson, Chairman to
Rogue Valley Broadcasting,
Inc., Karen A. Johnson,
President.

Brian E. Cobb
and
Elliot B. Evers
Brokers

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

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

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

ELLIOT B. EVERS
415-391-4877

GLORGE 1 OTWELL
513-769-4477

RADIO and TELEVISION
BROKERACGE * APPRAISALS

|V
W

MEDIA VENTURE
PARTINERS
WASHINGTON, DC

ORLANDO » CINCINNATI
SAN FRANCISCO
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ligious/ethnic format on 1060 khz with
25 kw day, 2.5 kw night. Filed Sept. 17
(BAL930917ED). Broker: Jorgenson
Broadcast Brokerage.

KDEZ-FM Jonesboro, Ark. O Purchased
by KDEZ Inc. (John J. Shields) from
T.M. Jonesboro inc. (Billy H. Thomas)
for $672,000. Buyer owns KWEZ-FM
Trumann, KDRS(AM)-KLQZ-FM Para-
gould and KCCB(AM)-KBKG-FM Cor-
ning, all Arkansas. Seller has no other
broadcast interests. KDEZ-FM has CHR
format on 100.3 mhz with 3 kw and
antenna 230 ft. Filed Nov. 19 (BALH-
931119GL).

KBCW(AM) Brooklyn Park, Minn. O Pur-
chased by 1470 Inc. (James R. Cargill
II} from North Suburban Radio Co.
(Bruce James) for $398,000. Seller has
no other broadcast interests. KBCW
has C&W format on 1470 khz with 5 kw.
Filed Nov. 18 (BAL931118EB).

WJYO-FM Fort Myers, Fla. O Purchased
by Toccoa Falls College (Robert S.
Biermann) from Radio Training Network
Inc. (James L. Campbeil) for $375,000.
Buyer owns WRAF-FM Toccoa Falis,
WFOM(AM) Marietta and WCOP(AM)
Warner Robbins, all Georgia, and is
selling WUOZ-FM Belvedere, S.C. (see
below). Seller owns WLFJ-FM Green-
ville, 5.C. and WJIS-FM Sarasota, Fla.
WJYO-FM has religious format on 91.5
mhz with 3 kw and antenna 285 ft. Filed
Nov. 24 (BALED3931124GE).

WBWZ-FM New Paltz, N.Y. O Purchased
by William H. Walker Il from New Paltz
Broadcasting Inc. (Betty L. Walker) for
$350,000. Buyer owns WRWD-FM High-
land, WBGG(AM} Saratoga Springs,
WRWD(AM) Cornwall, WBUG-FM Fort
Plain, and WBUG(AM) Amsterdam, all
New York. Seller has no cther broad-
cast interests. WBWZ-FM has Z-rock
format on 93.3 mhz with 350 w and
antenna 1,328 ft. Filed Nov. 19 (BTCH-
931119GG).

KVEL(AM)-KLCY-FM Vernal, Utah O Pur-
chased by Ashley Communications Inc.
(James C. Davis) from KVEL Inc.
(George C. Hatch) for $301,570. Buyer
and seller have no other broadcast in-
terests. KVEL has MOR format on 920
khz with 4.5 kw day, 1 kw night. KLCY-
FM has modern country format on 105.9
mhz with 3 kw and antenna 430 ft. Filed
Nov. 4 (AM: BAL931104EA; FM: BALH-
931104EB).

WUOZ-FM Belvedere, S.C. O Purchased
by Radio Training Network Inc. (James
L. Campbell} from Toccoa Falls College
{(Roben S. Biermann) for $291,000. Buy-
er owns WLFJ-FM Greenville, S.C. and
WJIS-FM  Sarasota, Fla. Seller owns
WRAF-FM Toccoa Falls, WFOM(AM)
Marietta and WCOP(AM) Warner Rob-
bins, all Georgia, and is buying WJYO-
FM Fort Myers, Fla. (see ahove).

WUQZ-FM has religious format on 88.3
mhz with 4.5 kw and antenna 1,387 ft.
Filed Nov. 24 (BAPED931124GF).

WUCO(AM} Marysville, Ohio O Purchased
by Jack L. Frost from Union Broadcast-
ing Co. (Charles H. Chamberlain} for
$190,000. Buyer and seiler have no oth-
er broadcast interests. WUCO(AM) has
oldies format on 1270 khz with 500 w.
Filed Nov. 15 (BAL931115EF).

KNGV-FM Kingsville, Tex. O Purchased
by Chio Broadcast Associates (Arnold,
Audrey and Matthew Malkan) from
Kingsville Radio Co. (Michelle S. Marti)
for $175,000. Buyer owns KEYS(AM)-
KZFM-FM Corpus Christi, Tex. Seller
has no other broadcast interests.
KNGV-FM has country format on 92.7
mhz with 3 kw and antenna 210 ft. Filed
Nov. 17 (BALH931117GH).

WQIL-FM Chauncey, Ga. U Purchased by
GSW Inc. (George S. Walker ) from
Chauncey Broadcasting Inc. (Terry
Coleman) for $95,000. Buyer has inter-
ests in WMGC-FM Milan, Ga. Seller has
no other broadcast interests. WQIL-FM
is on 101.3 mhz with 50 kw and antenna
492 ft. Filed Nov. 22 (BAPH931122GM).

WDDT(AM) Greenville, Miss. O Pur-
chased by Willis Broadcasting Corp.
(L.E. Willis Sr.) from Radio WDDT Inc.
(Stephen Brisker) for $60,714. Buyer
owns 14 AM's and 12 FM's. Seller owhs
WZAM(AM) Norfolk and WARN{AM)
Falmeouth, both Virginia;, WCTG(AM)
Columbia and WHYZ(AM) Greenville,
both South Carolina, and KRKR{AM)
Tucson Estates, Ariz. WDDT has con-
temporary country format on 900 khz
with 1 kw day, 109 w night. Filed Nov.
12 {BAL931112EA).

WQDW-AM-FM Kinston, N.C. a0 Pur-
chased by Rcnald W. Benfield from
CSP Communications (J.D. Conner) for
$29,000. Buyer is 49% owner of WZYH-

Proposed station trades
By dollar volume and number of sales
This week:

AM's 0 $1,422,048C 7

FM's 0 $15,413,000 0 13
Combos - $14,595,370 0 6
TV's 0 $13,025,000 0 3
Total O $44,455,418 0 29

So far in 1993:

AM’s O $69,919,792 C 225
FM's 0 $680,036,170 D 384
Combos O $743,797,494 O 208
TV's 0 $1,660,160,951 0 96
Total D $3,153,914,407 O 913

For 1992 total see Feb. 1, 1993 BROADCASTING.

FM Oriental, N.C. Seller owns WISP(AM)
Kinston, N.C. WQDW(AM) is off air, li-
censed to 1230 khz with 1 kw. WQDW-
FM is off air, licensed to 97.7 mhz with 3
kw and antenna 248 fi. Filed Nov. 15
(AM.  BAL931115GH; FM: BALH-
931115Gl). :

KPXF-FM Lacombe, La. 0 CP purchased
by The Radio Co. (Charles K. Winstan-
ley) from North Lake Radio Inc., Debtor
(Hugh Dillard) for $25,000. Buyer has
interests in WPCF-AM-FM Panama City
Beach, Fla.Seller has no other broad-
cast interests. KPXF-FM is off air, Ii-
censed to 94.7 mhz with 6 kw and an-
tenna 328 ft. Filed Nov. 19 (BAPH-
931119GF).

WPID(AM) Piedmont, Ala. O Purchased
by Jimmy Kennedy from David Morri-
son, both of Piedmont Radio Co., for
$23,000. Buyer has no other broadcast
interests. Seller has no other broadcast
interests. WP!D has adult contemp-
orary/oldies format on 1280 khz with 1
kw day, 84 w night. Filed Nov. 10 (BAL-
931110EA).

WAME(AM) Statesville, N.C. O Purchased
by Statesville Family Radio Corp.
(George H. Buck Jr) from Statesville
Family Radio Corp. (Edward Echols &
Thomas J. Gentry) for $334. Buyer owns
WNAP(AM), Norristown, Pa.. WOLS
(AM)} Florence and WAVO(AM) Rock
Hill, both South Carolina; WHVN(AM),
Charlotte, N.C.; WEAM(AM} Columbus,
Ga., WYZE(AM) Atlanta;, WMGY(AM)
Montgomery, Ala. Seller has 50% inter-
est in WZGO(AM)-WHYB(FM) Portage,
Pa. WAME is 500 w daytimer with gos-
pel, news/talk format on 550 khz. Filed
Nov. 8 (BTC931108EA).

WFGL(AM) Fitchburg, Mass. O Donated
by Calvary Chapel of Costa Mesa Inc.
(Chuck Smith) to Montachusett Broad-
casting Inc. {(Rebin Martin). Buyer owns
KWVE-FM San Clemente, Calif., and
KRSS-FM  Chubbuck, Idaho. Seller
owns WXLO(FM) Fitchburg, Mass.
WFGL has aduli contemporary format
on 960 khz with 2.5 kw day, 1 kw night.
Filed Nov. 10 (BAL931110EB).

WCPH(AM) Etowah, Tenn. O Purchased
by Stonewood Communications Corp.
(W. Jasper Woody) from Bvack Broad-
casting Company Inc. (Vardaman W.
White) for $12,500. Buyer owns WBIN-
AM-FM Benton, Tenn. Seller has no oth-
er broadcast interests. WCPH is on
1220 khz with 1 kw daytimer and 108 w
night. Filed Nov. 26 (BAL931126EE).

KBBM-FM Winterset, lowa U Purchased
by Eternity Broadcasting, Inc. (Jeff
Lyle} from Pro Radio Inc. (Steve Small)
for $600,000. Buyer owns KQCS-FM
Davenport, lowa. Seller has no other
broadcast interests. KBBM-FM is on
95.7 mhz with 6 kw and antenna 328 ft.
Filed Nov. 23 (BALH931123GV).
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Tele-Communications, Inc.

$2,450,000,000

Six Public Issues of
Senior Notes and Debentures

Broadcastung Partners, Inc.
Clear Channel

Communications, Inc.
EZ Communications, Inc.
Saga Communications, Inc.

$188,800,000

Common Stock Offerings

Andrews Group
(A wholly owned subsidiary
of MacAndrews & Forbes)

Acquisition of a Controlling
Interest in SCI Television, Inc.
and WTVT-Tampa

Capirtal Cines/ABC, Inc.
Dutch Auction Self Tender

for approximately 1,100,000
Shares of Common Stock

e

Harte-Hanks
Communications, Inc.

$103,000,000
Initial Public Offering
of Common Stock

o
L

W

Purchase of Equiry Interest ||
by Hasbro, Inc.

Virgin Interactive
Entertainment plc

—

|

When Choosing
An Investment Bank,
Listen To The Media.

Comcast Corporation

$541,878,000
1%% Discount Convertible
Subordinated Debentures Due 2007

$250,000,000
3%%/5v2% Step-Up Convertible
Subordinated Debentures
Due 2005 (SIREN™)

$200,000,000
94 % Senior Subordinated
Debentures Due 2008

"Turner Broadcasting
System, Inc.

$300,000,000 |
834% Senior Notes Due 2013 { -

|

One firm consistently makes
the headlines in media finance.
CS First Boston. To date in
1993, our firm has completed
over $7 billion in deals for the
industry. And with 35 offices in
20 countries, and a full range
of investment banking services,
we’re positioned to remain a
leading advisor to the media
industry. As you can tell from the
statements above.

CS FirsT BosToN




‘Cahners Marketing Services
give you the competitive edge.

DIRECTORY OF

CAHNERS INTEGRATED MARKETING SERVICES

Economics

Cahners is a leading source of business economics information. analysis. and
forecasts. Regular “market cutlook™ reports appear in most Cahners publica-
tions. More detailed data and forecasts are in a series of industry newsletters.
Much of the time of Cahners business economists 1s spent helping marketers
with their individual sales and marketing planning.

Call Cahners Economics for the following business
Sforecasting and information services.

| Cahners Business Confidence Index

The Cahners Business Confidence [ndex is a proven short-term (90 day)
predictor of the overall direction of the U.S. economy. and of regional
trends and expectations in key industries and business functions.

1-800-828-6344 x050
Early Warning Forecast Services

Develop more accurate sales forecasts, identify your fastest growing markets.
and discover new markels. with Cahners® Early Warning Forecast Services.
Together or separately, the Early Warning Forecast Seminar. Newsletter,
Database Diskette. Software, and Charts will help you make more profitable
marketing. budgeting. and production planning decisions.

» Early Warning Forecast Newsletter + Early Warning Forecast Seminars
« Early Warning Forecast Software  » Early Warning Ferecast Database
» Early Warning Forecast Charts » Early Warning Forecast Special Services

1-800-828-6344 x051
Electronic & Computer Market Services

Get exclusive coverage of electronic and computer market indicators
by subscribing lo:

s Etectronic Business Forecast Newsletter
+ Electronic Business Forecast Database
+ Electronic Purchasing Leadtime Database

1-800-828-6344 x052
Building & Construction Market Services

[ Get up-to-date information on construction markets and analysis of economic

changes before they happen by subscribing to:

+ Building & Construclion Market Forecast Newsletter
+ Top U.S. Construction Markets Report
+ Building & Construction Market Database

1-800-828-6344 x053
Other Services & Reports

Now you can develop more profttable marketing. budgeting, and planning
decisions by subscribing (o:

+ Consutmer Watch

» Publishing Markets

« Buying Sirategy Forecast

» Purchasing Leadtime Database

s Entertainment Indusiry Outlook
* Print Market Qutlook
* Logistics Database

1-800-828-6344 x054

Market Research |
Cahners Market Research studies are designed and conducted to meet the ‘
information needs of individual advertisers. These market research studies
define markets. estimate growth potential. identify product and brand use,

and buyer needs and attitudes.

« Manufacturing/High Technology.....cocooiviccn. 1-800-828-6344 x055 |
« Food Service/Building & Construction/Furniture.. 1-800-828-6344 x056
+ Healthcare/Printing & Publishing/Interior Desien.1-800-828-6344 x057
» Childcare/Bridal/Boating .........ccoocvivoiviviinicnn, 1-800-828-6344 x058

Cahners Integrated Marketing Group

Cahners [ntegrated Marketing Group provides database development and
maintenance. custom publishing. product and customer research. direct
marketing. list rental. 1elemarketing. and everything else necessary o
ensure that your marketing meets your strategic objectives.

1-800-828-6344 x059
Business Research Group

Cahners Business Research Group (BRG) is a market research and consulting
organization that provides proprietary strategic planning information to ven-
dors who require the hard data to validate their producr development and
marketing direction.

' 1-800-828-6344 x060

Cahners Database Marketing Service

Cahners Database Marketing Service provides an extensive database to mar-
keters irying to reach tightly defined buyers of specific products and services
on a global scale.

1-800-828-6344 x061

. Cahners National Account Program

Cahners National Account Program provides advertisers with a value-added
program 1o improve the effectiveness of their advertising investment by ‘
reducing the CPM of their advertising programs in Cahners publications.

1-800-828-6344 x062
Cahners Magazine Network .

Cahners Magazine Neiwork gives advertisers access to the largest audience

of decision makers on a global scale through 43 of Lhe leading specialized \
business publications with a combined readership of 5 million decision

makers unmatched in specialized business publications, [

1-800-828-6344 x063

(CAHNERS PUBLISHING COMPANY

A DIVISION OF REED PUBLISHING {USA} INC,



TECHNOLOG Y e

Darien,
Conn.-
based
Quantel is offering a
new digital editing sys-
tem, Editbox, featuring
true random-access
disk storage that en-

| ables all edit decisions
to be carried out and
reviewed instantly. The
unit, which provides an
alternative to conven-
tional tape-based sys-
tems, allows for rapid
re-edits and can be up-
graded to accomodate
Bolor correction, tex-

ture, matte drawing and
Max 3D effects.

Seven international
television programers
—TVB International, Dis-
covery Communications,
ESPN Asia, HBO Pacific
Partners, Home Box Of-
fice, Turner Broadcast-
ing System and Viacom
International—have
signed agreements to
lease 16 of the 26 C-
band transponders car-
ried on the Apstar-2
satellite, to be launched
by early 1995. Five of
the seven programers
earlier agreed to lease
nine transponders on the

Apstar-1 satellite, which
Jaunches in mid-1994,
Apstar-2’s footprint ex-
tends from Japan across
China and India to East-
ern Europe, north to the
former Soviet Union and
south across Southeast
Asia to Australia.

Newcomer cable net-
work Americana Tele-
visioh has entered into
a 10-year contract with
Western Tele-Communi-
cations Inc., becoming
the first tenant for facili-
ties in Denver. As of
Jan. 3, 1994, WTCI will
handle playback, uplink-
ing and post-production
services for the network,
which
launches
formally
~__ondan.
gl % 15,1994,
g In other
new network de-

velopments, National
Empowerment Televi-
sion, the cable network
that launched Dec. 6
with a format billed as
“C-SPAN with attitude,”
has contracted with
Washington, D.C.-based
Keystone Communica-
tions for full-time satel-
lite transmission and
monitoting services.

Digital Music Express
(DMX), which offers 30
channels of digital au-
dio programing via ca-
ble systems, is working
with Scientific-Atlanta to
provide DMX program-
ing information on-
screen. The service,
“DMX on Screen,” is ex-
pected to be available
through Scientific-At-
lanta’s new 8600x cable
converter by early

1994,

XEROX

You can’t Xerox
a Xerox

on a Xerox.

But we don’t mind at all if you copy a copy on a Xerox copier.

In fact, we prefer it. Because the Xerox trademark should
only identify products made by us. Like Xerox copiers and
Xerox printing systems.

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

XEROX® and The Document Company * are (rademarks of XEROX CORPORATION.
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Because you’ll continue to get what you're actually asking for.

And not an inferior copy.

Xerox

The Document Company
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Three stations, two responses to rap

KACE, WBLS ban violent or offensive lyrics; KPWR opens dialogue with listeners

By Peter Viles
he increasing controversy sur-
rounding rap music, with its
rough-edged lyrics about sex and

violence, nas prompted two very dif-

ferent responses from black-oriented
radio stations in New York and Los

Angeles.

Two stations—WBLS(FM) New York
and KACE(FM) Los Angeles—have an-
nounced that they won’t play the
roughest and most offensive songs. A
third station, KPWR(FM), opted for a
different route, saying it would lose
credibility with its audience if it
banned music that reflects the lan-
guage of urban life.

“We've got to speak their lan-
guage,” said Doyle Rose, general
manager of KPwR. *‘If the message of
the record is, ‘Don’t call me a bitch,’
we have got to allow the artist to get
the message across. And sometimes it
is necessary for the artists to use lan-
guage that grabs people’s attention.””’

In New York last week, Inner City
Broadcasting, one of the largest black-
owned broadcasting firms in the coun-
try, announced that its stations will not
play music that is profane or advocates
violence, particularly against women
or homosexuals. The company refused
to name any of the songs it has
banned, but said that it would not air
songs that use the terms “‘bitch’ or
“ho’" to refer to women.

*‘What we are doing, as responsible
broadcasters who are licensed to serve
our listeners, is simply exercising our
best judgment,”” said Pierre Sutton,
chairman of Inner City, which runs
wBLS. He added: *'Very frankly, we
haven’t been playing the stuff any-
way.’

That move followed a similar deci-
sion made by KACE, also a black-
owned station, which announced in
early October that it would no longer
play music that is sexually explicit,
glorifies or promotes violence, drug
use or alcohol abuse, or denigrates
women.

KPWR, facing the threat of an adver-
tiser boycott over the same issue,

avoided taking such a stand. Aithough
Rose said the station, owned by Em-
mis Broadcasting, has never played
music that advocates violence, and
won'’t air the word “‘nigger’’ in songs,
he said that KPwR would risk its credi-
bility with its audience if it adhered to
a strict standard on other words or
topics.

“We're doing a lot of good and
positive things with these kids,’” Rose
said, referring to the station’s cam-
paigns for safe sex, education and ra-
cial tolerance. “*If we don’t allow ref-
erences to what’s happening in the
community to come out, the negative
aspects of what’s going on in those
communities will just get swept under

[Fes=-ce=_S = i — ————— ]
“What we are doing...is
simply exercising our
best judgment.’”’

Inner City’s Pierre Sutton

“We’ve got to speak
their language. . .to allow
the artist to get the
message across.”’

KPWR'’s Doyle Rose

the rug.”

Through a series of meetings, KPWR
ended an attempted advertiser boycott
organized by the “*Stop the Violence,
Increase the Peace Foundation,”” Rose
said. Amid those talks, XKPWR devoted
a morning’s programing to a discus-
sion of the issue that included record
executives, rap artists and sociolo-
gists.

In New York, Inner City’s Sutton
said that the company’s new policy
was not a response to any particular
style of music—not, for example, so-
called gangsta rap. He also said that
the policy stemmed not from listener
complaints or community pressure,

but from a female executive who com-
plained during a management meeting
about lyrics she had heard on the sta-
tion.

In announcing the policy at a news
conference in New York last Tuesday
{Dec. 7), Inner City officials repeated-
ly refused to identify a specific song
that waLS will not play. “*“What’s the
purpose of that?’’ Sutton asked.

The closest the company would
come to naming names was when Vice
President Frankie Crocker said wBLS
will not play songs that ‘‘refer to
women as female dogs and garden im-
plements.”” He was referring to the
use of “*bitch” and “"ho' (short for
whore) to describe women.

Inner City also said that it had re-
cently stopped editing records to elim-
tnate the most offensive lyrics. Fur-
ther, Inner City said it woulid not play
““tame’’ versions if it found that the
same artist’s albums contain offensive
versions of those songs. **We are not
going to be duped into playing clean
records on the air,”” said Crocker,
adding: ““We will not make a record
safe.””

Inner City’s policy drew praise
from the National Association of
Black Owned Broadcasters and from
the National Rainbow Coalition. **We
salute Mr. Sutton for doing this,’” said
the Rev. Al Sharpton of the Rainbow
Coalition. “*We intend to pressure oth-
er stations to do it.”’

But the decision also revealed the
complexities of such actions and was
greeted with skepticism from the in-
dustry. There was some speculation—
denied by Inner City—that the ban fit
neatly into a wider programing strate-
gy to target older listeners on WBLS
and effectively to sacrifice some youn-
ger listeners to the statton’s main com-
petitor, WRKS-FM.

WRKS-FM already holds a substantial
advantage over WBLS among young
black listeners. Among black listeners
12-24, WRKS-FM has a 57.6 share and
WBLS has a 20.1, according to the
AccuRatings summer New York sur-
vey. n

|
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Minotrities feeling duopoly squeeze

Small businesses seen at disadvantage in new ownership environment

N

By Peter Viles
hen the FCC was considering
relaxing its radio ownership
rules to allow companies to

own as many as four stations in a

market, some of the strongest opposi-

tion came from minority broadcasters.

Allowing duopolies, they said, would

favor large companies at the expense

of small broadcasters, including mi-

nority-owned companies.

It has been 16 months since the
rules went into effect, and minority
broadcasters, for the most part, are
still wary of duopoly. But it’s not clear
whether those fears are based on per-
ception or reality. During the first year
of the new rules, there was no signifi-
cant change in the level of minority
ownership (see chart).

And it is possible that minority
ownership will increase from this year
to next. A single transaction awaiting
FCC approval—Clear Channel’s pro-
posed divestiture of 11 stations to mi-
nority-controlled Snowden Broadcast-
ing—would increase the number of
black-owned or -controiled stations by
6%.

Further, several broadcasters (mem-
bers of minorities and other races) say
duopoly remains a relatively smalil is-
sue for minority owners, whose main
battle continues to be obtaining fi-
nancing to buy stations.

While there is some disagreement
on the central issue of whether duopo-
lies work to the disadvantage of mi-
nority owners, most prominent minor-
ity broadcasters believe that the odds,
already stacked against them, are get-
ting worse.

They argue that any small busi-
ness—and most minority owners fit
that label—is at a disadvantage in the
new environment. [t is difficult
enough for small companies to get the
money to buy a radio station; it is even
more difficult if those companies have
to outbid larger veteran companies,
they say.

“‘Duopoly is not going to benefit
minorities,’” says Raoul Alarcon Jr.,
president of Spanish Broadcasting
System, which owns stations in New
York, Los Angeles and Miami and is
one of the largest minority-owned

Minority ownership holding steady

Number of stations/% of totai

1991
AM 175/3.5%
FM 99/2.2%
Total 274/2.9%

1992 1993
179/3.6% 175/3.5%
98/2.1% 98/2.0%
277/2.9% 273/2.8%

Source: National Telecommunications and Information Administration; U.S. Dept. of

Commerce. Figures as of June 30, 1981; Aug: 31, 1992; Aug. 31, 1993.

companies in radio. “*Quite the oppo-
site, | would say. It will probably ben-
efit mainstream operators who have
the disposable cash to double up. And
I don’t think minorities are in that
position. It’s good for radio. But ]
think it’s a barrier for minorities.”’

The National Association of Black
Owned Broadcasters opposed the new
rules from the start. **The LMAs and
duopolies have been used primarily by
the strongest stations in the markets,
not the weakest,”” says Jim Winston,
executive director and general counsel
for NABOB.

“*So the FCC’s idea of helping
weak stations has been corrupted. If
you're a weak station, you've just
been weakened more. If you were a
small AM station trying to compete
against an FM station, now you’ve got
the FM stations combining against
you, so you're worse off.”’

That is the case for WILD(AM) Bos-
ton, a daytime standalone owned by
Nash Communications, a minority-

Jusaaly

There is little doubt that
new ownership rules,
which allow a company fo

[

own as many as four radio
stations in a market, are
changing the industry.

In a series of reporis,
BROADCASTING & CABLE is
analyzing the impact of
these duopolies.

owned firm. Bernadine Nash, presi-
dent and chief executive officer, says
she long hoped to buy an FM station
in Boston. Those hopes were buoyed
when station prices were depressed.

“‘But with duopoly, and with the
large groups driving the prices up. that
makes it much harder to find some-
thing,”’ she says.

Says Monte Bowens, WILD’s gener-
al manager: ‘‘At one point in time,
there was an effort on the FCC’s part
to let more minority owners in. This, |
think, goes against all those efforts.
Whatever stations might have been
available for us to buy are now gone,
period.”’

But there is evidence to the con-
trary. Ragan Henry, chairman of US
Radio and one of the most prominent
black broadcasters, has said his com-
pany has benefited from duopoly.

Additionally, there is the *‘rising-
tide-lifts-all-boats™”  theory, which
holds that duopoly has strengthened
the industry, and a stronger industry is
good for all owners.

There is also the Clear Channel situ-
ation. The company, in its proposal to
spin off 11 stations in order to stay
under the ownership limit, would cre-
ate the third-largest minority-con-
trolled company in radio, according to
Clear Channel Prestdent Lowry Mays.

That company, Snowden Broad-
casting, would have a powerful duop-
oly in New Orleans, where its four
stations would combine for an audi-
ence share of nearly 25%, according
to the summer Arbitron survey. Clear
Channel would own 80% of the com-
pany, but Snowden would have al! the
voting stock and 20% of the equity. ®
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Time-limit violations

attract FCC's

largest fine

Paramount station exceeds limits 132 times

By Kim McAvoy

eeping good its promise (o

strictly  enforce  commercial

time limits during children’s
programing, the FCC has slapped its
largest fine ever, $80,000, against
Paramount’s KTXH-TV Houston for vi-
olating those limits.

The commission says that it issued a
harsh fine ‘‘because of the unusually
large number of commercial overages,
the length of the overages, the large
number of program-length commer-
cials and the extended period of time
in which these violations occurred as
well as the ineffective procedures for
insuring compliance by the station
with commission rules.””

Other broadcasters have been fined
for repeatedly violating the rules,
which were established under the 1990
Children’s Television Act. The rules
require  broadcasters to restrict the
amount of advertising during chil-
dren’s programing to 12 minutes per
hour on weekdays and 102 minutes
per hour on weekends.

This is the largest fine to date hand-
ed out by the commission. So far, the
FCC has fined seven stations, with the
highest fine $30,000.

FCC Commissioner James Quello

wrote in a concurring statement:
*This case represents the most serious
violation to date.’” But Quello also
expressed concern that the fine is too
steep. ‘I believe that our public-inter-
est goals would have been served to
the same extent with a lower fine,”” he
wrote.

The FCC’s new chairman, Reed
Hundt, did not participate in the dect-
sion.

Although the commission renewed
the station’s license, KTXH-TV must
file quarterly reports demonstrating its
compliance with the commercial lim-
its.

KTXH-TV exceeded the limits 132
times last year. Seventy-three of the
overages were considered program-
length commercials, which in this case
are children’s programs that contain
ads for an associated product.

“*Most of the overages occurred be-
cause the station failed to communi-
cate effectively to station staff the
need for strict compliance with the
commercial limits and failed to review
adequately the station’s performance
in this area,”” the FCC says.

The station has 30 days to appeal
the fine.

A Paramount spokesman says that

The FCC’s new general counsel, William
E. Kennard, came on board last Wednes-
day. Kennard is a Washington communi-
cations lawyer and former assistant gen-
eral counsel for NAB.

the violations were of a ‘‘technical
nature,”” and the station has ‘‘reorga-
nized its compliance procedures and
implemented additional safeguards to
insure that violations are avoided in
the future.”’

The National Association of Broad-
casters is keeping an eye on commis-
sion fines. Says NAB President Eddie
Fritts, *‘in general, we’ve expressed
concern that the FCC not use forfei-
tures as a fundraising device.” n

NAB fights warnings in beer, wine ads

By Kim McAvoy

he National  Association  of

Broadeasters last week went on

“red alert” to try to kill a bill by
Senator Strom Thurmond that would
require broadcasters to attach warn-
ings to beer and wine ads.

“This has a huge impact on our
stations,”” says National Association
of Broadcasters President Eddie Fritts.

Thurmond (R-S.C.) told Fritts last
week that he plans to bring up the
measure for a vote at the first meeting

of the Senate Commerce Committee.
The Senate reconvenes on Jan. 25.

NAB wasted no time in asking its
members to ask Commerce members
to oppose Thurmond. **We’ve issued
a full red alert,”” Fritts says.

Stopping the legislation may be an
uphill battle. It has become an emo-
tional issue for many senators who
may support Thurmond, whose daugh-
ter was killed by a drunken driver ear-
lier this year.

Local radio and TV stations receive

well over $800 million a year from
beer and wine ad revenues. Moreover,
broadcasters fear that if the legislation
becomes law, it could drive sports
programing off their stations. A com-
panion bill has been offered in the
House by Representative Joe Kennedy
(D-Mass.), but no action is pending.
Fritts says the NAB has been talk-
ing with Thurmond for months, trying
to reach a compromise. **It may well
be the most difficult fight we have on
our plate right now.” he says. L]
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grciRoral INNOVATION
EVERYWHERE

YOU TURN!

|
I
|
\
|
E Innovation is easy to find at NAB '94. It is all

| around you.

| Al the NAB '94 exhibition, you will be surrounded by
innovation. This 500,000 square foot equipment
exhibition features 800 leading companies. It is the
world’s largest marketpiace of broadcast, HDTV, post-
production and multimedia products and services. In
addition, NAB '94 features the Radio/Audio Exhibition,
the NAB MultiMedia World exhibition in the adjacent
Las Vegas Hilton, and the TVB exhibition. You will also
see over-the-air demonstrations of new and emerging
technologies for radio and television, including inter-
active television, data broadcasting, high-speed FM
sub-carrier technology, intelligent highway vehicle
systems, radio broadcast data systems and many
others.

And, you will discover innovation in the NAB '94 con-
ference program offering 250 technical seminars and
workshops — each designed to give you the
knowledge that will transfer right to the bottom line.
You'll also benefit from valuable new information
offered by industry heavyweights such as the
Television Bureau of Advertising, the Radio Adver-
tising Bureau, the Society of Broadcast Engineers and
the Interactive Multimedia Association.

vany: | Register today! Call 800 342
M/WMAB 2460, 202 775 4972 or send

; afaxto 202 775 2146.
L"fﬂ Get up-to-the-minute convention regis-
n

tration and program details by calling
the NAB '94 Fax-On-Demand Service in
the US at 301 216 1847 from the touch-
tone handset on your fax machine and
follow the voice instructions.
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For exhibitor information,
call Eric Udler at 202 429
5336
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Broadcasters say the must-carry requirements in the
1992 Cable Act increase the “diversity of voices avail-
able to the public.” In briefs filed last week with the U.S.
Supreme Court by the National Association of Broadcasters
and the Association of Independent Television Stations,
broadcasters asked the high court to reaffirm a lower court
ruling that upheld must carry as constitutional. The Justice
Department and the FCC also filed, arguing that the act
*‘does not punish, suppress or promote any particular pro-
graming based on its content.”” The Supreme Court will
hear oral arguments on Jan. 12.

NAB says the must-carry law does not inhibit free
speech. And the associa-
tion maintains that Con-
gress mandated must carry
to protect those consumers
without cable TV service.
NAB says that giving must-
carry protection to cable programers would ‘“‘do
nothing to further Congress’'s primary goal of
protecting free television for the 40% of Ameri-
cans who do not have cable.”” INTV warns that

— WASHINGTON —

partner with the Washington office of Hopkins & Sutter. He
has practiced communications law since 1973. Goldberg
was legal adviser from 1978-81 to then-FCC Commissioner
Tyrone Brown. At NCTA, he will report to Dan Brenner,
vice president for law and regulatory policy.

A report released last week by the National Telecom-
munications and Information Administration con-
cludes that the media plays a role in “dissemi-
i nating messages of racism and bigotry or
’é fostering an environment in which hate
crimes can occur.” NTIA’s report adds there
s “‘little empirical evidence
of a causal relationship be-
tween telecommunications-
based ‘hate speech’ and the

occurrence of hate crimes.’
= Moreover, NTIA says, gov-
ernment should respond to the prob-
lem not through censorshlp or regula-
tion but through *‘more speech to
educate the pubhc and promote great-

~ er tolerance.’

overturning the law would ‘‘hamstring government
efforts to regulate anticompetitive practices’ by
the cable industry and other information providers.

Justice makes the same argument. It says that the must-
carry rules are ‘‘narrowly tailored to accomplish significant
government interests...in addressing unfair competition in
the video communications market and in preserving the
local broadcast industry.”’

As expected, President Clinton is calling for coopera-
tion between the entertainment industry and govern-
ment on TV violence (BROADCASTING & CABLE, Dec. 6).
In a speech during a Hollywood fundraiser, Clinton urged
moviemakers to ‘‘join in a partnership’” with him. He did
not mention a legislative solution to the issue. **“What | ask
you tonight is not to wear a hair shirt and say ‘mea
culpa.” ”" Rather, he asked Hollywood to recognize that
*‘what may be one person’s moment of entertainment, even
exhilaration, that’s taking your mind off the pressures of the
day, can, when multiplied by 1,000, have a cumulative
impact that, at the very least, does not help to bring a whole
generation of people back from the brink.”’

Clinton wants them ‘‘to examine what together you
might do to simply face the reality that so many of our
young people live with, and help us: as we seek to rebuild
the frayed bonds of this community; as we seek to give
children nonviolent ways to resolve their own frustrations;
as we seek to restore some structure and some hope and
some essential dignity and purpose to lives that have been
dominated by chaos or worse.”’

The FCC rejected a request from the Caucus for Me-
dia Diversity to reconsider its decision granting Fox
Television Stations a waiver of the commission's
broadcast—newspaper crossownership rule. The FCC
gave Fox a permanent waiver last summer, enabling Rupert
Murdoch, who controls Fox, to keep WNYW(TV) New York
and to purchase the New York Posr. The commission says
there is no merit to the group’s allegations that Fox misrep-
resented facts in seeking a waiver from the FCC.

The National Cable Television Association last week
appointed Neal Coldberg general counsel. Goldberg is a

Edited by Kim McAvoy

The Public Broadcasting Service
last week unveiled an educational service aimed at
kids ages 2 through 12. PBS’s ‘‘Ready to Learn Ser-
vice’’ will provide nine hours of programing daily to en-
hance children’s academic and social skills. Part of the
project’s funding FTETEEE I
comes from Con- ¥
gress, which ap-
propriated $7 mil-
lion for “*Ready to
Learn®  programs
in a campaign
spearheaded by
senators  Edward
Kennedy (D-
Mass.) and Thad
Cochran (R-Miss.).
Other funds for the |
service will come
from the Corpora-
tion for Public
Broadcasting and
the EON Corp.
Local PBS sta-
tions will provide
supplementary
materials for chil-
dren and parents
who watch the
shows. The ser-
vice will incorpo-
rate current PBS
shows, including
Barney and Friends and Mister Rogers’ Neighborhood, as
well as three new shows that will be ready for the service’s
July 1994 kickoff. It will debut on 11 test stations: GPTV
The Georgia Network; KCET(TV) Los Angeles; Kcos El
Paso, Tex.; KTcAa St. Paul, Minn.; KTLC Oklahoma City;
WETA Washmgton, WGBH Boston; WGTE Toledo, Ohio;
WNET New York; wpBa Atlanta, and wsiu Carbondale,
1. L]

Fred Rogers of Mister Rogers’ Neihbor—
hood speaks at the PBS press conference
unveiling the ‘Ready to Learn Service.’
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Reuters moves into interactive ad world

Investment in AdValue Media is first step in news agency’'s new media venture

By Jim Cooper

T he Reuters news agency last
week bought a $3 million stake
in AdValue Media Technol-
ogies, a New York-based company
that offers interactive advertising
transaction services to ad agencies,
reps and media outlets.

In announcing the investment,
which will give it a minority share of
AdValue, Reuters said the move is the
first business development since the
recent formation of Reuters NewMe-
dia Inc., a U.S.-based multimedia in-
formation services company. AdValue
Media Technologies is owned by

Cambridge  Technology  Partners,
Group W/Westinghouse Broadcasting
and Radnor Venture Partners.

““This investment permits us to
learn about the advertising industry,””
says Buford Smith, who will become
president of Reuters NewMedia in
January. ‘‘Reuters already has some
knowledge of the ways in which tech-
nology helps create efficient markets.
AdValue can draw on that knowledge
to help make the media buying market
more efficient.”’

“*‘These guys [Reuters] have already
done it”’ in financial services and
news, says David Graves, president of

spects.

Source: McCann-Erickson Werldwide

Exécutives disagree over '94 ad outlook

McCann-Erickson Senior Vice President Robert Coen reported last Mon-
day that he expects national and local broadcast advertising to climb

6.8% and 6.5%, respectively, next year.

Last year, Coen forecast a 5.7% growth rate for national advertising
and a 7.8% rate for local advertising. Both estimates proved high, as
national “broadcast” revenues, which aiso include cable and radio, will
end the year up 3.4%, according to Coen. Local “broadcast” revenues
will end the year up 5.3%. Coen blamed the shortfall on “faded post-
election euphoria” and a “fizzled” economy.

The economy is improving gradually, Coen repotts, but i is too moderate
to generate a high rate of ad growth: “For the first time in nearly five
yeadrs, advertising growth appears to have moved back into hne with
nominal GDP [gross domestic product] growth."

Speaking at the PaineWebber Media Outlgok conference in New York,
he predicted a gain of 6.3% for all ad spending in 1994. If accurate, that
would mean $146 billion be spent on all advertising.

John Perriss, chairman and chief executive officer of Zenith Media
Worldwide, was less optimistic, saying that siow or flat growth in U.S, and
Japanese markets still is slowing worldwide advertising growth pro-

-ic

Coen’s 1994 advertising forecast

% change 1994 ad revenue

over 1993 projection
National broadcast +6.8 $25,265,000,000
Local broadcast +6.5 1@,790,600,0@
National print +5.8 11,620,000,000
Local newspapers +6.5 30,115,000,000
Direct mail + 7.0 29,345,000,000

AdValue, pointing to their worldwide
operation. He adds: “*They know the
problems’’ of rolling out large elec-
tronic data exchanges like AdValue.

AdValue computerizes the ad buy-
ing and selling process. Other elec-
tronic media tracking systems recently
launched or announced include sys-
tems by Katz and a joint venture be-
tween Donovan and Jefferson-Pilot
Data Systems.

The growing interest in electronic
media tracking stems from efforts to
remove paper trails and outdated man-
ual methods that are more prone to
error. Immediate accountability is also
a benefit of the new technology that
advertisers and agencies increasingly
are seeking.

‘It is our belief that the internation-
al advertising marketplace will grow
in a pattern similar to that of financial
services, supported by increasingly so-
phisticated transaction and analysis
networks,’” says Jonathan Klein, pres-
ident, Group W Television.

Two ad agencies, Young & Rubi-
cam and McCann-Erickson, are Ad-
Value clients, and Westinghouse
Broadcasting’s five television stations
also are involved in the service’s roll-
out. AdValue executives report that
six more stations and nine more agen-
cies are testing the service. AdValue’s
annual subscription fee is about
$100,000, with station fees deter-
mined on a per-market basis.

Graves says a number of the agen-
cies testing AdValue will formally
sign on by the first of the year.

In early September, Katz Television
developed and tested its own media
tracking system that could also speak
electronically to agencies.

The Cabletelevision Advertising
Bureau also announced in September
that it had joined forces with the
American Association of Advertising
Agencies to form The Electronic Ca-
ble Committee (TECC). Much like rep
firms and agencies in the broadcast
spot business, TECC 1is looking at
ways to streamline the paperwork as-
sociated with buying cable advertising.

Broadcasting & Cable Dec 13 1993
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Low-power TV speaks foreign languages

Advertisers dig for market share with ethnic broadcasts

By Jim Cooper

soul, you can watch Romanian
Soul in Chicago.

Fans of Polish cartoons, Spanish
soaps and Chinese-language newscasts
similarly have shows to watch.

There are members of roughly 40
different ancestries in Chicago, some
of whom can watch low-power televi-
sion programing in their npative
tongue.

Chicago’s WFBT(TV), the largest
low-power station in the country, re-
ports that it reaches an estimated 6.4
million viewers in an ADI of 8 mil-
lion. WFBT narrowcasts to these tight
ethnic niches, and big-budget advertis-
ers are starting to buy ads.

Peter Zomaya, vice president and
general sales manager with Weigel
Broadcasting Co., which owns WFBT
and several other low-power stations
throughout the Midwest, says that
MCI, Sprint, AT&T, Polish airline
LOT and Korean Airlines are among
the national advertisers who have
bought time on low-power stations.
Roughly 50% of all Fortune 500 com-
panies have launched ethnic marketing
campaigns, spending $500 million na-
tionally on such advertising in 1992,
Zomaya says.

Ethnic producers buy program blocs
from Weige!l and other low-power sta-
tions and also sell advertising time on
those blocs.

Daypart prices for Weigel Broad-
casting’s low-power stations range

I f you are from Bucharest and have

from $300-$800 per hour for prime
time slots. Programs in Spanish, Pol-
ish, Korean, Romanian and Vietham-
ese are among the 14 now on the air,
Zomaya says.

For local ethnic advertisers, low-
power television is an entry into
broadcast advertising, which previous-
ly had been too expensive and ineffi-
cient for them to use. WFBT time is
affordable because of its very low
overhead expenses.

““At [channel] 23, we're only the
landlord,”” says Howard Shapiro,

Ethnic TV is hot property on Chicago's WFBT(TV).

—

videos about media topics.

02180.

Call for authors

BROADCASTING & CABLE and Focal Press are seeking authors for a new
series of books to be written by and for broadcast and cable profession-
als, addressing topics essential to their needs.

The books will be sponscred by BROADCASTING & CABLE and will be
published internationally by Focal Press, a leading publisher of books and

Areas of interest include, but are not limited to: telco entry, new
distribution technologies, high-definition television, ratings, interactive
programing and management issues. Books that cover innovative ideas
and practical solutions are encouraged.

For more information or to submit a proposal please contact Marie Lee,
Acquisitions Editor, Focal Press, 80 Montvale Avenue, Stoneham, MA

president of Weigel. He runs the sta-
tion with only two employes.

*“There is nothing [on TV] tailored
to those communities,”” he says.
Those of Polish descent number more
than | million in the Chicago area.

As the buying power of ethnic
groups grows—Hispanics alone are
expected to spend an estimated $200
billion annually (BROADCASTING &
CABLE, Nov. 15)—advertisers are at-
tempting to capture their dollars with
expanded advertising  campaigns,
which have begun to include low-
power television.

AT&T uses low-power broadcasts
to advertise in 20 different languages.
MCI International has identified 12
ethnic groups within the U.S. as heavy
overseas callers and has been using
low-power TV to reach them for the
past three to four months.

‘| The seven low-power stations on
which MCI advertises] are the only
vehicle we have,”” says Patty De-
shaies, assistant media planner for
MCI  with Boston-based Ingalls,
Quinn & Johnson.

Mass-market efforts to reach ethnic
groups waste money, and low-power
TV is less expensive—and more fo-
cused—than mainstream broadcast
and cable outlets, Deshaies says. ®
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Request invites more PPV viewers

Company continues aggressive effort since management switchover

By Christopher Stern

equest Television will launch its

largest discounting campaign to

date with a national direct-mail
effort that will target both users and
non-users of pay-per-view movies.

The campaign, which begins in
March, is the latest in a series of
monthly and bimonthly promotions
since Tele-Communications Inc. and
20th Century Fox bought out Group
W’s interest in the pay-per-view ven-
ture.

A new staff and management team
moved in this summer and launched
an aggressive effort to build buy rates
throughout Request’s [1 million
homes. Every 1% increase in buy rates
means a $1 million increase in reve-
nue, according to Request's Jeffrey
Bernstein, vice president, programing
and marketing.

There are roughly 22 million pay-

o

|

per-view homes in the U.S. That num-
ber is increasing at 5% a year. The
industry’s goal is eventually to pene-
trate 40 million homes. There are 55
million cable subscribers in the U.S.

Since July, Request has inaugurated
a new uplink center; has converted
from an analog to a digital signal, and
has launched three new channels.

The three additional channels offer
what Bernstein calls “‘movies of the
week.”” The two existing channels in-
clude action and adult-oriented pic-
tures. There is a positive correlation
between increased pay-per-view chan-
nels and increased buy rates, Bern-
stein says.

The campaign will offer viewers
who have never bought a PPV event
their first movie for 99 cents. Those
who have bought movies in the past
will be offered a third movie for $1.99
if they buy two others.

“‘Resuits from two of our prior
campaigns have proven that discount-
ing can be an extremely effective mar-
keting tactic,”” Bernstein says. Movie
studios have agreed to discount license
fees for first-time users, but cable sys-
tem operators must absorb the reduced
cost of the three-movie deal, he says.

In addition to the direct-mall pieces,
Request will provide TV and radio
spots along with print ad slicks.

Bernstein expects that systems cov-
ering 2.5 million subscribers will sign
up for the promotion. Cable systems
will pay 12 cents for each direct-mail
piece and will pay postage.

Cable operators will be provided
with direct-mail material and custom-
ized schedules on request. Movies
covered by the campaign include “‘In
the Line of Fire,”” *‘Rookie of the
Year,”” ‘“‘Son-in-law,”’ “‘Poetic Jus-
tice’’ and *“The Program.’’ n

ADVERTISING & MARKET N G

SPARE CHANGE FROM YOUR POCKET
CANCHANGELIVES.

Drop yours in a Salvation Army kettle. Beter yet, send a check to your local chapter.
THE SALVATION ARMY. SHARING IS CARING. FN
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RADIO

HELP WANTED MANAGEMENT

GSM: Wanted upwardly mobile GSM with desire
to advance and help expand AM/FM radio stations
in Michigan's Upper Peninsula. We're looking for
somecne [0 nol only help us expand gur current
markels, but also help us search out new markets.
Must e “hands-on" manager with at least 3 years
local and agency sales experience. Send resume,
references and salary hislory to: Wallace D.
Steinhoff, 309 5. Front St., Marquetle, MI 49855,
EOE.

General manager needed to manage Upper
Peninsula of Michigan radio stations. Must be able
to show past success in salesforomotion. Possible
future equity posilion available to goal-oriented,
self-motivated individual Seno resume in sirictest
confidence to: Personnel Director, Mid Pen
Broadcasting, Inc., 309 S. Fron: St.. Marquelte, Ml
49855. EQE.

Immediate opening for GSM/GM heavy on sireet
sales abilily, lake charge. Equal opportunity
employer. Send resume o Ray Lockhart, Box 509,
Ogailala, NE 69153. 308-284-3633.

GSM: Midconlinent Media's WTSO/WZEE {Z-104)
seeks GSM to manage the ten best salespeople in
Madison, Wl. People skills, passion and a docu-
mented success record are a must. CRMC is a
plus. You will have the tocls. support and producls
to ensure growth at stalions thal have extremely
strong presence and heritage. Reply in conli-
dence lo: David Graupner, VP/GM, WTSO/WZEE,
5721 Tokay Blvd., Madison, w! 53719 EOE

General Saies Manager: KHTX, Riverside/San
Bernadino, is tocking for a greal general sales
manager. Minimum 2 years management experi-
ence required. Henry Broadcasling is a greal,
expanding company with lots of upward potential
for talented people. Send materials to Jefl Salgo,
VP & GM, PO Box 50005, San Bernadino, CA
92412. 909-384-9750. EQE.

Excelient career opportunity for highly mativated
radio sales professional who oelieves they can
lead and teach. WSMB. New Orleans, is seeking a
local sales manager. Minimum lwe years radio
selling exoenence and prool cf success selling
news/talk/aports radio. Some management experi-
ence preferred. Responsibilities include personal
sales production, coaching calls, conducting
sales meetings, sales lraining, assisting in recruit-
ing, and managing day o day aclivilies of sales
department. Only qualified cendidales please.
Resumes 10 Director of Sales. Keymarket
Communications of New Orleans, 1450 Poydras
Si., Su'te 440, New Orieans, LA 70112
References verified. EOE

Manager of WRR-FM: The City of Dallas seeks an
aggressive individual to serve as manager of
WHR-FM with 1he Convention and Event Services
Department. Responsibilities include managing
the musical. sales, lechnical, and operalional
aspecls of the Cily's classical radio station. This
position offers a unique and challenging cpportu-
nily 1o continue the development of a classical
music radio audience in a progressive and diverse
community. Quatified applicants musl have a
Bachelor's Degree in Broadcasling, Public
Adminisiration, Business, Finance, or a related
field. Musl have a minimum of five years manage-
menl level experience in broadcasting, as well as
demonsirated success in selling and achieving
goals in a large complex, customer service orienl-

Classilies

For rates and other information, see page 10! of classifieds

ed organization. Must have a thorough knowledge
of radic station gperalions, such as programing,
sales, administration. and engineering. Base
salary range from $42.700 to $56,400 commensu-
rale with educalion and experience. Individuals
interested in Lhis position should submit a cesume
andfor application with a cover letler by Friday,
December 31, 1993 to: Staffing Manager,
Personnel Depariment, 1500 Marilla St.. City Hall,
Room 6AN, Dallas, TX 75201. Equal opporlunity
employer. M/F/H,

HELP WANTED SALES

Sales representative: Smail markel Wisconsin
radiofcable TV stalion seeking applications from
experienced sales represeniatives. Minimum 2
years experience. Demonstrated past success.
Ability to grow into sales management. Resumes
of application to Jelf Smith, WRPQ, Box 458,
Baraboo, Wi 53913, EQE

Long Island, NY acct exec: Immediate opportuni-
ly for killer with experierce in market or equivalent.
$100.000+. Reply confidential. Box T-2 FOE

WLIB, America’s premier urban talk/music station
is looking for lhe best experienced salespeople t©
call on N.Y. agencies. RUSH your resume to:
Reginald Thomas, GSM, WLIB, 801 Second Avenue,
New York, NY 10017 ICBC is an EOE M/F/H

Wanted: Christian broadcaster of AM/FM combo
locking for experienced sales manager to marage
and motivale a 7-person seasoned sales depari-
ment of aggressive Adult Contemporary Christian
station. Incenlive and benelit package. Send
resume lo: WWIB/WOGO, Atin: Terry Steward, 5558
Hallie Road, Chippewa Falls, Wi 54729, EQE

Is your resolution to make more $ in '94? Then
pay attention!! Great New Year opportunity with
Shamrock Coemmunications” WEZX in
Scranton/Wilkes Barre. This AOR market leader
lhat prometes from wilhin has an established
account list with salary, commission and benefits
for the right individual. Rush cover letter and
resume to Shane Reeve, GSM, WEZX/MWEJL. 149
Penn Avenue. Scranton, PA 18503. EOE

Hot CHR-RockNRoll sales manager: Must be
arnbitious and willing 1o hit the street with the sales
slaff. Medium size markel in warm Southwest.
Greal opportunily o step up to GM. Send resums
to Box T-20, EOE.

Experienced AE, CRMC preferred: Il your
strong suit is getting results for local direct
ciients, fax your resume to 915-655-9675. AC
KELI/San Angelo, TX. ranks #1 18-439 and 25-54
M-F, but numbers are meaningless if listeners
don'l buy. Money magazine ranks this market cf
100,000 as one of the 40 best places to live in
America. EOF

Cool 105.9, Orlando’s Powerhouse FM Qldies
station, is searching for an aggressive, self-moti-
vated. professional account execulive to join our
over-achieving sates slalf and handle an existing
lis;, A minimum of 2 years radio sales is required.
Vendor experignce is a plus. Send resume to:
Mike Gonick, 2101 S.R. 434, Suite 305, Longwood,
FL 32779. No phone calls please. EOE.

HELP WANTED ANNOUNCER

Announcer interested in working in small mar-
ke:. Cengenial working conditions. Send resume
and tape lo WTTF. 185 South Washington St
Tiffin, OH 44883. EOE.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

92.7 WZZR, South Florida’'s fastest growing radio
sial'on is expanding again and is looking 1o fill the
following positions. Promotions mgr.. production
director, sales assistant. and telemarketer. Send
resume or letter to PO Box 0093, Pt. Sl. Lucie, FL
34985; Attenlion: Charlie Ditoro/GM. CRB of
Florida (WZZR) is an equal opporlunity employer.

SITUATIONS WANTED MANAGEMENT

Seeking general manager position in smal mar-
ket. Willing to relocate. Call Ted 914-357-9425 or
914-357-4861. 399 Rte. 202, Suffern, NY 10901

Music licensing problems? Fees too high? Too
much redtape? Call me for help, former BMI VP T
save you money, time and aggravetion. 8ob
Warner, 609-3385-7110

SITUATIONS WANTED NEWS

No airhead. No news bunny: Major market
anchorfreporter. Network reparler, assignment
editor and producer. Managemenl experience
Call 708-256-6337.

TELEVISION

HELP WANTED MANAGEMENT

Local sales manager: WOWK-TV, CBS affiliate is
looking for @ manager anc a leader. Build
client/station retationships. sell beyond the ralings,
motivate and direct a sales leam for the future.
Send resume with relerences to: John Fusco,
General Sales Manager, WOWK-TV, 555 Fifth
Avenue, Hunlinglon, WV 25706-0013. EOE.

General manager, plus: Growing stalion group
soeks savvy, hands-on broadcaster who has faced
challenges and made the difierence ai stalions, GM
experience in diverse markels required. The right
person could become part of our senior manage-
ment team, with equity. Reply o Box T-4. ECE.

Mid-western, top-70, market-leading network affil-
jate seeking GSM with strong track -ecord in
national and local sales management. Must have
ability 1o create and manage sales projects, inven-
tory. traffic départment and training program.
Greal opporturity wilh guod benefits to be associ-
ated wilh a group-owned markel development ori-
ented slation. Send complete resume to: General
Manager, Box T-21. EQE

General sales manager: Neitwork afliliale located
in Missouri is seexing aggressive. experienced
GSM. Experience 10 inciude 3-5 years in national
and local sales Have knowledge of BMP or com-
parable software. Emphasis on new business,
special evenls and sales promotions, strong lead-
ership skills, creative ideas and positive atlitude.
Reply to Box T-22 in confidence. EQE,

Director of broadcast operations: Successful
1op 40 Fox affiliate, WXMI Fox 17 in Grand Rapids,
Michigan, seeks lop creative talent 10 oversee the
broadcast operations department. Successful
candidate wili be responsible for station creative
services, local programing, promotions, public
affairs., puplic relations, and produclion.
Candidate must possess exceptional creative tal-
enl, communications skilis and management abili-
ly. If you have the abilily to take a successful Fox
station to the next level... respond to this ad! Send
resumes 10 Hurman Resources Coordinaior, WXMI
Fox 17, 3117 Plaza Drive NE, Grand Rapids. M|
49505. No phone calls. EQE.
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National sales manager: Gulf Coast Fox affiliate
has immediale opening for a NSM. The ideal can-
didate will have solid media experience in local
sales as well as nationa!l or rep experience. We
are looking for a leader who wants to win! If this
sounds like you, send a resume to Bill Parks,
GSM, WPM!I TV, PO Box 8038, Mcbile, AL 36691
or fax to 205-602-1515. EOE.

WPTV 5 (NBC) in the nation's 45th television mar-
ket is in search of a creative services director.
Qualified candidates must have previous promo-
tion experience and have the ability to manage
and motivate a multi-division department of six
people in premotion, public service, public afairs
and local program production. You will also work
closely with other department heads o achieve
station goals. Please send resume and tape to:
Wayne Cunningham, WPTVY 5, 622 North Flagler
Drive, West Palm Beach, FL 33401 No telephone
calls. WPTV is an equal opportunity employer.

MIS manager: New TV advertising sales & mar-
keting firm seeks MIS manager to admin LAN net-
work (Novell), trouble-shoot hardware/software,
train Word for Windows & Excel, install and pur-
chase eguipment. Knowledge of TV advertising
sales business required. Resume to: R Mazzo,
New World, 625 Madison Ave., 11th FI., New York
City, NY 10022. ECE.

Business manager: KOIN-TV, the CBS affiliate in
Portland, OR, is recruiling an individual 1o lead our
financial and business operations. In addition o a
broad array of financial and accounting skills, we
expect the successful candidate to have 3-5 years
experience in senior management at a successful
station. This position reports to the VP/GM and is
responsible for financial operations at both the sta-
tion and our incependent fiim/video produclion
house. Pcrliand is a great place to live, and KOIN is
a great place to build your career. Send a resume
and lelter stating your gualifications to: Maris
McKinley, Human Resources Coordinator, KOIN-
TV, 222 SW Columbia, Porttand, OR 87201, EQE.

HELP WANTED MARKETING

Director of marketing: CBS affiliate WTAJ-TV,
Johnslown-Alloona, seeks talented #2 {0 move up
and revitalize department. Need is for strong on-
air and graphics background, writing skills, and
sales promotion idea source. Also requires profes-
sional marketing sense, ability to interpret
research. set stralegy, and execute a multi-media
marketing p'an. Send resume to Rick Reeves,
VPIGM, 5000 6th Avenue, Alloona, PA 16602. EQE

HELP WANTED SALES

Chicago TV account executives for full powered
UHF.  Ability 10 sale local advertising without rat-
ings. Cable, radio or TV sales experience
required. $3,000 per month draw, generous com-
mission structure & benefits. PO Box 731, Tinley
Park, 1L 80477. An EEO employer

Local account executive: Leading Southeasl Fox
affiliate 's seeking an experienced local account
executive with strong agency and retail sales
skills. as well as cold call savvy, who will accept
and appreciate the challenge and opportunity 1©
grow. Candidates must not only possess a strong
background in broadcast sales but also be well-
versed in quantitative and gualilative research
tools. Light travel and computer knowledge is
required. Sales promotion experience is an assel.
Send resume to: WHNS-TV, Atin: Matt Filla, Local
Sales Manager, 21 Inlerstate Courl, Greenville, 5C
29615. M/F/HIEOE

Account executive: WAVY television-
Porlsmouth/Norfolk/Virginia Beach market. 2 plus
years broadcast experience reguired. College
degree preferred. Successful candidate should be
proficienl with ratings, negotiating. and servicing
accounis. Proven track record in new business

development a must. Experience with markeling
research a plus. Send resume to: Cheri Parsons,
Local Sales Manager, WAVY-TV, 300 Wavy Street,
Portsmouth, VA 23704. No phone calls. EQOE.

HELP WANTED TECHNICAL

Assistant chief engineer: Top 50 Fox UHF
Opportunity for advancement in slation group.
Transmitier experience preferred. Competitive
salary. Resume to: GM, Fox 38, 916 QOak St.,
Scranton, PA 18508. EOE.

HELP WANTED NEWS

Weather anchor: Rare opportunity with dominant
#1 team. Network affiliale. Accu Weather. Beautiful
four station, Mid-Atiantic market. Stable group
ownership. Top salary. EOE/AA. Send resume and
tape to Box T-9.

KOLD-TV, the CBS affiliate in Tucson, Arizona is
looking for a photographer/editor. Minimum two years
experience. Liveshot experience preferred. Versatility
and aggressiveness a must. Tapes and resumes 1o
Jaime Lopez, Chief Photographer, KOLD-TV, 115 W.
Drachman. Tucson, AZ 85705, ECE.

Shooter to shine throughout Florida for national
newsmagazines. Requires ability to combine ook of
network production with hustle of local news. Sound
tech, Beta gear, good pay/great bonus opporlunity.
Fax resume, cover latter: 813-885-8766. EQE.

Anchor/reporter: Strong communicator wanted to
complemenl veteran male anchor. Must have
strong journalism background and live reporting
experience. This is not an entry level position.
Deadline for responses is December 17, 1993,
Send non-returnable resume and tapes to Lloyd
Winnecke, News Director, WEHT-TV, PQ Box 25,
Evansville, IN 47701, EQE.

General assignment reporter: Need aggressive,
resourceful reporter, with strong writing skills and
experience a must. Resume and non-returnabile tape
o T. Hiebert, KTVA (CBS), 1007 W. 32nd Avenue,
Anchorage, AK 99503, Close: 12/17/93. EQE.

Two positions: Medium market network affiliate in
Southeast needs producer for its 6 and 11 news-
casts. Must have two years experience, excellent
writing skills and know how to stack a fast-paced,
attention-getting newscast. Reporter with three
years experience covering slories with a creative,
fresh approach. No beginners. Send resume and
tape to Box T-11. EOE.

General assignment reporter: TV network affiliate
seeks person with demonstrated reporling experi-
ence, initiative and ability. Weather background
very helpful. No phone calls accepted.
Tapelresume to PQ Box 860, Erie, PA 16508,
Aftention News Director. EQE.

Meteorologist: Medium-markel CBS affiliale in
Southeast needs polished meteorologist with
pleasing personality who is willing to make numer-
ous public appearances. Should be familiar with
Liveline computer sysiems and have a seal with at
least two years broadcast experience. Send tape
and resume to Box T-12. EOE.

TV news producer: University Extension,
University of Missouri-Columbia seeks news pro-
ducer with good sheooting or editing skills.
Experience with BVE-310, A51, BVW, and iong for-
mat a plus. Small shop with science, healih, and
consumer stories to produce and piace. Requires
cooperation, lifting, travel, and a Bachelor's in an
appropriale field. Three years full-time experience
required. No calls. Affirmative action/egual appor-
tunity employer. Send resume, non-returnable
tape, and lelter describing your role in each piece
o1 the tape to: Frank Fillo, 9 Clark Hall, Columbia,
MQ 65211,

|

Sports reporter/anchor: Looking for a creative,
hard worker to join our team. Must be willing to
shoot and edit. Heavy emphasis on local sports.
Overseas experience in a computéerized news-
room. 1f you can provide the sizzle and steak, this
is the job for you! Send 3/4" \ape with resume to;
News Direclor, Guam Cable TV, 530 West O'Brien
Drive, Agana, Guam 96310. EOE.

Director/TD: If you love news. Love lo call and
swilch your own newscasls. Love to push the lim-
its on graphics. Have never seen a sporiscast that
was fast enough, and can't wait to do it again
tomorrow, you may be the one. If you also have 3-
5 years of experience in directing live newscasls,
work with a GV-300 swilcher, and use an Abekas
DVE, you just improved your cdds of working in
one of Fortune Magazine's best places 10 be in the
United States, home of WRAL-TY, one of the best
news organizations in the country. if you are not as
hyped-up as this ad buy know you deliver a better
newscast than 99% of the directors out there, and
you're willing to lake control of the situation, you,
oo, should apply. Enthusiasm, while appreciated,
cannot be substituted for solid performance. (How
do you think we got to be one of the best news
organizations in the country?) Please send resume
and tape {very important) of a current newscast to
Operations Manager, WRAL-TV, PQ Box 12000,
Raieigh, NC 27605. EOE m/ffhfv.

Anchors-reporters-producers-wanied for an excit-
ing overseas opportunity in Hong Kong! We have
launched the first English language cable television
service in Hong Kong and are looking for high-cali-
bre professionals to join our team. Knowledge of
Chinese a definite plus but not essential. Rush tape
and/or resume 10 Peter Maize, Wharl Cable/CNNI,
4th Ficor, Whart Caole Tower, 9 Hoi Shing Road,
Tsuen Wan, Hong Kong. Phone 852-611-5649, or
fax 852-493-1508 for more info, EOE.

Phatojournalist/editor: Dominant NBC affiiate in
36th market has an immediaie cpening for a news
photojournalist/editor. The idea! candidate has
experience in Beta, ENG, and SNG. Please send
tape, resume, and salary history to: Rick Gevers,
News Director, WOQD-TV, 120 College 5t., Grandg
Rapids, MI 49503. WOOD-TV is an equal opportu-
nity employer.

Sportscaster: Major broadcast group seeking a
strong number two sportscaster for the news
leader in a midwestern market. Duties would
include weekend anchor, lhree-days sports report-
ing and main sporis anchor back-up. Qualified
applicants will have a degree in journalism or
eguivalent experience and at least three years
anchoring television sports. Energetic, creative on-
air presentation is a must. Please send resumes
and tape to Box T-8. ECE.

Reporter/producer: WXXI|, public television seeks
highly motivated journalist for award winning news
weekly. We do quality long form reports, invesliga-
tions. Minimurm two years professional experience.
Must be able to leil a story, edit and have strong
writing skills. Send resume, non-returnable tape
and your news philosophy to WXXI Human
Resources, PO Box 21, Rochester, NY 14601.
Women, minorities, persons with disabilities and
veterans are encouraged to apply. ECE.

Senior producer: #2 position in southeast news-
room. Person will oversee production of daily news-
casts and have a major role in the research and pro-
duction of series and other special projects. Resume
and references only. M/F, EOE. Drug screen. Not an
enlry level position. Replies (o Box T-24.

News director/anchor: Available Decernber 13,
1993 ai KLAX-TV. Must be able to train and motivate
young aggressive news team, work within budget.
Send tapes and resumes to 1811 England Orive,
Alexandria, LA 71301. No phone calls please. EQE.
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Statewide producer: Supervise and produce
weekly news program at award winning statewide
public TV network. Bachelor's with major in broad-
cast journalism, mass communications or related
field with emphasis in radio, television cr film pro-
duclion, plus four years experience in television
production, to inciude wriling, directing and pro-
ducing, reguired; equivalency considered.
Masler's preferred. Must have demonstrated abili-
ly to create innovative television news programing.
Excellent interpersonalfcommunication and negoti-
alion skills necessary. Supervisary experience
desirable. Computer skills helpfut. $28,893 mini-
mum annuai salary plus excellent benefits. Submit
cover letter of application and resume postmarked
by January 4 to: Personnel Coordinalor, University
Television, Box 83111, Lincaln, NE 68501, UNL is
commitled to EEO/AA and ACA. If you need assis-
tance under the ADA, please contact the
Personriel Coordinator.

Statewlde producer/reporter: Assist producer in
the production of weekly news program.
Bachelor's with major in Broadcast Journalism,
Mass Communications or related field with empha-
sis in radio, lelevisicn or film plus three years pro-
duction experience, 1o include reporting, wriling,
directing and producing required; equivalency
considered. Master preferred. Excellent communi-
cation and research skills necessary. $26,267 min-
tmum annual salary plus excellent benefils. Submit
cover :elter of applicalion and resume postmarked
by January 4 10: Personnel Coordinator, University
Television, Box 83111, Lincoln, NE 68501, UNL is
committed to EEQ/AA and ADA. If you need assis-
tance under the ADA, please contacl the
Personnel Ceordinator.

Anchor/reporter: Top-raled southeast station
locking for a weekend anchor, 3-day-a-week
reporter. ldeal candidate is a hard-nosed reporter
who has a warm on-air personality. Minorities
sirengly encouraged o apply for a co-anchor posi-
tion wilh a solid female anchor. Willing to consider
strong reporters with limited anchoring experience.
Send resume and salary history to BoxT-23. EQE.

Assistant news director: KSDK, #1 NBC St.
Louis affiliate, #1 all news lime periods. Locking
for lake-charge #2 person capable of directing
day-to-day news coverage. Must be strong on
content and leadership skills. Major market news
management/experience preferred. Send resume:
Human Resources, KSDK-TVE, 1000 Markel, Sl
Louis, MO 83101. No calls. EQE.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Program/operations manager: Primary account-
abilily will be for evaluation, purchase and sched-
uling of programing; other responsibilities will
include oversight of stalion's on-air look and
development of community projects. Qur station is
a group-awned, NBC affiliate which is top-rated in
every newscasl in a market where an individual
can still make an impact. Repies should include
salary history or requirements and will be held in
confidence. Mail lo: Personnel Director, WFIE-TV,
PO Box 1414, Evansville, IN 47701, Phane calls
will not be accepted. An EEQ employer.

Production manager: Uniquely operated inde-
pendent station in top 20 ADI has opening for self
motivated person experienced in: Tralfic, technical
direction, video F/X and editing. General knowl-
edge of FCC rules and sales helpful. Send letter,
resume and salary history to Box T-25, EOE.

Public tnformation Specialist ll: Develops,
writes, edits. performs narrative and produces
training, informaticnal and promolional video pro-
ductions and programing for departments and
City Cable Television. In addition, coordinates with
departments the development of information for
release io the public in the form of press releases,

CLASSIFIEDS—
public service announcements, bill inserts, | Assistant production editor: Editor with creative

newsletters, and the like. Requires equivalent to
graduation from an accredited four-year college or
university with a Bachelor's Degree in Journalism
or related field and two years of experience in
news reporting (preferably broadcasting), promo-
tion or related field. Must possess a valig Virginia
driver's license. Complele pasilion description is
accessibie to all applicants in the Department of
Human Resources. Salary $26,939-$42,822/yr.
(eff. 12/01/33). Apply using position #9383 by
Decemper 17, 1993 to Cily of Norfolk, Dept. of
Human Resources, 100 City Hall Bidg., Norfolk,
VA 23501. EQE

Producer/anchor/reporter: For a nationally syndi-
cated weekly news program that lakes an in-depth
lock at the Jewish world. a broad knowledge of
Jewish affairs including Israel and the Middle-East
is essential. You must be aggressive, delail orient-
ed and be able to edit video. Send resume, reel,
and references ASAP 1o: Direclor of Producticn,
JTN, 9021 Melrose Avenue, Los Angeles, CA
90069. EOE.

Production manager: We are looking for that
"one" excepticnal person with hands on experi-
ence in production, master control, editing and
camera work. Must be fluent in speaking and writ-
ing (English/Spanish) growing Central California
Hispanic station. Send your resume and a tape of
your work to: Box T-26. EOE.

Assistant promotion manager: KSDK, N8C St
Louis affiliate, #1 all news time periods is locking
for experienced producer to work late into the
nighl and come back the next morning looking for
more. Spots must sing! Writing must sizzle! We
want the best of the best. Degreed. If that's you,
send tape and resume io Human Resources,
KSDK-TVS, 1000 Market Street, St. Louis, MO
63101. No calls. EOE.

The Travel Channel, a 24 hr. national cable net-
work reaching over 20-million homes, is expand-
ing criginal programing. Now seeking... Manager
of current programing. Responsible for shaping
high quality documentary and magazine shows.
Creative aversight of infout-of-house production
units including supervising rundowns, scripts, and
fine cuts. Extensive long-form producing/writing
experience mandatory. Journalistic ethics, main-
1aining series quality, ability to work with pictures
and scripts should ali be second nature. Position
will be located in Atlanta, Georgia. Send resume
and salary hislory in confidence to: Director of
Current Programing, The Travel Channel, 2690
Cumberland Parkway, Atlanta,GA 30339. Fax 404-
801-2441. (Please, no phone calls.) EOE

Assistant design director: KSOK, top rated NBC
St. Leuis affiliate has an opening for an experi-
enced television graphic designer. You will work
with two other designers on a wide variely of pro-
jects in different media. Video paint graphics for
newscasts will be part ol the primary responsibili-
ties. Qualified appiicants should have strong
design and creative abilities, traditional layout and
paste-up production skills, television experience
especially with news grephics and B.A. in Graphic
Design. Send letler and resume to Human
Resources, KSDK-TVS, 1000 Market Stieet, St.
Louis, MO 83101. No calls, EQE.

Technical news director: Eastern Shore beach
affiliale seeks person with 1 year's experience in
directing TV newscasts. Will direct a!! personnel
involved in six & eleven newscasts. Requires lead-
ership skills and knowledge of Ampex 4100
switcher, ESS-3 Still Storer, Abekas AS51, studio
cameras, Basys teleprompter, Yamaha audio
board, Chyron-RGU2 character generalor.
Benefits include paid insurance package, year-
end bonus. Tape & resume to John Cannon,
WMDT TV, 202 Downtown Plaza, Salisbury, MD
21801. EOE/M-F.

flair to assist in editing and/or shooting local com-
mercials, industrials and on-air program cam-
paigns. One year's experience editing TV com-
mercial produclion. Need working knowledge of
Ampex Vista & 4100 swilchers, field and studio
cameras, 3/4" VTR, Ampex ACE 1" edilor, ESS-3
Siill Store and Abekas A51. Send resume and tape
to John Cannon, WMDT TV, 202 Downtown Plaza,
Salisbury, MO 21801, EOE/M-F

Promotions director: Creative writer and editor
wanted by small-markel alfiliate. Create, shoot and
edil news, weather, sports & slalion on-air promos
using state-of-the-art equipment. Coordinate mulii-
media campaign. See production editor ad far list
of equipment. Resume and tape with salary history
o John Cannon, WMDT TV, 202 Downtown Plaza,
Salisbury, MD 21801. EQE/M-F.

SITUATIONS WANTED SALES

A gal who can spin gold out of hay-high level
sales trouble-shooter. Excellent reputalion sta-
lions/cable, Reply to Box T-27.

SITUATIONS WANTED NEWS

Experienced field producer, assignment edilor,
writer. Major market, syndication and network.
Also management experience. Call 708-256-6337.

SITUATIONS WANTED PROGRAMING
PRODUCTION & QTHERS

Complete production team- with reporiers seek
freelance assignments, infomercials, commercials
etc. From concept lo completion. Network level
exp. 718-356-7700.

MISCELLANEOUS

Christmas & nature footage: Seasonal stock
foctage, excellent prices., BetaCam SP quality, no
per use fees, yours 1o keep. PRAISE Stack Footage
Division 703-430-7313. Fax 703-494-5963.

Career Videos: Our professionals prepare your
personalized resume tape. Unigue formal, excel-

lent rates, job search assistance. Qur clients get
jobs! 708-272-2917.

ALLIED FIELDS

HELP WANTED MANAGEMENT

Executive director, National Associaticn of
Hispanic Journalists: Candidates should possess
strong organizational, management, tundraising
and bilingual proficiency skills. Qualified appli-
cants should send resume and a vision paper lo
Begonia Abrams, 1193 National Press Building,
Washinglon, DC 20045. 202-662-7143. ECE.

HELP WANTED INSTRUCTION

The Department of Communications, Loyola
University, New Orleans, invites nominations and
applications for the Loyola Chair for Environmental
Communications, which is endowed by a gift from
Freeport-McMoRan, tnc. Duties include leaching
graduate and undergraduale courses, research
that will focus on environmental communications,
and service lo the communications needs cof pri-
vate industry, state governmeni and the public at
large. The ideal candidale will be an eminent
scholar who has training and research and leach-
ing experience in communications, especially
environmental communicalions, a knowledge and
understanding of scienlific method, and an appre-
ciation of environmental philcsophy and environ-
mental policy. The individual should meet the
qualifications for lenure. Appeintment will be made

100
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—CLASSIFIEDS—
resume. and the names and addresses of three ref- Phoenix & LA market(s). Base salary plus commis-

at the professor level. Review of applications
begins January 7, 1994. Letter of applications,
complele curriculum vitae and at least three letiers
of reference should te sent to: Dr. Larry Lorenz,
Loyola Chair Search Committee, Sox 104, Loyola
University, New Qrleans, LA 70118, EQE.

HELP WANTED ADMINISTRATION

Director: School of Journalism and Mass
Communication. Kent State University seeks appli-
cations and nominations for the position of director
of lhe School of Journalism and Mass
Communication, appointment 1o be effective July
1, 1994, In this professionally oriented AEJMC
accredited school, a full-time faculty of 19 serves
more than 1,000 undergraduate students in news-
paper, magazing, and broadcast news; radio and
television production, corporale vides. media
sales and management; advertising, public rela-
lions. and photography. There are 60 master's
degree students in media managemenl and
reporting and editing programs. Qualificalions:
The selection process will focus upon candidates
demonstrating the mosl advanlageous mix of the
following: proven managementfadminisirative
leadership, professional/academic experience,
and successful teaching experience/demonstral-
ed interest in journalism ang mass communicalion
education. Responsibilities: As executive adminis-
trator of the scheol, the director wilt report to the
Dean of The College of Fine and Professional Arts
in the performance of educational and adminisira-
tive responsibililies including: Financial and per-
sonnel managemenl; academic program develop-
ment and evaluation; leadership in research and
professional development; generation of oulside
funding and maintenance of a strong prolessional
presence peyond the campus. Salary:
Commensurate with credenlials and experience
Nominalions of and applicalions by women and
minorities are especially encouraged. A complet-
ed application for this position will include a leiter
of interest, resume, and names, addresses, and
lelephone numbers of three 1o five references. The
letter of interest should include a summary of the
candidale's vision of a prolessional school of jour-
nalism and mass cormmunicalion, especially in the
areas of teaching and research/creative activity.
The search committee will begin reviewing appli-
cations on February 15, 1994, The search will
remain open until the position s filled. Send to:
Chair, JMC Director Search, Ccllege of Fine and
Professional Arts, Kent State Lniversity, PO Box
5190, Kent, OH 44242-0001. Egqual
opportunity/affirmative action employer.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Producer, associate: Review scripts & film con-
cepts, hire actors & cinematographers, coordinate
film production & assist producer in production of
films, commercials, television shows & video for the
Japanese media industry. Must be fluent in
Japanese. MA in Film/Video. No experience neces-
sary. Must be willing to train, 9am-5pm. 40 hrsfwk.
$35,000/yr. Send letter or resume in dupl lo GH
#711, Room 501, One Main Stieet, Brooklyn, NY
11201, EQE.

Associate producer-audio/video: Firsl cfass uni-
versity production facility seeks a creative, energetic
associale producer-audiofvideo. The University
Television Center at Mississippi Stale University has
complete, broadcast quality production sludios with
Betacam SP field and A/B roll editing systems,
Ampex ADO, satellite uplinks, and Chyron,
Wavefronl and Aurora graphics syslems. We are
locking for & creative individual who has good orga-
nizational skills and is able 10 make independent
decisions relating to location letevision production
requirements for audio and video. A B.S. degree is
required with an emphasis in lelevision or film pro-
duction, or closely related field, with atl least 2 yrs
experience. Interested applicants should send

erences to: Search Cormmittee Chair-Associate
Producer-AN, PO Box 6101, Mississippi State, MS
39762. Deadiine is January 14, 1994 or until an
acceptable candidale is found. MSU is an AAEQE.

FINANCIAL SERVICES

Immediate Financing on all broadcasting equip-
ment. If you need $2.000-$500,000. Easy to qual-
fy, 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 |easing: Application only (o $50,000.
Up to 1.5 million with full financials. New and used
equipment. Allen Marshall, Broker. 404-227-8737.

Lease purchase option: Refinance existing
equipment, lease purchase new equipmenl, no
down payment, user friendly. Carpenter &
Associales, 800-760-4020.

EMPLOYMENT SERVICES
Government jobs $16,040-859 230/yr. Now hir-

ing. Call 1-805-862-800C Exl R-7833 for current
federal fist.

Home typists, PC users needed, $35,000 poten-
tial. Delails. Call *-805-962-8000 Ext B-7833.

WANTED TO BUY EQUIPMENT

Used videotape: Cast for 3/4" 5P, M2-30's,
Betacam 3P's. Call Carpel Video 301-694-3500.

EDUCATIONAL SERVICES

On-camera coaching: Snarpen TV reporting and
anchoring/leleprompter skills. Produce quality
demo tapes. Resumes, Criliquing. Private lessons
with former ABC News correspondent. 914-937-
1719. Julie Eckhert, ESP.

FOR SALE EQUIPMENT

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

Broadcast equipment (used): AM/FM transmit-
lers, RPU’s, STL's antennas, consoles, process-
ing, turntables, automation, tape equipmenl, moni-
tors atc. Continental Communications, 3227
Magnaolia, SL. Louis, MO 63118. 314-664-4487. Fax
314-664-9427.

ERI 200 AC, 6 Bay FM antenna 97.3, 1100 4 1/8”
dielectric coax, 1800" 3 1/8" Prodlin line. All line
complete with hangers. 305-653-5800

Sony BVH-3000 1" VTR §18,000; CMX-3500 edit-
ing system $6,500; GVG-1600 switcher $3.500;
Graham Palten 612 audio mixer $7,000. Pacific
Rim Video: B05-485-9930 ask for Bob.

Helicopter: 1979 Bell JetRanger 111, fully equipped
for ENG. Excellent condition, $365,000. Contact:
Kidd, KCRA-TV 3 Television Circle, Sacramento, CA
95814, 916-325-3287.

Lowest prices on videotape! Since 1979 we have
been bealing the high cost of videolape. Call
Carpel for a calalog. 800-238-4300.

CABLE

HELP WANTED SALES

National Cinema Network representing AMC,
GCC & Mann theatres is seeking energelic, experi-
enced adverlising sales accounl executive to sell
local and regional adverlising for the exciting On-
Screen Entertainment program in lhe VA Beach,

sion. Great benefits package. Comprehensive train-
ing program. EQE. Please send resume to: National
Cinema Network, 5109 Leesburg Pike, Suite 912,
Falls Church, VA 22041, Attn: Stuart Hoffman.

Account executive needed for full-service video
production company. Growth opportunity for motival-
ed individual with proven sales experience and long-
lerm perspective. Send letter and resume to: Media
General Cable of Fairfax, 14650 Qld Lee Road,
Chantilly, VA 22021 or fax 10 703-378-3498. EQOE.

e

EARLY DEADLINE NOTICE

There will be no December 27,
1993 issue due to the Christmas
Holiday. The closing date for the
January 3, 1994 issue is Monday,

December 20, 1993 at noon.

BROADCASTING & CABLE’S
CLASSIFIED RATES

All orders |0 place classified ads & all correspondence
pertaining to this section should be senl to: BROAD-
CASTING & CABLE, Classitied Depanment, 1705 De-
Sales S1.. N.W., Washinglon, DC 20036. For information
call {202) 659-2340 and ask for Mitzi Miller.

Payabie in advance. Check, money order or credil card
(Visa, Mastercard or American Express). Full and correct
payment mus! accompany all orders. All arders must be
In writing by either letter or Fax 202-293-3278. If payrnent
is made by credit card, indicate card number, expiralion
dale and daylime phone number.

Deadline is Monday al ngon Eastern Time far the foliow-
ng Monday's issue. Earlier deadlines apply for issues
published during a week containing a fegal holiday. A
special nolice announcing the earlier deadline will be
published. Orders. changes, andfor cancellations must
be submilted in writing. NO TELEPHONE ORDERS,
(C:Eéﬁz%ES ANDVOR CANCELLATIONS WILL BE AC-

When placing an ad. indicate the EXACT calegory de-
sired: Television, Radio, Cable or Allied Fields: Help
Wanled or Situations Wanted: Management, Sales. News,
elc I this information is omilled, we will determing the
appropriate category according to the copy. NO make
goods will be run if al infermation is not included. No
personal ads

The publisher is nol responsible for errors in printing cue
1¢ illegible copy—all copy musl be clearly typed or print-
ed. Any and all errars musl be reporied 1o Ihe Classilied
Advertising Deparlment within 7 days of publication date
No credils of make geeds will be made on errors which
do not materially affect lhe advertisemenl.

Publisher reserves the right 1o aller classified copy to
conlorm with the provisions of Tille VIl of the Civil Rights
Act of 1964, as amended. Publisher reserves lhe right to
abbreviate, aller, or reject any copy

Aates. Classified lislings (non-display). Per issue: Help
Wanled: $1.70 per word. $34 weekiy minimum. Situations
Wanied: 85¢ per word, $17 weekly minimum. All other
classificalions: $1.70 per word. $34 weekly minimum.

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

Rates: Classilied display (minimum 1 inch, upward in half
inch increments). Per issue: Help Wanled: $148 per inch
Situalions Wanted: $74 per inch. All other classificalions:
$148 per inch, For Sale Stations. Wanled To Buy Stations,
Public Notice & Business Opporlunilies adventising re-
quire display space. Agency commission only on display
space. Frequency rates available

Blind Box Service: {In addition to basic advenising
costs) Siluations wanted: No charge. All olher classifica-
tions: $20 per ad per issue. The charge for the blind box
service applies to advertisers running Tistings and display
ads. Each advertisement must have a separale box num-
ber. BROADCASTING & CABLE will now forward tapes.
bul will not forward transcripts, portfolios, writing sam-
ples, of olher oversized materials; such materials are
relurned to sender. Do not use folders. binders or the like.
Replies to ads with Blind Box numbers should be
addressed to: Box (letier & number), c/ioc BROADCAST-
I2N(33& CABLE, 1705 DeSales St.. NW, Washington, DC
0036

Contidential Service. To protect your identity, seal your
reply in an envelope addressed to the box number. In a
separale nole list the companies and subsidiaries you do
not want your reply to reach. Then, enclose both in a
second envelope addressed to CONFIDENTIAL SER-
v:jCE, Broadcasting & Cable Magazine. al lhe address
above

For subscription intormation
call 1-800-554-5729.
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# CLASSIFIEDS —

TELEVISION
SITUATIONS WANTED NEWS

HIRE A POLK WINNER

Proven Excellence in Investigative Reporting
and Series/Documentary Production
Acando ... team player. Interestin investiga-
tions and special projects production. Can
have an immediate impact on your market
and make a quality difference to your product.
Reply to Box T-17

HELP WANTED NEWS

SALES TRAINING

N

b .

\/ f

v L‘ vl ‘_l -
ALLIED FIELDS
FOR SALE STATIONS

REPORTER/PHOTOGRAPHER
Responsibilities include all phases of sto-
ry production including enterprising pho-
tography, tape editing and script writing.
Will operate alone in the field as a “one
person” unit. Must exercise good news
judgement in collecting story information
and demonstrate creativity in visual story
telling. Requires 3 years experience in
photography/editing and television news
reporting.
No phone calls please. Send non-return-
able tape and resume to:

WFTX-TV

Mark Pierce
Station Manager
621 SW Pine Island Road
Cape Coral, FL 33991

Equal Opportunity Employer

DOMINANT FM FOR SALE
Powertul and profitable Four Corners
Area station serving Cortez/Durango,
Co. and Farmington, NM with great
duopoly opportunities.  Principles
only call (602) 623-7380.

FOR SALE
TWO FM'S AND ONE AM
TWO NICE ECONOMICALLY HEALTHY
MARKETS IN NY AND PA, BOTH PROF-
ITABLE. 2.3 MILLION, GROWTH
POTENTIAL.

RESPOND TO BOX T-28

HELP WANTED PROGRAMING
PROMOTION & OTHERS

jormation programs for
rivate Business Tele-
twork. The successful
-will have 24 years of
st experience, a famil-
i state-of-the-art produc-
fiting equipment, solid
ills, and a knowledge of

ﬁhﬂology. Strong visual-
il computer skills

. Excellent written and
nmunication skills a

rﬁ% offers a competitive
enefits package.
qualiﬁexf candidates
d resume and salary
to: First Union
nk of North Carolina,
¢ First Union Center
Chariotte, NC 28288-0953.
utilizes drug testing as
g of employment.

FRTON

First Union National Bank
of North Carolina

er M/F/DIV

COASTAL FLORIDA AM

Top 100 market
$250k
$50k down
407-295-2572

FOR SALE

REGIONAL, PROFITABLE LONGTIME AM
RADIO STATION IN LEADING FLORIDA RE-
SORT GROWTH MARKET. #1 GROWTH
MARKET IN NATION. PERFECT FLORIDA
BASE FOR EXPANDING GROUP. VALUABLE
LAND, BLDG, CAN BECOME REGIONAL
POWERHOUSE SIGNAL. REPLY: BOX T-29

Ideal station for owner/operator

Southern lilinois AM is only station in mar-
ket of 8,000. No daily paper. Good equip-
ment, facilities, signal. If you can make a
$35,000 down payment, financing avail-
able. Contact Jim Glassman, PO Box
3335, Peoria, IL 61612 309/684 6262

FOR SALE STATIONS CONTINUED

W. John Grandy

BROADCASTING BROKER

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

Power 104 FM Missouri—
Must Go

Owner wants to move back home. Growing
market, great cpportunity, brand new 1993
Automation Systern, Sateliite Capabilities,
clear 3000 kw signal. Interested buyers call
(314) 564-2275. Asking only $175,000.

Happy Holidays!

and a Special Thanks to all our
Clients and Friends who helped
make 1993 our best year ever!

Heres to a better 1994 for all of us!

BARRY

SKIDELSKY

Attorney at Law

655 Madison Avnug, 1¢th Floor
New York, NY 10021

(212) 832-4800

FOR SALE
FULL CLASS B FM
MODESTO, CA

Excellent growth market, 90
minutes east of San Francisco.
Huge signal from new transmit-
ter site, good ratings and stable
staff. Offered at $2.9 million
cash. For details, please fax a
letter stating interest and qualifi-
cations to Elliot Evers at Media
Ventures Partners' San Francis-
co office. 415-391-4912.

Sale subject to court approval

HELP WANTED SALES

Regional Sales Manager

Comark, the leading U.S. manufacturer of high power UHF television
transmitter systems, is seeking a highly motivated professional who possesses
excellent communication, presentation, and negotiation skiils for the Northeast

region.

Demonstrated success in large-system technical sales, knowledge of the
broadcasting industry, and ability to travel are requirements.

Send resume to:

Comark Communications, Inc.
Manager of Human Resources
P.O. Box 229

Southwick, MA 01077

EOE

7\ COMARK
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— CLASSIFIEDS

HELP WANTED TECHNICAL

EMPLOYMENT SERVICES

2

Press[1] Radio jobs, updated daily
Television jobs, updated daily
[3] Hear "Talking Resumés”
To record “Talking Resumés” and
emplayers to record job openings
(3] Entry leve! positions

5 - (5027

JOB OPPORTUNITIES NATIONALLY

» Professional, Technical & Production
« Cable & Broadcast TV, Film...
2x/month, 6 issues/$35, 12/$60, 22/%95.

Subscribe today. Send check/MO to:

ENTERTAINMENT EMPLOYMENT JOURNAL™
Dept. 550, 7095 Hollywood Bl. #3815
Hollywood, CA 90028
For more info call: (800)335-4335
In CA: (213)269-8500

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

TALENT/LINK

Call Toll Free 1-8008-766-3331
Your Link To A Career

CABLE
HELP WANTED PROGRAMING
PROMOTION & OTHERS

r ON-AIR PROMOTION WRITER/PRODUCER
needed by major cable network in the NYC
area. Candidates should have 3-5 years experi-
ence writing and producing promotional spots
for television and proven ability to produce im-
age spots and sales presentations. Your demo
tape should represent a wide variety of work i.e.
news, sports, entertainment, and/or sales pre-
sentations. Please send your demo tape (1/2"
preferred), resume and salary requirements to

© Box T-18.

L Equal Opportunity Employer

Avid Dallas is seeking a broadcast applications engineer/editor with a minimum of
4 years experience in a broadcast production/editing environment. Responsibilities
include sales support, product demonstration and on-site evaluations. Tﬁe qualified
candidate should have an in-depth knowledge of broadcast news/production envi-
ronments as well as hands-on equipment knowledge. Experience wig\ nonlinear edit-
ing systems is preferred. Good interpersonal and communication skills, as well as a
strong desire to introduce nonlinear products to the broadcast market essential.

Avid offers an exciting, fast-paced, high growth environment
which will have a major impact on the broadcast industry,

Please send or fax resume with salary requirements, to:

Avid Technology, Inc.
Metropolitan Technology Park
One Park West

Tewksbury, MA 01876

(508) 640-1552 ;

CABLE
HELP WANTED TECHNICAL

One look at the facts will give you a look at the future. in just seven years, QVC
Network has become one of the world's largest cable shopping networks. Our
show reaches into 47 million homes. And our sales go beyond $1 billion annually.
If you're looking to become a part of one of the major networks of the 21st century,
this is your opportunity.

Working at our state-of-the-art facility in West Chester, PA, you will work on a 24-
hour television operation controlling robotic cameras while directing and technical
directing a live TV show. Solid TV production experience, knowledge of Grass
Valley Switchers, plus plenty of ambition and energy will be essential to your
success.

The person we seek already knows the QVC story. If you want to contribute to the
next chapter, tell us what you can offer us, and our audience. Send us your
resume with salary requirements and demo reel to: Michael Cavanaugh, QVC
Network, Goshen Corporate Park, West Chester, PA 19380-0844. We are an
equal opportunity employer.

NETWORK

Quality Value Convenience
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Eor

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 84.) FCC actions on
ownership change filings with file numbers and ac-
tion dates follow:

Granted
WKAT(AM) North Miami, Fla. (BTC930909EB)—
Action Nov. 29.

KSD-AM-FM St. Louis (AM: BAL931004EE; FM:
BALH931004EF)—Action Nov. 29,

WBES-FM Dunbar, WV (BAPLH930112GP)—Ac-
tion Nov. 29.

KKPR-AM-FM Kearney, NE (AM: BAL931015EB;
FM: BALH931015EC)—Action Nov. 30.

KGOL(AM) Humble, TX (BAL930317EB)—Action
Nov. 30.

WEBHA-FM Hot Springs, VA (BAPH321228HS)-—
Action Nov. 23.

WCOL-AM-FM Columbus, OH (AM: BALS30929-
GJ; FM: BALH830929GK)}—Action Nov. 24.

NEW STATIONS

Applications

= Bentonville, AR (BPH331012MA)—Cherokee
Broadcasting Co. seeks 95.7 mhz; 6 kw; ant. 100 ft.

Abbreviations: AFC—Antenna For Communications:
ALJ—Administrative  Law  Judge:  alt.—alternate:
ann.—unnounced: ant.—anicnna: dur.—aural; aux.—
auxiliury: cb.—channel: CH—critical hours,: chg.—
change:. CP—construction permit: D—day: DA-—di-
rectional antenna: Doc.—Docket: ERP—<cflective ra-
diated power: Freq—frequency. H& V—horizontal and
vertical: khz—xkiloherntz: kw—kitowalts: lic.—licensc:
m—mciers: mhz—megahertz: mi,—miles: mod.—
maedification: MP-—maodification permit; ML—mwdifi-
cation license: N—night: pet. for recon.—petition for
reconsideration: PSA—presunrise  service  authority:
pwr.—power: RC—remote control: S-A—Scientific-
Adanta, SH—specificd hours: SL—studio location:
TL—transmitter logation: trans. —transnitier; TPO—
transmitter power oulput; U or ugl.—unlimited hours:
vis.—visual;  w—wulls:  *—noncommercial.  Six
groups of numbers at end of laciliies changes items
sefer to map coordinates. One meter equals 3.28 [eet.

Address: 602 Maria St., Springdale, AR 72762. Ap-
plicant is headed by Milchell K. Johnson and has no
other broadcast interests.

mClovis, NM (BFH931123MA)—Thelese Broad-
cast International seeks 101.5 mhz; 60 kw; ant. 54
fl. Address: P.O. Box 1208, Austin, TX 78767, Ap-
plicant is headed by David Worley Jr. and has
interests in KLEA-AM-FM Lovington, NM.

m Newberg, OR (BP931122AB)}—Ron & Beth
Erickson seek 830 khz, 250 kw. Address: 20085
S.W. Wright St., Aloha, OR 97007. Applicant has no
other broadcast interests.

Actions

w Arvin, CA (BPH930614MD)—Dismissed app. of
Albert Ray Perez for 92.5 mhz; 0.14 kw; ant. 581 ft.
Address: 16638 Karen Rd., Madera, CA 93638.
Applicant has no other broadcast interests. Action
Nov. 23.

= Bismarck, ND (BPH930601ME)}—Dismissed

app. of Bismarck Radio Partners for 98.7 mhz; 100
kw; ant, 301 ft. Address: 1801 N, Quinn St. #204,
Arlington, VA 22209. Applicant is headed by Sam
W. Primm and has no other broadcast interests.
Action Nov. 23.

= Brighton, NY (BPH930527Mi)—Dismissed app.
of Auburn Cablevision Inc. for 94.1 mhz; 3.2 kw;
ant. 139 ft. Address: 32 Owasco St., Auburn, NY
13021. Applicant is headed by Frederik Osborne
and has no other broadcast interests. Action Nov.
23.

u Ashland, OR (BPH930203ME)—Dismissed app.
of Jeftrey Rochlis for 107.5 mhz; 5.5 kw; ant. 429 ft.
Address: 10601 Wilshire Blvd., Suite 1604, Los
Angeles, CA 90024. Applicant has interests in per-
mittee of KVYZ-FM Thousand Palims, CA. Action
Nov. 23.

FACILITIES CHANGES

Applications
= Carmel, CA New 95.5 mhz—J & M Broadcasting

Company seeks mod. of CP (BPH-880211MM) to
make changes; change: ERP: 1.85 kw; ant. 195 m,

® Pueblo, CO KTSC(TV) ch. 8—University of
Southern Colorado seeks CP to change ERP:
2409 kw; ant. 715 m.; TL: atop Cheyenne Moun-
tain.

m Zebulon, GA WEKS(FM) 92.5 mhz—Spalding
Broadcasting LP seeks mod. of CP (BPH-
900417MU) to make changes; change: TL: on Raw-
lins Rd., 2.8 km SE of Zebulin, in Pike Co., GA.

u Terre Haute, IN WBFX(AM) 1230 khz—Contem-
porary Media Inc. seeks CP to correct coordinates
t0:39 29 21 - 87 25 11.

u Westport, IN WYHB(FM) 91.5 mhz—Good Shep-
herd Radio Inc. seeks mod. of CP (BPED-
880804MB) to make changes; change: ERP 6.3 kw;
ant. 107 m.; TL: on Country RRd. 1100 So., 2.8 km

SERVICES

BROADCAST DATABASE

datax;unld

Coverage/Terrain Shadowing
Allccation Sludies - Directories
P.O. Box 30730 301-652-8822
Bettiesda, MD 20814 800-368-5754

= -
SROADCANT DATA BERYICKS
A Div. of Moffer. Larson & Johuson, Inc.
" AM. FM, TV, H-group databases

* Coverage, allocalion and ler-ain studies
* FCC research

703 824-5668

1

Dy

* Microwave and Sateffite

FAX: 703 824-5672 908-245-4833

COMMUNICALIIONS

¢ Radio and Television Sysiem Design
* Transmitter and Studio Installation

Engineering and Installation
627 Boulevard
Kenilworth, NJ 07033

TN G @ QfaEnless, inc.

New Towers, Antenna Structures

Engineering Studies, Modifications

Inspections, Erection, Appraisals
North Wales, PA 19454

Shoolbred Engineers, Inc.

Structural Consulants

Towers and Antenna Structures
Robert A. Shoolbred, RE.

1049 Morrisssn Dirive
Charleston, 5.C. 29403 » (03] 577468 |

@LBL....

RF DESIGN & INSTALLATION SPECIALISTS
LARCAN SOLID STATE TRANSMITTERS
ALAN DICK ANTENNAS & COMBINERS
LEBLANC & ROYLE TOWER SYSTEMS
14440 CHERRY LANE CT LAUREL MD 20707

TEL: 301-498-2200

Broadcast Video Tape

Gredl Service « Excedlent Prices

FOR WORLDWIDE

215 699-4871 FAX 699-9597
SATELLITE
TRANSMISSION

SERVICES CONTACT:

IDB COMMUNICATIONS GROUP

™

FAX: 301-498-7952

New Qually Stock « Cusiom Reloads
BETACAM « U-MATIC+ VHS

1-800-888-4451

10525 WEST WASHINGTON BLVD.
CULVER CITY, CA 902321922
213-870-9000 FAX: 213-240-3904

Products wanted for
Infomercials T

T R

P g ;
- F 310/574-4400

& Interactive Media Group

NATIONWIDE TOWER COMPANY C

ERECTIONS - DISMANTLES - ANTENNA - RELAMP
ULTRASOUND - STRUCTURAL ANALYSIS - PAINT
INSPECTIONS - REGUY - ENGINEERING

P.0O. BOX 130 POOLE, KY 42444-0130
PHONE (502) 533-6600 FAX (502) 533-0044
24 MOUR EMERGENCY SERVICE AVAILABLE

INCORPORATED

NATIONAL INDEPENDENT BILLING

contact
BROADCASTING MAGAZINE

+ Billlng Services
« Blting Software

« Business Management Software

Robert A. Holzinger
(507) 388-0300

1705 DeSales St., N.W.
Washington, D.C. 20036
for availabilities
Phone: (202) 659-2340
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PROFESSIONAL CARDS

du Treil, Lundin & Rackley, Inc. ==CARLT. JONES= LOHNES AND CULVER COHEN, DIPPELL AND
—— A Subsidiery ofAD. Ring. P.C CORPORATION CONSULTING RADIO ENGINEERS EVERIST, P.C.
240 North Washington Blvd. CONSULTING ENGINEERS 8308 Cherry Lane CONSULTING ENGINEERS
i Laurel, MD 20707-4830
Sarmotn, Frofta 4236 SPRINGHILD, VIRGINA 22153 (901 776-4ags 1300 1 STRGET, oW, SUITE 1100
o i (1) si i i
MEMBER AFCCE APCCE Since 1944 Member AFCCE Mermbsr AFCCE
MLJ

Moffet, Larson & Johnson, Inc.
Consulting Telecommunications Engineers
Two Skyline Place, Suite 800
5203 Leesburg Pike
Falls Church, VA 22041
703-824-5660
FAX: 703-824-5672
MEMBER AFCCE

HAMMETT & EDISON, INC,
CONSULTING ENGINEERS
Box 280068
San Francisco, California 94128
HE (415) 342-5200

(202) 396-5200

Member AFCCE

CARL E. SMITH
CONSULTING ENGINEERS
AM-FM-TV Engineering Consultanis
Complete Tower and Rigging Services
"Serving the Broadrast Industry
Joc over 30 Years”

Box 807 Bath, Chio 44210
(216) 659-4440

Jules Cohen & Associates, P.C.
Consulting Electronics Engineers
Suite 600
1725 DeSales, N.W.
Washington, D.C. 20036
Telephone: (202) 658-3707
Telecopy: (202) 659-03€0

Member AFCCE

E. Harold Munn, Jr,,
& Associates, inc.
Broadcast Engineering Consultants
Box 220
Coldwater, Michigan 49036
Phone: 517—278-7339

Mullaney Engineering, Inc.
P L

9 Y

9049 Shady Grove Court
Gaithersburg, MD 20877
301-921-0115

Member AFCCE

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, Hlinois 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 Modifications.
Inspections, Erection, Fic.
6867 Eim St., McLean, VA 22100(703) 356-9765

C.P. CROSSNO & ASSOCIATES
CONSULTING ENGINEERS

P.O. BOX 180312
DALLAS, TEXAS 75218
TELECOMMUNICATIONS (FCC, FAA)
CHARLES PAUL CROSSNO, P.E.
(214) 3219140 MEMBER AFCCE

JOHN F.X. BROWNE
& ASSOCIATES, PC.
525 Woodward Ave.
Bloomfieid Hills, M| 48013
(313) 642-6226
Washington Office
(202) 293-2020
Member AFCCE

D.C. WILLIAMS, P.E.

Consuliing Radlo Engineer
Member AFCCE
Post Office Box 1888
Carson City, Nevada 89702

(702) 885-2400

OMMUNICATIONS TECHNOLOGIES INC.
BROADCAST ENGINEERING CONSULTANTS

Clarence M. Beverage
Laura M. Mizrahi

P.O. Box £130, Marlion, NJ 08053
L (609) 9850077 - FAX: (609) 985-§124

LAWRENCE L. MORTON
ASSOCIATES

1231 MESA OAXS LANE
MESA QAKS CAUFORNIA 93438

TELL COMMUNICATIONS £ MGINEERS.

LAWRENCE L. MORTON, P.E.
AW s FM s TV

AFPLICATIONS = FIELD ENGINEERING
MEMBER AFCCE

{(805) 733-4275 / FAX (805) 733-4793

[ I
STEVEN ). CROWLEY, P.E,
Consulting Engineer

1133 15th St., N.W., Suite 1200
Washinglon D.C. 20005
Telephone (202) 223-1101

Fax (202) 223-0806

Member AFCCE

Radio/Tv Engineering
Company

"Serving Broodeasiers over 35 vears"

George Jacobs
& Associates, Inc.
Consulting Broadcast Engineers

Domestic & International
Member AFCCE

Suite 410 8;](:1 Gesorgia A':%.
(301) 587-8800 il <0k

DON'T BE A STRANGER

To Broadcasiing & Cable’s 117.323 Readers.
Bisplay your Prolessonal or Service Card here
Il will be seen by slation and cable TV system
owners and decision makers

1989 Aeadership Survey showing 3 7 readers
per copy.

contact
BROADCASTING MAGAZINE
1705 DeSales St., N.W.
Washington, D.C. 20036
tor availabilities
Phone: (202) 659-2340

AFCCE
Association of
Federal Communications
Consulting Engineers
P.O. Box 19333
20th Street Station
Washington, DC 20036-0333
(301)776-44488

PROFESSIONAL/SERVICES DIRECTORY
NEW RATES, EFFECTIVE JANUARY 1, 1994

52 weeks - $55 per insertion

26 weeks - $70 per insertion
13 weeks - $85 per insertion




I FOR THE RECORD _—

SUMMARY OF NUMBERS
BROADCASTING
Service Total
Commercial AM 4,948
Commercial FM 4,945
Educational FM 1,650
Total Radio 11,543
Commercial VHF TV 558
| Commercial UHF TV 595
.| Educational VHF TV 123
| Educational UHF TV 240
Total TV. : 1,516
VHF LPTV 498
UHF LPTV 906
TT’o'ial LPTV 1,404
FM translators 2,070
VHF translators 2,371
UHF transiators 2,435
Total Translatars 6,876
CABLE
Total subscribers 55,030,380
Homes passed 98%
Total systems 11,385
Household penetration*  62.4% |
*Penetration percentages are of TV household
universe of 92.1 million. Saurce: Nielsen, NCTA and
BROADCASTING & CABLE’s own research.

SE of Uniontown exit on 1-65, in Jennings Co., IN.
Change city of license from Westport, IN, to Sey-
mour, IN.

a Qak Grove, LA KWCL-FM 96.7 mhz—KWCL-FM
Broadcasting Company Inc. seecks CP to make
changes; change: ERP: 6 kw; ant. 100 m.; TL: S of
intersection of Philly Ln. and Louisiana Hwy #2, 3
km E of Oak Grove, West Carroll Parish, LA.

® Qakland, NJ WVNJ(AM) 1160 khz—Universal
Broadcasting of New York Inc. seeks MP
{BP8II204AB) to correct cocordinates to: 41 03 23
74 14 58.

m Clarion, PA WCUC-FM 91.7 mhz—Clarion State
College seeks CP to make changes; change: ERP:
3.3 kw.

W Caguas, PR WLII(TV) ch. 11—Estrella Brillante
Lid. Copartnership seeks MP (BPCT-930421KE) to
change. ant. 355 m.

Actions

& Jonesboro, AR KDEZ{FM) 100.5 mhz—Granted
app. of TM Jonesboro Inc. for CP to make changes:
ERP: 50 kw; ant. 123 m.: TL: Craighead Co., AR, .1
mile S8 of New Haven Rd., .55 mile W of Thomas
Green Rd., frequency changed from 100.3 mhz to
100.5 mhz and class changed from A to C2 {per
MM docket 92-87). Action Nov. 24.

8 Long Beach, MS WJZD(FM) 94 5 mhz—Granted
app. of Beach Broadcasting Ltd. Partnership for
mod. of CP (BPH-870730ML) to make changes:
change ERP 6 kw; TL: SE corner of intersection of
39th Ave. and 34th St.; Gulfport City, Harrison Co.,
MS. Action Nov. 24.

= Cottonwood, AZ KZGL(FM) 95.9 mhz—Granted
app. of Park Lane Regency Radio Inc. for CP to

change ERP: 9 kw, and ant. 760 m. Action Nov. 19.

u Pueblo, CO KCCY(FM) 96.9 mhz—Granted app.
of McCoy Broadcasting Co. for CP to make
changes: ERP: 58.3 kw, ant. 695 m,, TL: atop
Cheyenne Mountain, 6.3 km W of Fort Carson, CO,
at 270 degrees true. Action Nov. 4.

& Pelia, IA KFMG(FM} 103.3 mhz—Granted app. of
Intergalactic Communications Inc. for mod. of li-
cense (BLH-850718KL) to reclassify station to class
C1. Action Nov. 19.

m Herrin, IL WVZA(FM) 92.7 mhz—Granted app. of
Wayne E. Tate for mod. of CP (BPH-890405ME) to
make changes: ERP: 3.3 kw; ant. 132 m_; TL: North
City Limits of Marion, IL, West side of Hwy 37.
Action Nov, 22.

u Belle Plaine, KS KOUY(FM) 92.7 mhz—Granted
app. of Daniel D. Smith for mod. of CP (BPH-
920304MA) to make changes; ERP: 12,2 kw; ant.
143 m. Action Nov. 19.

= Wilmore, KY WVYI(FM) 96.3 mhz—Granted app.
of Marianne Warnock for mod. of CP (BPH-
880727NE) to make changes; change: TL: 1.2 mi.
N of State Road 152. Action Nov. 8.

® Minneapolls KVBM-TV ch. 45—Granted app. of
KVBM Television Inc. for MP (BPCT-840725KH) to
change TL: Telefarm South Tower, Minneapolis-
St.Paul, Hennepin-Ramsey, MN; ERP: 5000 kw;
ant. 375 m. Action Nov. 19.

u Thief River Falls, MN KKDQ(FM) 99.3 mhz—
Returned app. of Ault Marketing Inc. for CP to make
changes; change: ERP: 6.5 kw; ant. 51.4 m,;
change class to C3 (per MM docket 90-544). Action
Nov. 23.

# Lumberton, MS WLUN(FM) 95.3 mhz—Granted
app. of Stone-Lamar Broadcast Services Corp. for
CP 1o make changes, ERP: 100 kw , ant. 299 m.,
TL: 0.8 km N of E McHenry Rd., 4.9 km E of
McHenry, Stone Co., MS, antenna supporting-
structure height and to change class: to C1 (per MM
docket 92-211). Action Nov. 22.

® Burlington, NC WZZU(FM) 93.9 mhz—Dis-
missed app. of Prism Radio Partners LP for CP to
make changes: ant. 473 m.; modify directional an-
tenna system. Action Nov. 22.

® Omaha, NE KKCD(FM) 1059 mhz—Granted
app. of Vantage Communications Inc. for CP to
make changes; change: ERP: 20 kw ; ant. 111 m;
change class to C3 (per MM docket 89-595). Action
Nov. 22.

u Dover, NH WOKQ(FM) 97.5 mhz—Granted app.
of Fuller-Jeffrey Broadcasting Corp. of New En-
gland for CP to change antenna system from direc-

Speed up delivery

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

Atlanta Los Angeles
Boston Miami
Chicago New York
Dallas Orlando
Denver Philadelphia
Detroit San Francisco

Houston Washington, D.C.

To inquire about changing, call
1-800-554-5729.

Cahners publishes
'94 economic report

Now you can minimize the risks
associated with your business
planning decisions with the
Cahners 1994 Economic Out-
look.

This 60-plus-page report fea-
tures forecasts for the general
economy, as well as for more
than 30 industrial and service in-
dustries, and includes an elec-
tronics and technology section.

Published in early October and
regularly $75, the Outlook will be
available to BROADCASTING & Ca-
BLE readers for only $29.

Send your name and address
with a check made out to
Cahners Economics or your Visa
or MasterCard number and expi-
ration date to Cahners Econom-
ics, P.O. Box 59, New Town
Branch, Boston, MA 02258-
9908.

tional to nondirectional. Action Nov, 22.

m Jewett, NY New 97.9 mhz—Granted app. of Car-
mine M. lannace for CP for new FM on frequency
97.9 mhz; ERP 1.45 kw ; ant. 205 m. Action Oct. 28,

m Voorheesville, NY WCDA(FM) 96.3 mhz—
Granted app. of Kriscott Broadcasting inc. for mod.
of license o increase ERP: 0.5 (per MM docket 88-
375). Action Nov. 22.

8 Yellow Springs, OH WYSO(FM) 91.3 mhz—Dis-
missed app. of Antioch University for CP to make
changes: ERP: 37 kw, change class from B1 to B.
Action Nov. 22,

a McMinnville, OR KLYC({AM) 1260 khz—Granted
app. of Bohnsack Strategies Inc. for CP to change
TL to: 4-1/2 km ENE ot McMinnville city limits on
Warmington Rd., McMinnville, OR. Action Nov. 18.

8 McKinnon, TN WTWL{FM} 101.5 mhz—Granted
app. of WJZM inc. for CP to make changes. change
ERP: 1.58 kw as amended 9/8/92. Action Nov, 8.

® Llano, TX KLKM(FM) 104.7 mhz—Granted app.
of Maxagrid Broadcasting Corp. for CP to make
changes; to delete directional antenna. Action Nov.
22.

m Orange, TX KKMY(FM) 104.5 mhz—Granted
app. of Uno Broadcasting Corp. for mod. of CP
(BPH-870302NV) to make changes; ant. 335 m. TL:
21.1 km NW of Orange, TX, at 283 degrees true.
Action Nov. 10.

u Sunderland, VT WJAN(FM) 95.1 mhz—Granted
app. of Radio New England Ltd. for CP {0 make
changes; change ERP. .096 kw. Action Nov. 22.

m Green Bay, WI WORG{FM) 90.1 mhz—Granted
app. of Lakeshore Communications Inc. for mod. of
CP (BPED-880406MK) to make changes; ERP:
1.81 kw; ant. 172 m_; TL: Town 22 N, range 21 E,
Township of Glenmore, Co. of Brown, WI; antenna
supporting-structure height. Action Nov. 19.

= Matewan, WV WVKM(FM) 106.7 mhz—Granted
app. of Three States Breadcasting Co. Inc. for mod.
of CP {BPH-900614IC as mod.) to make changes;
change: ERP: 4.3 kw; ant. 229 m.; TL: 1.9 km W
SW of Buskirk, KY. Action Nov. 15.
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Not dead yet

EDITOR: In response to the Sept. 13
letter from Thomas E. McKinney,
president of the Cabletelevision
Advertising Bureau, it appears that
Mr. McKinney was misinformed as
to the contents of the Veronis, Suhler
& Associates Communications In-
dustry Forecast as well as our position
with respect to the cable industry.

Mr. McKinney erroneously
claims that the VS&A Forecas! pro-
Jects cable advertising to grow at a
4% annual rate during the next five
years and compares that figure with
the 14% increase forecast for 1993 by
Paul Kagan Associates. In fact,
Forecast projects cable advertising to
grow by 13.9% in 1993, led by an
18.1% increase in local and regional
advertising. Over the five-year
forecast period (1993-1997), we pro-
Ject cable advertising to increase at
an 11.7% compound annual rate:
10.8% for network cable advertis-
ing, 14.6% for local. The 5% figure
cited by Mr. McKinney includes
our 2.9% growth forecast for the much
larger cable subscription compo-
nent. Our forecast for cable subscrip-
tions incorporates the impact of the
FCC-mandated rate rollback that re-
cently took effect as well as the im-
pact of future rate regulation.

As to our view that the network
prime time audience share will stabi-
lize, here are the facts. Between
1980 and 1985 (calendar years), the
network prime time audience share
fell from 85 to 74, a drop of || points.
From 1985-90, the networks’ share
(including Fox in 1990 prorated for
the number of prime time broadcast
hours) fell an additional 9 points to
65%. Between 1990 and 1993,
however, the four-network share fell
only an additional point to 64%.
Thus, by any measure, the rate of au-
dience erosion for the broadcast
networks has moderated in the 1990s.

In addition to the recent trend,
which certainly suggests a bottoming
out of audience erosion for the
broadcast networks, our forecast of fu-
ture audience share is based on two
straightforward analytical points: one,
the April FCC ruling freed Fox
from the financial interest/syndication
rule constraints. Thus, even while
fin-syn remains in effect Fox will be

@i VliKe pu——

able to increase its hours of broad-
casting, making the networks as a
group more competitive; two, rat-
ings for the leading cable services in
their universes have not grown in

the last five years. Growth in overall
cable ratings has come principally
from the wiring of new households
and the introduction of new cable
services. Cable currently passes 98%
of U.S. TV households, and there
are few non-cabled areas left to wire.
Thus, cable will be hard pressed to
generate significant penetration gains
and will have lost its main engine

of ratings growth.

Our citation of the success of the
Fox network simply reflects the fact
that given the ability to finance the
production of original high-budget se-
ries programing on a regular basis,
Fox was able to achieve an 8 rating in
just a few years. By contrast, the
USA network, more than 10 years old
and the most popular cable net-
work, is viewed by less than 2% of to-
tal TV households. USA can fi-
nance only a limited number of
original programs and has achieved
its success by programing popular net-
work reruns.

Mr. McKinney’s point about
Fox's recent decline in younger demo-
graphics is a non sequitur. In the
last season, NBC shifted its program-
ing to specifically target younger
viewers and to compete more directly
with Fox, accounting for Fox’s de-
cline in that demo. NBC, in the pro-
cess, also lost audience. Conse-
quently, both networks are now
looking to broaden their audience
base. Of course, many of the most
successful cable networks, includ-
ing CNN, USA, A&E, ESPN, TBS
and Discovery, do not specifically
target younger viewers either. In the
business of television advertising,
the size of the total audience delivered
is of primary importance even
when the advertiser is looking for spe-
cific demographic targets.

We agree with Mr. McKinney
that viewers are attracted to the best
programing, regardless of delivery.
We also believe that cable will remain
a vibrant, healthy and growing in-
dustry as indicated by our robust fore-
casts for cable advertising growth.
We do not believe, however, that the
broadcast-network business 1s dy-

ing. On the contrary, it will flourish.
The success of the Fox network,

and talk by several major entertain-
ment companies of starting a fifth
network, indicates that we are not
alone in our view that broadcast
television remains an attractive busi-
ness.—David Wilkofsky, managing
pariner, Wilkofsky Gruen Associates,
New York.

Expanding on Keystone

EDITOR: The investment made by
France Telecom in Keystone Commu-
nications (*‘Cutting Edge,”” Nov.
29) will enable the U.S.-based satel-
lite-transmission company to ex-
pand our domestic and internattonal
services to broadcasters. Keystone
has studio, play-out and uplink facili-
ties on the east and west coasts plus
domestic satellite capacity and two In-
telsat transponders in the Pacific re-
gion. Qur clients include the U.S. net-
works and CNN, syndicators,
including Paramount, the major broad-
casters in Japan and other Asian
countries and the EBU in Europe.
Keystone was created in 1988
through the merger of World Commu-
nications and Bonneville Satellite.
David F. Simmons, Keystone chair-
man/CEO, described the invest-
ment by France Telecom (through its
subsidiary France Cable and Radio)
as ‘‘a significant minority sharehold-
ing—Tless than 50% but more than
20% .-——Peter Marshall, president,
Kevstone Communications, Wash-
ington.

Subscriber reaction

EDITOR: As you acknowledge in
your editorial (**After the Storm,”’
Oct. 11), there may be long-term
costs to the cable industry following
the retransmission-consent/must-
carry battles.

However, in your analysis of the
participants, you have ignored one of
the future foes of the cable indus-
try—the subscribers who have been
caught in the middle of the public
relations wars, who have seen their ca-
ble bills increase yet again (mine
Just went up $1.07 a month} and who
can’t wait for competitors to break
the monopolistic hold of the large ca-
ble companies.—John Weispfen-
ning, assistant professor, University
of Maine, Orono, Me.
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Doesn’t like agenda

EDITOR: | read with interest your

Oct. 4 **Top of the Week’’ story
**Dan Rather blasts TV news.”’
Rather wants to stop the *‘Hollywood-
ization’” of TV news, yet what does
he want in its place?

Does he want to deiiver the news
with integrity, accuracy and in an eq-
uitable manner? Does he want to
see to it that all sides of an issue are
covered? Hardly! What he wants is
the liberal political correctness that
permeates network newsrooms.

By his own admission what is
really important is not the quality or
the precision of the news but mak-
ing sure we have the proper mix of Af-
rican Americans, Arab Americans,
Latinos, gays and lesbians on camera.
{And how are we to know what the
sexual preference of a news reporter
is? If Dan were really honest,
doesn’t he mean that he wants more
people on the air who are pushing a
particular agenda?)

Rather doesn’t seem to under-
stand that much of America has had its
fill of the mediocre, slanted news
that he and his network colleagues
continually put on the air. He criti-
cized his own network for airing an
entertainment special about the dis-
covery of Noah’s Ark because he said
it “‘turns out to be a 100% hoax.™’
While that is a matter of debate (why
should he care?, he said it was an
“‘entertainment’” special), why isn’t
Rather upset by hoaxes such as the
one CBS news pulled on March 26,
1991, which columnist Brent Bo-
zell pointed out. The Food Research
and Action Center claimed that 6
million children under the age of 12
went hungry at least once during
1991. But on March 26 of that year
Rather started his newscast with:

“*A startling number of American chil-
dren are in danger of starving....””
Hardly a night goes by that such a dis-
tortton of the news on the TV net-
works doesn’t occur.

Programs such as A Current Af-
fair might indeed be “*Hollywoodiza-
tion’” of the news. They might even
be an insult to ong’s intelligence, but
at least you don’t come away from
such a program feeling as if you have
someone else’s ‘‘socialist, politi-
cally correct agenda’” shoved down
your throat!—J. Thomas Lam-
precht, president, Atlantic Coast
Communications, Greenville, N.C.

OPEN MIKE —

Remembering Don Lee

EDITOR: I'm sure your Willet

Brown obituary (Oct. 23) meant to say
“*one of the largest regional radio
networks,’’ not “‘regional network ra-
dio stations,”” in referring to the
Mutual Don Lee Broadcasting Sys-
tem, which, on its own regional
broadcasts, was identified simply as
the Don Lee Broadcasting System.

The network, named for Califor-
nia's pioneer Cadillac dealer and dis-
tributor and group broadcaster, had
earlier enabled William Paley to bring
his newly acquired Columbia
Broadcasting System to the Pacific
time zone with but one signature.

Paley benefited further when
CBS was able to purchase Don Lee’s
KTSL ch. 2, now KCBS-TV. As
W6XAO, it began, not in 1939, as re-
ported, but in 1931, It was the first
television station with a publicly an-
nounced schedule of daity broad-
casting. And all electronic! One
couldn’t just go out and buy a set
then, of course, but if you weren’t
able to build one from scratch or as-
semble a kit, you still could see TV re-
ception on a well-maintained, pub-
licly displayed set at a Cadillac
showroom.

By 1939, when scheduled daily
telecasting arrived in New York, Los
Angeles had a second station,
W6XYZ, not KTLA c¢h. 5, and W6XAO
had moved from its original studio-
transmitter site atop the old Don Lee
Cadillac building at 7th and Bixel,
downtown to Mount Lee, where its
now-former tower and building still
stand above the “*Hollywood’" sign.

KCAL-TV, related only through
Don Lee’s radio successor, General
Tire, is on channel 9 and began in
1948 as KFI-TV, owned by Lee’s long-
time automotive and broadcasting
rival, Packard dealer and distributor
Earl C. Anthony.

The confusion may have come
from the fact that its call sign under
General was KHI-TV, after the Don
Lee Los Angeles radio stations, now
KHHJ and KRTH.

Brown’s KGB was also once a
Don Lee-owned station, though it was
not acquired by General due to the
company’s nationwide focus and the
old seven-station ownership limit.
KGB-FM was founded by an interim
owner. KRTH 1s California’s oldest
FM station.—Thomas D. Bratter, Los
Angeles.

; DEGEHBEH b i i
Dec 14 Deilvery af Video O\rarEms!mg-
Phone Lines,” forum in telecommunications prac-
i sponsored by, Center for Advanced Tech-
nalogy in Tetecammun.‘caﬂons ‘Polytechnic
Unws:*s:t Brooklyn, N.Y. Cﬁn!aci Ameena
Mustata, ?13} 2E0-3050.
Dee. 15--International Radio smd Televi-
' | sion Soclety Christmas benelit. Waldor Astoria,
I | New York Contact: Mariyn Ellis, (212} 867-8650.
' Dec. 16--New York Women in Film & Tela-
_vision gais holiday luncheon. Marriott Mamuis. -
| New York Contact: (212) BSE-BE!EES R

i JANUARY 1994 %
Jan. 6-8—Showbiz Expo East. New York Hiton
and Towers, New York. Contact: (213) 86&1311
Jan. ‘Io—baadlna for entries for the Ohlo State
Awards. Conack: Phyis Madry, (814} 2820185,
+ dan. 14—Deadiine for stries for 1993 Paabddr
* Awards. Contact {(706] S49.47HT.
 »Jan, 14—Deadline for entries for 1994 Grean
| Eyeshade Awards sponsared by Sociely of Profes-
slonal Journalists, Ammmwm@rer o
| Contact: (404) 496-0957. B
eadang 14-zu——Haﬂmafﬁmchanﬁmmd-
- pasters winter bodrd rheutmg Caﬂ'lst!aﬁ.edulkf Cmn-
fact (902} 4295000, -
Jan. 14— New York. Fastivals umerﬁaunnal
Television programing dwards prasentation.
. Sheraton New ‘York and Towers, New York.
 Conact: Anne White, (314) 230-4481. i
Jan. 15-18—WILJIA ‘94 international muliimedia
. gonlent market, Cannes, France, Gm'a&‘tcr Bar-
. ney Bemhard, (212) 689-4220 :
_ Jan, 21—Deadline for entries for thie National
I'| Aecademy of Television Arts and Sciences -
1993-1964 Daylime Emmy Awards, Contact
Trudy Wilsan, (212) 586-8424. -
s Jan, 23-24—Association of mdapmdenrreb
vision Siations, Miami. Contact: (202} 897-1870.
« Jan, 24-27—NATPE International Ii.'l&am‘i Beam
- Cortact {310’; 453'44#0
 Jan. 25-26—South Carolina Cable Television As—
aos!m’ﬁm:nmnﬁm Columbla Mariolt Hotel, Golum-
'bia, $.C. Conlagt: Nancy Homa, (404} 2524371,
= Jan. ﬁs-sem—mﬂmammm 15
fm?urs.‘u‘r‘ast!ingwn Conlast: {?03} 549-6000.
| ‘Jan. 30- Feb. 1—North American Nar.'ami'
Broacasiers Association annual meeting.
- Maria Isabeila Sheralon Hotet, Mexico City.
‘Contad : Kate Marmarideau, {613y ?33-6553

: FEB—MAY 1994
Feia. 4-5—Soclety of Mation Picture and Tolevi-
sion Englnaers advancad television and elactionic

- [maging conference. Grﬂcago CantanL Caral ng

- {914) 7B1-1100.
Feb. 7—Nebraska Bmadcasmm assocm
tion annual state legisiative meeting and hall of
fame hanquét Cornhusker Hotel, Lincolr, Neb
Contact: Richard Palmauist, (402} 833-3034.

- Feb, 7:11. —Mbﬂoﬂl‘eﬁh}hﬁ!&w&hnﬂsﬁ- i
vai Morte Carlo. Contact (33) 83-60-45-44,
Feb. B8-9 Cable Television of Georgia annugl
convention. Westin Peachires Plaza Hotel, Atlanta.

 Contact; Nangy Home, (404) 252-4371.

Feh, 912 Satellite XIIl, sponsored by~

- Philips Business Information. Sheraton Crys-
tal Ciny, Jiﬂlngtu-n Ma. Contact: (301) 424-3338.
Fuh- 10-12—Satellite | and Communi-

: Assn Anahen, Calil. Contact: [703] 548-6950
Feb. 23-25—1994 Texas Show. San Anlonio Canven-
tior: Center, San Anionio, Tex. Contact (512) 474-2082,

March 18-21-Broadcast Education Associalion
Lés Vegas. Contact; (202) 479-6354.

« March 21-24—Naliorial Association of Broag-

| casters. Las Vegas. Contact: (202) 429-5300,

&plil 10-12- Cableadveriising Bureau MNew York.
- Contact: (212) 751-7770.

« April 15-20-MIP-TV. Carnas, France. Cumacr
212) 694220,

* May 22.25National Cable Television Assocl
.ation. New Otleans, Contact: (202) 775-3660.

+ Major Meetings
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Jonathan Michael Goodson

s Jonathan Goodson will tell

you, it can be difficult growing

up in the shadow of a talented
and successful father. Tn this case the
father is Mark Goodson, the legendary
game show producer.

The younger Goodson, now 48, be-
came chief executive of the company
that bears his father’s name in March,
four months after the death of the man
who created such game show staples
as To Tell the Truth, What's My Line?
and The Price Is Right.

**He was a really tough employer
and triply tough on me,”” Goodson
recalls. **On projects that I developed,
he was doubly judgmental, even or-
nery at times.”’

Jonathan Goodson joined the family
company in 1973 after three years of
practicing entertainment law in Los
Angeles. It was far from clear then—
and for many years—whether Good-
son would assume a leadership role.

The elder Goodson wanted to insure
that if his son did follow in his foot-
steps, he would have the skills to do
so, but the succession question re-
mained unanswered for almost two de-
cades. ‘'l never really knew, and I
think my father wanted to keep me
guessing. In the last year or two, |
heard he told some [confidants] he
thought I would succeed him. It prob-
ably wasn’t clear in his own mind,”’
Goodson says.

It was an issue the elder Goodson
had no problem deferring. “*He never
thought he would die,”” or didn’t care
to think about it, Goodson suggests.
““‘And if he did, then it wouid be
someone else’s problem.”

Mark Goodson directly influenced:

his son’s career. As a child growing
up in New York, Jonathan Goodson
recalls going to live game show tap-
ings as well as behind-the-scenes strat-
egy sessions at Goodson-Todman Pro-
ductions. ‘' recall the wvery first
telecast of To Tell the Truth,”’ he says.
1 believe that was the best show my
father ever created.””

Will Goodson revive it for cable or
syndicatton? “‘I'd like to find a way to
update it and bring it back,”’ he says.
The company’s agreement with Para-
mount to produce an updated version
of The Price Is Right for syndication

for fall 1994 also calls for the compa-
ny to develop a companion program
for the following season.

Attending live tapings of game
shows as a boy in the '50s was what

suaded me that that was not the life for
me. He really twisted my arm on that
one,”’ Goodson says. Instead, he went
to Yale Law School.

It didn’t take Goodson long to find
out that lawyering wasn’t for him, ei-
ther. In 1973, he accepted an offer from
his father to join the company’s busi-
ness affairs department. But he joined
knowing that he wanted to develop and
produce programs. ‘‘l had to fight for
the opportunity to develop program
ideas. My father’s philosophy was to
get the best out of people by making
them strive for his approval.”’

Goodson’s first successful game
show project, which he co-created and
produced, was Double Dare. Hosted
by Alex Trebek, it debuted on CBS-
TV in 1976. His first shot at executive
producer came in 1978 with Card
Sharks on NBC-TV. In the 1980s, he
produced network and syndicated
game shows, including Child's Play,
Trivia Trap, Card Sharks and Now

Goodson calls the
“*glamorous side’’ of
growing up with a
producer-father.

“‘But the most satis-
fying part was going
to strategy meetings
and watching the
creative sparks fly.
Often they would
have these meetings
at midnight after a
taping to fine-tune a
format or work on

the creative ele- Stephanie, 2.

President/CEQ, Mark Goodson
Productions, Los Angeles; b. Aug.
20, 1945, New York; BA, philo-
sophy/psychology, Stanford Universi-
ty, Stanford,Calil., 1967; LLD,

Yale University Law School, New Ha-
ven, Conn., 1970; lawyer, Mitch-
ell, Silberberg & Knupp, Los Ange-
les, 1970-73; Mark Goodson
Productions, 1973-present; current
position since March; m. Nancy
Bennett, Nov. 20, 1988; children:
Caroline, 16; Alex, 14; Lauren,

13 (from previous marriage); ad

You See It.

As chief executive
of Mark Goodson
Productions, Good-
son wants to expand
the company’s base
of activities. He al-
ready has taken steps
to do that, including
entering a partner-
ship with Sony Pic-
tures Entertainment
and United Video to
create a game show
chanpel for cable.

ments. As a kid |
was very impressed by that.™
Goodson recalls that one of his fa-
ther's ‘largest gripes’ was that game
show producers didn’t get the same
respect as others who put their creative
talents to the test in the entertainment
business. ‘‘He felt it was unfairly de-
valued as a form of entertainment.
When you do it well, it looks easy,
and there's a perception that it’s not as
hard to do. But it’s incredibly difficult
to develop an entertaining game show
format that is sustainable over time.”’
At one point, Goodson wanted to be
a psychologist. He was accepted for a
doctoral program at Harvard in 1967
when his father intervened. *‘He per-

The company also is
talking to various states about creating
TV shows for their lottery programs.
A deal is now in place with the Illinois
State Lottery. The company also is
developing a number of reality pro-
grams for syndication and network.
While it expands, the company will
play to its strength. Goodson sees the
game show channel for cable as a lab-
oratory for developing interactive ele-
ments, which he believes will be key
to the new generation of game shows.
Goodson believes the performance
of The New Price Is Right will be a
bellwether for future game shows in
syndication. *“‘If it doesn’t do well,
we’ll all pay a price,”’ he says. = J
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BROADCAST TV

Helen Mossler, VP, talent, cast-
ing, Paramount Network Television,
Hollywood, named senior VP.

Appointments at Samuel Goldwyn
Television, Los Angeles: Susan Mah-
malji, manager, advertising, pro-
motion, Columbia Pictures Television
Distribution, Los Angeles, joins as
director, television marketing; Greg
Muller, account executive, Muller
Media Inc., New York, joins as East
Coast sales account executive, New
York sales office; Edward Staak,
founder, Pexus System, Grand
Rapids, Mich., joins as midwestern
sales account executive, Portage,
Mich,

Appointments at NBC-TV’s Days

of Our Lives, Los Angeles: Jeanne
Haney, coordinating producer,

named senior coordinating producer;
Janet Spellman-Rider, associate
producer, named coordinating produc-
er.

Sam Cue, VP/controlier, Group W
Productions, Los Angeles, named se-
nior VP,

Appointments at research depart-
ment, MCA-TV, Universal City,
Calif.: Jeff Dellin, research manag-
er, named director, research: Jay
Rowland, senior research analyst,
Paramount Pictures Corporation, Los
Angeles, joins as associate director,
research; Jenny Gelbard, sales assis-
tant, Petry Television, Los Ange-

les, joins as research analyst; Heather
Solomon, research assistant,

named data coordinator.

Michael Vertz, manager, national
broadcast buying, Twentieth Century
Fox Film Corporation, Los Ange-

les, joins Western International Media
there as account supervisor.

Thomas

Kane, GSM,
WABC-TV New
York, named pre-
sident/GM,
WPVI-TV Philadel-
phia.

Edwin Samu-
els, VP, manage-
ment informa-
tion systems,
Sony Music Entertainment Inc.,

New York, joins Katz Corp. there as
VP, information systems.

Bill Vassar, director, marketing,
Unitel Video, New York, named VP,
marketing, Unitel, New York, and
Windsor Digital division, there.

Michael (Moe) Ginsberg, VP, cre-
ative services, Steve Sohmer Inc., Los
Angeles, joins Electric Ideas, Santa
Monica, Calif., as creative director.

Peter Kranzler, national sales
manager, NY |, New York, joins Katz
National Television there as sales
executive,

Yirg Jacques, sports anchor/re-
porter, Chicagoland Television News,
Chicago, joins WBAL-TV Baltimore

as general assignment reporter.

Denise Dador, co-anchor/South
Vailey bureau chief, KMPH-TV Fresno,
Calif., joins WXYZ-TV Detroit as
health reporter.

RADIO

Appointments

at KHMX-FM
Houston: Don-
ald (Don) Peter-
son, GM,
KLUC-FM Las Ve-
gas, joins in
same capacity;
John Brejot,
national sales
manager,

Peterson
named GSM; Pat Paxton, program

director, WOMX-FM, joins in same
capacity.

Mark Gray, VP/sales manager,

Katz Radio, New York, assumes simi-
lar responsibilities at Katz Radio,

Los Angeles.

Rotha Maddox, senior account ex-
ecutive, Christal Radio, New York,
named sales manager, Christal Ra-
dio, Philadelphia.

Nina Mauro, senior account exec-
utive, Katz Radio, Philadelphia,
named sales manager.

William Tichenor, account execu-
tive, Christal Radio, Dallas, named
sales manager.

Ken Ossen, account executive,

Katz Radio, New York, assumes simi-
lar responsibilities at Katz Radio,

Los Angeles.

Deborah Bevilacqua, local sales
manager, WMXV-FM New York,
named GSM.

Susan Stephens, operations man-
ager, WYLK-AM-FM Lexington, Ky,
joins Broadcast Programming, Se-
attle, as regional sales manager.

Dave Yan Stone, program direc-
tor, KHMX-FM Houston, joins WCOL-
FM Columbus, Ohio, as GM.

Mike Love, air personality, WBLS-
FM New York, joins WPGC-FM Wash-
ington as afternoon personality.

Jim Modelski, executive producer,
Coppock on Sports, WwLUP-FM Chica-
20, joins WMVP(AM) there as sports
director.

Patty Martin, music director,
KLOL-FM Houston, joins WXRT-FM
Chicago in same capacity.

Ron Harris, director, broadcast
operations, KCBI-FM Arlington, Tex.,
named GM.

Ron Aaron, afternoon drive talk
host, woaliaM) San Antonio, Tex.,
joins KZXS-AM there as morning
drive talk host,

Appointments at WLIF-FM Towson,
Md.: Peter Clough, national sales
manager, WHFS-FM Annapolis,

Md., joins in same capacity; Khris-
tine Hayes, technical production
assistant, WBFF-Tv Baltimore, joins as
assistant promotions director.

CABLE

Tom Freston, chairman/CEQ,
MTV Networks, New York, to re-
ceive T.J. Martell Foundation 1994
Humanitarian Award.

Appointments at American Movie
Classics, Woodbury, N.Y.: Mary
Murano, VP, sales, affiliates,
named senior VP; Noreen O’Lough-
lin, VP, marketing, named senior
VP, Sandra Shapiro, director, pro-
duction, named VP, program de-
velopment, production; Nancy La-
Perla, director, marketing, named
VP,

Appointments at La Cadena Depor-
tiva Prime Ticket, Los Angeles: Jon
Dubin, director, sales network in-
tegrated programs, Telemundo, there,
joins as advertising sales manager,
Juan Navarro, account executive,
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KMEX-TV Los Angeles, joins in
same capacity.

Appointments at ESPN, Bristol,
Conn.: Diane Cafiero, supervisor/
sales coordinator, named manager,
sales services; Nanette Moss, supervi-
sor, national sales, Chicago office,
named account service executive,
there; Amy Staniszewski, sales as-
sistant [, New York office, named ac-
count service executive, there;

Janis Rusek, sales assistant, named
associate account executive, south-
east; Karen O’Bernier, sale editing,
billing analyst, named senior affili-
ate revenue analyst; Thomas Picard,
senior affiliate revenue analyst,

named staff accountant; Suzanne
Heintz, electronic graphic designer

[, named electronic graphic designer
I1; Ronald Huff, senior electronic
graphic operator, named graphics
manager; Russell Lipkin, electron-

ic graphic operator [, named electronic
graphic operator {I; Carlton Pitts,
electronic graphic operator 11, named
senior electronic graphic operator.

Ron Fischmann, senior VP, local
advertising, Cabletelevision Advertis-
ing Bureau, New York, leaves at

end of the year.
e - = =]

TECHNOLOGY

Appointments at Avid Technology,
Tewksbury, Mass.: Paul Basson, VP,
European operations, named VP,
worldwide field operations; Paul
Madden, director, engineering,
professional products, named VP, en-
gineering.

Mark Olingy, operations manager,
wCiv-TV Mount Pleasant, S.C., joins
Harris Allied, Florence, Ky., as

studio systems sales engineer.
= _— - =1

ADVERTISING

Denise Kalfayan, VP, DDB Need-
ham Worldwide, Chicago, named
management representative.

Joel Fineman, senior VP/group ac-
count director, Burkhardt & Christy,
New York, named executive VP,
account services.

Stan Samples, senior account ex-
ecutive, Bigleow & Eigel Inc., Atlan-
ta, named account supervisor.
Appointments at Temerlin

McClain, Dallas: Ellen Dedman, ju-
nior art director, named art direc-

tor; Mary Cloutier, media director,

Levenson & Hill, Dallas, joins as
group media director; Denise Cum-
berland, media supervisor, Long,
Haymes, Carr & Lintas, Winston-Sa-
lem, N.C., joins as associate media
director; Andrea Bender, media plan-
ner, Western International Media,

Los Angeles, jeins in same capacity.

Appointments at Ward Communi-
cations Inc., Dallas: Lydia Cocer-
gine, media buyer, BloomFCA!,
Dallas, joins as senior media buyer;
Karen Hansen, media buyer, Te-
merlin McClain, Dallas, joins in same
capacity; Wendy Sinzinger, sales
assistant, Katz Television, Dallas,
Joins as media assistant.

Troy Blewett, manager, marketing
services, Trane Company, LaCrosse,
Wis., joins Bader Rutter & Asso-

ciates Inc., Brookfield, Wis., as se-
nior writer.

PR ST e = =

INTERNATIONAL

Tony Skinner, executive producer,
Sale of the Century and Wheel of For-
tune, Grundy Entertainment, New
Zealand, named VP, production,

Grundy Entertainment, Asia.
(B ' = —_ =

DEATHS

Don Ameche,
85, Oscar-win-
ning actor,

died Dec. 6 of
cancer at his
son’s home in
Scottsdale,
Ariz. In a career
that spanned

i six decades,
Ameche Ameche got

his start in Chicago radio in the early
1930s in such series as Betty and

Bo and Grand Hotel and as Mr. First
Nighter on The Little Theatre of
Times Square. He and Frances Lang-
ford portrayed squabbling husband

Errata

BROADCASTING & CABLE's an-
nouncement (Nov. 1) that it
would be the official producer of
the 1994 NAB convention's in-
hotel and convention center TV
program incorrectly used the titie
“NAB TV News.” The correct ti-
tle will be “NAB Today.” We re-
gret any confusion this may have
caused.

and wife in “‘The Bickersons,’” a skit
on the Charlie McCarthy Show. In
1946 NBC turned the skit into a series
on its Sunday night lineup. The

show moved to CBS for Old Gold in
1947. Ameche made the transition

to film in 1936. He is best known for
his starring role in *“The Story of
Alexander Graham Bell.”” In 1983 his
second film career began with a

role in **Trading Places.”” His role in
“‘Cocoon’’ earmed him an Academy
Award in 1985. Ameche’s TV credits
included Take a Chance (NBC),
1950; Srartime (Dumont), 1950-51;
Holiday Hotel (ABC), 1950-51;

Don Ameche Playhouse (ABC), 1951,
The Frances Langford-Don

Ameche Show (ABC), 1951-52; High
Button Shoes (NBC), 1956 and In-
ternarional Showiime (NBC), 1961 -
65. Survivors include his wife,
Honore, four sons and two daughters.

Bernard Windon, 53, senior VP,
corporate communications, Ameri-
tech, Chicago, died Dec. 8 after
collapsing in his office there. He was
named to his Ameritech postion in
March ofthis year. Previously, he had
been VP, corporate communica-

tions, for General Instrument Corpora-
tion. Survivors include his wife,
Holly, a son and a daughter.

J. William Knodel, 89, former
chairman/CEO, Avery-Knodel, New
York, died Dec. 2 of leukemia at
North Pueblo Hospice, Scottsdale,
Ariz. Knodel co-founded the TV
station rep firm in 1945. Prior to that,
he was VP of Free & Peters, Chica-
go. He retired as chairman/CEO of
Avery-Knodel in 1984. Survivors
include his wife, Edith, and one
daughter,

William Irving (Irv) Sharp, 78,
veteran Roanoke, Va., broadcaster,
died Nov. 25 from complications of
pneumonia at Friendship Manor Nurs-
ing Home there. Known as “‘Cous-

in Irv,”’ he began his career on
WDBJ(AM) Roanoke, Va. He gained
national attention when a fledgling
soft drink company, Dr. Pepper,
picked up Sharp’s program and aired it
on 100 stations in the mid-1940s.

In 1955 he moved to WDBJ-TV, where
he hosted Top o’ the Mornin’ (later
named Mornin'). Sharp retired in
1983 but continued to host the pro-
gram until treatment for a heart condi-
tion forced him to stop. Survivors
include his wife, Mary Lee, a son and
six daughters.
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Genesis Entertainment is ex-
panding its kids programing lineup
for next year. It will launch a weekly
one-hour cartcon block of Fantastic
Four and Iron Man from co-owned
Marvel Productions. Last year, Marvel
created Fox's X-Men, which
emerged as the season’s big kids hit.
Genesis also said that Biker Mice
from Mars would go to strip in the fall
of 1994,

News Corp. Chairman Rupert
Murdoch met with Vice President
Al Gore last week to discuss
broadcasters’ place on the informa-
tion superhighway. Gore, who is
spearheading government efforts to
promote the highway, has been
meeting with a range of business
leaders. Murdoch is believed to
have made the point that if telcos and
cable are given any competitive
breaks, broadcasters also should be
free of regulatory constraint.

The Cable Telecommunications
Association ({CATA) urged Con-
gress to be patient in waiting for
many of the changes expected to re-
sult from the Cable Act of 1992.

=) [T =

= =—. — ]

Responding to a letter written recently

campaigns.

Radio revenue: still climbing

Radio station revenues grew 5% in October compared with 1992 levels,
continuing a surprisingly strong growth pattern in 1993 that has year-to-
date revenues pacing 8% ahead of 1992. For the first 10 months of 1992,
local revenue is up 9%, and national spot is up 7%, according to the
monthly revenue report issued by the Radio Advertising Bureau.

For Qctober, national revenue exceeded 1992 levels by 6%, and local
revenue was up 5%. Industry observers had expected growth to slow a
bit in October because spending in October 1992 was buoyed by political

PV

by Senator Ernest Hollings and 34
other senators admonishing the FCC
and cable companies, CATA Presi-
dent Steve Effros says the rules are
still being written and rewritten.

“We will all have to await clarifica-
tions, reviews and, hopefully, sim-
plifications,” he says, “before we can
expect the full results of this all-en-
compassing reregulation to have its
intended effects without injuring
consumers.”

When Infinity Broadcasting's
agreement to run both Westwood
One and Unistar Radio Networks
was announced, Infinity President
Mel Karmazin said he had no

plans to combine the operations of the
two networks. But he told a group

of Wall Street analysts last week that
there are numerous areas for po-
tential consolidation, such as combin-
ing affiliate relations departments.
Asked if he had changed his plans for
the networks, Karmazin said no,

and that the consolidation plans were
drawn up only as a backup planin
the event that cost cutting is required
at the networks.

FCC Chairman Reed Hundt
promised Senate Commerce Com-
niittee Chairman Ernest Hollings
that he will “accelerate enforce-
ment efforts” of the agency's

new cable regulations. Hundt, in a

letter to Hollings, also says he'll de-
vote much of his time over the next
two months to “ensuring that the
regulations which we will be issuing
will make whatever changes are
necessary to ensure that consumers
benefit from the 1992 Cable Act.”
Hundt is responding to an earlier letter
from Hollings and 34 other sena-

tors asking the FCC to further reduce
cable rates and step up enforce-
ment of its regulations. Hundt also
told Hollings that he's asked FCC
staff to provide a detailed response to
the “specific concerns” raised in

the senator’s letter.

Boston University Communica-
tions, owner of nonaffiliated commer-
cial independent wagu-Tv Boston
{ch. 68), is acquiring dark stations
WCVX-TV {ch. 58) Vineyard Haven-
Cape Cod and wNHT (ch. 21) Con-
cord, both Massachussetts, as sat-
ellites. The purchase, for an
undisclosed price, allows the
WABU-TV to "achieve signal cover-
age parity with our competition,”
according to station president/GM
Robert Gordon.

Not even the Pentagon, it seems,
can stop Rush Limbaugh. U.S.
Armed Forces Radio, after initially
saying its listeners had little interest in
hearing Limbaugh’s daily radio
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show, reversed field last week. Begin-
ning Jan. 3, the military radio net-
work will air one hour per day of Lim-
baugh'’s three-hour show. U.S.
Representative Robert Dornan (R-
Calif.}, who sometimes fills in for
Limbaugh, led a campaign to get him
on the Armed Forces network.

The latest on the iong-running ef-

fort to get cameras in federal courts:
The Judicial Conference Commit-
tee on Court Administration and Case
Management last week recom-
mended that the U.S. Judicial Con-
ference extend through 1994

the ongoing experiment permitting
TV coverage of federal civil pro-
ceedings. Steven Brill, president and
editor in chief of Court TV, said he
was generally encouraged by the ex-
tension. "I think what they're going

to do—and I hope what they're going
to do—is look more at the positive
benefits that came out of this, and in
effect, gather more evidence to

turn the experiment into a nationwide
effort to have cameras in the court.”

Direct-broadcast satellite service
DirecTv has signed a deal with En-
core enabling the company to offer
Encore’s six new thematic multiplex
movie channels when the channels
launch in 1994.

Distribution for USA Networks’ Sci-
Fi Channel has just passed the 15 -
million subscriber count, accord-
ing to A.C. Nielsen data supplied by
the network. The channel launched
15 months ago with 10 million house-
holds on Sept. 24, 1992.

Ed Frazier has been promoted
from president/CEOQ of Affiliated Re-
gional Communications to presi-
dent of Liberty Sports, a company
with investments in 13 regional
sports networks and national pro-
graming service Prime Sports
Channel Networks.

Errata: There were several errors

in a story about GM Hughes Eiectron-
ics unit DirecTv in the Dec. 6 issue.
James Ramo is a senior vice presi-
dent. Senior Vice President L. Wil-
liam Butterworth was omitted from a
list of executives. The advertising

is being handled by Lintas Campbell-
Ewald. DirecTv will control 27 tran-
sponders with compression ratios of
4-1 and 8-1.

CosethCircililinms

Hollywood hugs back

Several members of the Hollywood community were reacting positively
last week to President Clinton’s speech on media responsibility {see
“Washington Watch”), something of a switch from the usual reaction to
the topic of viclence as broached by Washington.

“I thought he did a sensational job,” said NBC Entertainment President
Warren Littlefield. “There was no finger-waving or admenishing. He did a
wonderful job of telling us we are privileged in our job of entertaining. But
he noted that there are a lot of people out there without a value system,
and we should keep in mind what messages we're giving them.”

“It sounded like a subject that he had given a lot of thought to,” said
Brad Grey, co-chairman, Brillstein-Grey Entertainment. “| found what he
had to say to be accurate and succinct. His message was that we all have
a responsibility to at least examine content and weigh what our responsi-
bilities are.” Grey said Clinton’s remarks were welcomed by the group,
which has at times felt it was being attacked as the source of many of the
country’s ills. “It's been difficult, because many people really have their
antennas up and feel they're being targeted,” he said.

Littlefield agreed, saying that the President’s remarks differed from the
recent rhetoric coming from Congress and Attorney General Janet Re-
no’s office. “Most of the creative community has been talked down to and
admonished. He embraced us,” he said. -SC

DALLAS
Fox tackles football

NFL negotiations apparently have

a new player. Fox made a pitch for
rights to the National Football

League games last week in Dallas.
Ongoing negotiations for rights in-
volving CBS and NBC have been con-
tentious, with networks looking to
pay less, given the track record of the
package over the past several seasons.

HOLLYWOQOD
Stern talk

The latest rumor out of Hollywood
regarding the future of Howard Stern
is that the controversial radio host

is being pursued by Paramount Pic-
tures to sign an overall motion pic-
ture and television deal. According to
sources, the pact would include a
television talk show.

CHARLESTON

What price news?

Curious about what money changes
hands when an affiliate TV station
produces a newscast for a co-locat-
ed independent? A recent prospectus
filed by Norman Lear’s Act 111
shows that its independent, WTAT(TV)
Charleston, S.C., buys a half-hour
newscast from.co-located CBS affili-

ate wesC(Tv) for $8,333 per month
plus 40% of the “‘net cash flow™’ de-
rived from the program.

NEW YORK

Red lining ‘Redbook’

Hearst is rethinking plans to bring a
new program to market based on Red-
book Magazine. The company was
talking with ABC-TV about the show,
but the network went with Mike &
Mary. Alternatively, Hearst executives
told some station officials they

might bring it to syndication for 1994,
but last week a Hearst spokeswom-

an said the show was not in develop-
ment for a 1994 syndication

launch.

Drawn for BROADCASTING & CABLE by Juck Schmidi
“The launch is u bust. The solar pancls
got gummed up by all the hairspray up
there.”’
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COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

Why it’s called presidential

The President was a guest at Hollywood's house a
weekend ago, speaking to a group of movers and shakers
at a fundraiser. As such, we did not expect him to ha-
rangue his hosts. Still, with Attorney General Janet Re-
no’s threats of content regulation ringing in our ears,

we were prepared to man the battlements against an attack
on the media, however subtle.

Refreshingly, the President identified himself as an
unabashed television lover, and not only of the public af-
fairs and cultural programing that is the concession of
the cultural elitist. Clinton spoke to his audience not of
what television has done ‘0 the country, but of what it
has done for it. **You have clearly, many of you, rein-
forced the awareness of our obligations to our environ-
ment, and we have begun to change in fundamental ways.
You’'ve helped to battle world hunger and make people
more realistic, as well as caring, about AIDS.”’ Given that
power to change behavior, said the President, **What I
ask you to do 1s to join a partnership with me, not to stop
entertaining or even titillating, not to stop frightening
or thrilling the American public, but to examine what to-
gether you might do to simply face the reality that so
many of our young people live with, and help us as we
seek to rebuild the frayed bonds of this community."’

The appeal of the President’s message came in his
treatment of television and movies, not as the old problem
but as part of a new solution. He did not suggest that ir-
responsible television was to blame for the troubles in so-
ciety. He suggested instead that a troubled society
could be rebuilt with the help of responsible television,
and in fact could not be rebuilt without that help.

While we remain wary of any joint government/me-
dia efforts, we find no fault with the President’s call for a
re-evaluation of TV’s priorities as undertaken by TV
executives themselves. No responsible broadcaster or cab-
lecaster——or citizen, for that matter—can avoid the

ugly truth of violence in society. The industry has re-
sponded to the needs of the national community before,
emphasizing safe-sex storylines and de-emphasizing de-
pictions of drug use and smoking, and not because it

was the law of the land—it wasn't—but because it was the
responsible thing to do.

We need your help, said the President elogently,
without appearing to lay blame or threaten to regulate his
audience into submission. On those terms, his s a re-
quest worth considering.

Knockdown

A panel of judges for the U.S. Court of Appeals, eighth
circuit, is the latest to take a sledgehammer to the scarcity
rationale (there should be nothing left but rubble by

now). The court upheld a lower court and threw out a
challenge by the Arkansas AFL-CIO to the FCC’s re-
peal of the fairness doctrine. The RTNDA and NAB were
hailing the victory, and with reason, given the court’s
language. ““There is something about a government order
compelling someone to utter or repeat speech that rings
legal alarm bells,’” concluded the court. That bell should
be tolling the death of the doctrine.

Mr. Watson, come here.
| want to bet on the fifth.

We confess to some dismay over Ray Smith’s enthusi-
astic announcement that Bell Atlantic plans to put off-
track betting and lotteries into every American home.
That on the heels of John Malone’s cheerleading for the
cash that will flow from real-time video gaming for
prizes.

It’s long been asked what the telephone companies
would bring to the party. The dice, it would appear.
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