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MARKET STATION

INDIANAPOLIS  \WW/XIN

CHARLOTTE wCCB
CINCINNATI WL/T
KAansas City KCTV
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GRAND RAPIDS WXMI
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OkraHOMA City KOCB
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TOLEDO WUPW
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J
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+10%
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THREE YEARS AGO
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NEW YORK WWOR +110%
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CLEVELAND WUAB +400%
SEATTLE KTZZ +150%
MINNEAPOLIS KMSP +200%
Miami WPLG +168%
PITTSBURGH WPXI +33%
ST. Louis KMOV +66%
SACRAMENTO KSCH +63%
PHOENIX KNXV +500%
DENVER KDVR +120%
ORLANDO WKCF +900%
HARTFORD WTIC +114%

SAN DIEGO KUSI +188%
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The coming of convergence

By Harry A. Jessell

thing—books, magazines, music, TV shows,

.movies and catalogues—will one day be digi-
tized and readily available to everyone via com-
puter-driven networks.

As founder and CEO of Oracle, a leading data-
base software company, Ellison also believes he
can deliver the technology to help build the mod-
ern-day Library of Alexandria.

‘“Every Frank Sinatra song, every Dick Van
Dyke sitcom, every local radio and teievision
broadcast will be stored for you to call up and
review,”’ he says in an exclusive interview with
BROADCASTING & CABLE.

Quite a vision. And lending it credibility last

l arry Ellison thinks that just about every-

| Oracle’s Ellison makes his move into television

week was news of Oracle’s strategic alliances with
Bell Atlantic and Capital Cities/ABC. Bell Atlan-
tic will work with Oracle in launching an interac-
tive TV service in suburban Washington (see sto-
ry, page 85). Capcitiess ABC will team with
Oracle to create a multimedia news-on-demand
service (see story, page 22).

Ellison claims to have all the computer software
needed to make video on demand and other inter-
active TV possible today—not two, three or four
years from now. Central is the Oracle Media Serv-
er, a large computer running Oracle’s software
that can store thousands of hours of video and

Continues on page 84

Broadcasters will
benefit from
superhighway,

Hundt says

By Harry A. Jessell

have much to gain from information super-
highway legislation: open access.

““The concept of open access is enormously
valuable to broadcasters,”” Hundt told BROAD-
CASTING & CABLE last week.

““Unless the Supreme Court confuses the First
Amendment and economic regulation, this concept
should virtually guarantee long-term economic suc-
cess and happiness for broadcasters.” he said.

The administration’s superhighway legislation
outlined by Vice President Al Gore last week
would allow telephone and cable operators to
compete in each other’s businesses.

But it imposes on those that do the obligations
to provide universal service and access to broad-
casters and other programers on a nondiscrimina-
tory basis.

Hundt’s view of the administration’s proposal
and others pending in Congress differs radically
from that of broadcasters themselves. They feel
the legislation of-
fers  broadcasters
little, either in re-
lief from regula-
tions or in new
business opportu-
nities.

The National
Association of
Broadcasters plans
to meet in Carls-
bad, Calif., this
week to settle on
what it wants out
of superhighway
legislation. At the
top of their wish
list is relaxation of
TV ownership re-

F CC Chairman Reed Hundt says broadcasters

FCC Chairman Reed Hundt

Vice President Gore details administration’s telecommunications agenda

Make way for the wired worid

Administration proposes to pave road for telco, cable

By Joe Flint and Kim McAvoy

he Clinton administration’s information su-

perhighway proposal appears to smooth the

way for telephone and cable companies,
while leaving broadcasters fearful that they are
being written off.

Vice President Al Gore outlined the administra-
tion’s legislative package last Tuesday at the
Academy of Arts & Sciences ‘‘Superhighway
Summit’’ in Los Angeles (see chart).

He repeated earlier proposals aimed at opening
the telephone and cable companies to competition,
but caught the industry off guard with plans for a
streamlined alternative regulatory regime for those
promising to build broadband, switched networks.

The new Title VII of the Communications Act
of 1934 would allow companies ‘‘to avoid the
danger of conflicting or duplicative regulatory
burdens’’ while providing telephone, video and

other information services, Gore said.

The quid pro quo for opting for that less encum-
bered regulatory path would be the obligation to
provide access to other programers ‘‘on a nondis-
criminatory basis,’”” Gore said. ‘‘That way, the
nation would be assured open access to informa-
tion providers.”’ (For complete texts of Gore’s
speech and the accompanying *‘white paper,’” see
page 113.)

*“‘Our proposal for symmetrical, and ultimately
unified, regulation demonstrates how we will initi-
tate governmental action that furthers our substan-
tive principles but that adapts, and disappears, as
the need for governmental intervention changes—
or ends,’’ said Gore in describing the proposed
one-size-fits-all statute.

The telco industry generally was pleased, if
somewhat suprised by the Title VII proposal.
‘““We did not really understand it,”’ said Bell At-
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lantic Chairman and Chief Executive Ray Smith,
who added that Gore did not bring up the Title VII
proposal when they met two weeks ago in Wash-
ington. But Smith said he ‘‘agreed with the direc-
tion’’ of the speech, and Bell Atlantic President
James G. Cullen said later that the company was
‘*heartened by the Vice President’s recognition of
the need for new regulatory mechanisms
...|land]...the elimination of duplicative regula-
tion.”” R.L. *‘Mickey’’ McGuire, speaking for the
regional Bell operating companies, said they ‘*ap-
plaud the Clinton administration’s commitment to
‘regulatory symmetry.’ ' He said he hopes Con-
gress ‘‘not only changes the rules, but changes
them now.”’

The administration is ‘‘very positive’’ on the
whole, said National Cable Television Association
President Decker Anstrom. The proposal would
clear the way for cable entry into the local tele-
phone business by pre-empting state barriers and
would impose less onerous regulation for new
telephone entrants, he said. **We think that is the
appropriate way to go.’’ Cable remains concerned
about the proposal’s allowing telcos immediately
into the video business, Anstrom said. That entails
*‘real risk’’ for competition and for consumers.
NCTA, he said, will argue for ‘‘staged entry '—
that is, putting off telco entry for a number of
years.

And while the telcos were ‘‘standing ready to
meet Gore’s challenge of wiring America,’’ the
Hill was revving its legislative engines.

*‘My subcommittee stands ready, working with
the administration, to move forward on historic
telecommunications legislation early this year,”
said House Telecommunications and Finance Sub-
committee Chairman Edward J. Markey (D-
Mass.).

What about us?

If **here, here'’ was the cry from the wired world,
“‘where?, where?"" was the reaction of broadcast-
ers, who have been trying to convince the admin-
istration to include broadcast deregulation issues
in its telecommunications reform legislation.
‘‘We are disappointed...that virtually no men-

HUNDT

continued from page 3

(X3

strictions and the flexibility to use advanced TV
channels to offer new services. The FCC has
proposed awarding each TV station an advanced
channel for high-definition television.

According to Hundt, the dual obligations of
universal service and open access insure that
broadcasters will be able to continue to provide
their ubiquitous service over broadband networks.

Because the cost of transmitting signals over the
networks will be inexpensive, Hundt says, so will
the cost of access for programers. ‘‘Anyone is
going to easily pay those prices and get to their
audiences over this broadband network."’

To a certain extent, Hundt says, whether the
government mandates open access will turn on the
must-carry case. The Supreme Court last week
heard cable’s challenge of the law requiring cable
systems to provide free carriage of local broadcast
signals (see page 120).

‘I very much hope the government prevails in
its argument because it’s about whether sensible
economic regulation can be pursued by a govern-
ment that wants to open markets to suppliers when
bottleneck monopolies threaten to close them,’’ he
says. ‘‘That's what that case is fundamentally
about; it is not fundamentally about the First
Amendment.”’

Hundt declined comment on whether broadcast-
ers should be relieved of any ownership restric-
tions. However, he said, the FCC staff is conduct-
ing a review of the rules. a

tion of the role of broadcasting has been included
in the documents we’ve seen to date,’” said NAB
President Eddie Fritts. “‘It’s one thing if they
volunteer they love you; it’s something different if
you have to ask,”” added Martin Franks, senior
vice president, CBS.

Preston Padden, executive vice president for
affiliate relations at Fox Television, feels broad-
casters are being told to ‘*wait for the next train,
which may never come.’”’ He said it makes ‘‘no
sense to streamline the Communications Act for
cable and telcos while leaving broadcasters in a
40-year-old antiquated statutory straitjacket.’”

Gore’s speech made no mention of broadcast-
ers, but in follow-up questioning about the
TV/newspaper crossownership prohibition, Gore
did say the administration ‘‘will pay careful atten-
tion to the barriers they have.”’ In keeping with
the universal access theme of the administration’s
proposal, Gore also said the administration *‘must
explore the future of noncommercial broadcasting:

Larry Irving, who heads the National Telecom-
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munications and Information Administration  told
reporters last week that it was ‘‘unlikely’’ the
administration’s package will include broadcast
issues. He also said he did not detect any interest
on Capitol Hill in expanding the scope of the
administration’s bill to include broadcast reform.
“However, Irving indicated broadcasters’ dere-
gulatory agenda does not necessarily need to be
‘*addressed legislatively.”” Some of what broad-
casters are talking about could be dealt with at the
FCC, he said. Irving did not say, however, wheth-
er the administration would support such an under-
taking.

Irving also said the White House is waiting for a
list from broadcasters outlining what regulatory
and legislative relief they want, and that he and
other administration officials will continue meet-
ing with broadcasters. Irving is scheduled to speak
today (Jan. 17) with executives attending the Na-
tional Association of Broadcasters board meeting
in Carlsbad, Calif. s

John Eggerton contributed to this report.

War for Paramount nears end

Wall Street continues to value QVC’s bid higher than Viacom’s

By Geoffrey Foisie

T he endgame for Paramount Communications
is in progress. Investors hope Sumner Red-

stone will raise his tender offer before Fri-

day, though bidding could continue until Feb. 1,

Paramount’s deadline for final offers.

Despite intense lobbying by Redstone’s Viacom
and the company’s investment banker last week,
the stock market Friday still valued Viacom’s re-
vised offer as lower than QVC’s offer, which was
advanced on Dec. 20, 1993. Although the $6.5
billion cash portion of Viacom’s offer for 50.1%
of Paramount’s share was higher than QVC’s $5.7
billion offer, the reduced securities portion of the
offer was given a lower value.

Viacom's lobbying effort was not helped by the
Paramount board, which last Wednesday decided
to continue recommending QVC'’s offer.

Unless Paramount shareholders begin placing a
higher value on the securities offered by Viacom
and its merger-partner-to-be, Blockbuster Enter-
tainment, Redstone will have to increase his bid

by this Friday or risk having QVC close its tender
offer that night with a majority of Paramount
shares.

Redstone was widely criticized last week for
submitting a bid 10 days ago with no increase in
perceived value. In fact, some said it was notice-
ably lower in value. But one professional takeover
investor didn’t see the negative publicity as jeop-
ardizing Viacom's chances: ‘‘[Redstone] clearly
doesn’t care in the short term what Wall Street
thinks of him. All he wants to do is win, which is
probably the correct approach.”’ The investor
characterized Redstone as a shrewd *‘poker play-
er.”

It is possible that even the Feb. 1 deadline could
pass without a definite winner. Both QVC and
Viacom signed an agreement to abide by that
bidding cutoff date. But, according to several in-
vestors, if either bidder submits a ‘‘materially
higher’” bid after then, the Paramount board’s
fiduciary duty might require it to consider the
post-deadline bid. a

The White House plan at a glance

O Permit telcos to provide video services in
their local exchange areas. subject to certain
safeguards.

O Require telcos providing video services to
make channel capacity available to unaffiliated
video programers on a nondiscriminatory basis.

O Impose nondiscriminatory access obligations
on cable systems, except where costs or market
conditions ‘‘make it inappropriate.”’

O Prohibit telcos from buying out local cable
systems, except in rural areas that ‘‘may be
unable to support more than one carrier.”’ (The
prohibition would be dropped after five years if
the FCC finds ‘‘sufficient competition’’ exists
in the market.)

O Require telcos to ‘‘unbundle’” their network
facilities and make them available to competi-
tors.

O Eliminate state entry barriers to local tele-
phone competition and FCC regulations of
competitors that ‘‘lack market power.”’

O Back House legislation requiring the Justice
Department and the FCC to approve local tele-
phone companies’ entry into the long-distance
telephone business.

O Create a steamlined and voluntary regulatory
framework—Title VII of the 1934 Communica-
tions Act—for companies that build broadband
switched communications networks. The new
title would:
—Authorize the FCC to draft rules to in-
sure open access, interoperability and uni-
versal service.
—Regulate the subscriber rates of carriers
(with the possible exception of new en-
trants) ‘‘consistent’” with the cable regula-
tions of the 1992 Cable Act. The regula-
tion would be ended when ‘‘competition is
established.”’
—Permit state and local government to
regulate noncompetitive services subject
to FCC guidelines.
—Authorize the FCC to reduce regulation
of carriers that ‘‘lack market power.”’

e




Ll

i

, TELL YOUR
CHILDREN YOU

* WORK WITH

i HULK HOGAN,

| THUMBELINA,

AND SOME
PEOPLE IN
SILLY ROBES.




EAILIEN
B TUILES

K

TIONAL -

LAMPO®ON ¢

""

“~ NEW LINE 2%

Created to meet the needs of a demanding television marketplace, this cost effective, major
motion picture package features early availabilities, multi-daypart flexibility plus the
proven television performance built into the New Line motion picture franchise!

| | |
P : ’. '3 ;
W w w hay
% ‘ 4 " | ‘ b ‘ k
»‘\ . e g = e ., )
oot -
* A%
. ; o “ — - ! 4 . -
A | 3 » y \
: ! y(
> ! “' A
WNYW/New York Hi .
Hilary Hendler, VP/GM
“Court TV has been elent | , \ 4 .
addition to my late trifffe news — WTVT/.Tumq
and Information block! It KTVU/San Francisco €. David itaker, Pres./GM KCRA /Sacramento
consistently improves on its Kevin O’Brien, VP/GM “Court TV ranks #1 in its time John Serrao, GM
lead-in share and has “’ Court TV consistently improves period. It’s a great companion “Court TV is #1 in its time period
increased its young men and on its Cheers lead-in share, and piece to its CBS Sunday and has improved over last
women demo shares.” often wins Its time period!” Morning lead-in.” years performance.”

COURT TV: INSIDE AMERICA’S COURTS

A proven success, already renewed in most major markets and a firm go for Year Two!
Every week features real people, real juries and the real life drama of highly publicized
court cases in a fast-paced half-hour format.

S

'NEW LINE FAMILY THEATER CLASSICS

Exquisitely animated one-hour features based on classic masterworks of children’s
literature. Approved by the National Education Association and the PTA, all Family Theater
titles are broadcast premieres available beginning Fall 794 for 52 weeks.




~ TELLYOUR
FRIENDS YOU
- CLOSED A DEAL
~ INVOLVING
AL PACINO,
"~ ROBIN HOOD,
AND FIFTY
APPELLATE




8

Summit sees
bright future
for info highway

By Joe Flint
A ccess to the ‘‘information superhighway’’
dominated much of the talk among industry
leaders at last week’s Academy of Televi-
sion Arts & Sciences Superhighway Summit.

“*Content will be everything {on the superhigh-
way], but it can only be everything with total
access,’’ said Rupert Murdoch, chairman, News
Corp. Asked for an example of an access problem,
Murdoch said, ‘‘I would have liked to start a news
channel, but [Tele-Communications Inc. President
John] Malone and [Time Warner Chairman] Ger-
ald Levin would not give me the time of day.”
TCI and Time Warner have ownership interest in
Turner Broadcasting’s CNN.

Disney Chairman Michael Eisner said that he
fears a world where only a few players own the
pipeline. **God forbid Gerry Levin is the only one
there,’’ he said.

During a summit in which panelist after panelist
talked of a brilliant future on the information
superhighway, Eisner stood out as the only execu-
tive willing to say that he was not betting on the
future. “*I don’t get it,”’ Eisner said. ‘‘We figure if
we don’t get it, we might as well not invest in it.”’

But Eisner does get the point that programing
likely will drive the future. ‘‘What we do have,
they [the pipeline owners] need. As long as there
are two or three of them, we can sell products.*’

Topics touched on during various panel sessions
throughout the day: what the role of local broad-
casters will be; how to determine who watches
what, when viewers can see shows at their discre-
tion; how advertising will reach people, and
whether the reality will live up to the hype.

Or, as Academy of Television Arts & Sciences
President Richard Frank said in his opening re-
marks: ‘‘Everyone is guessing and groping’’ about
what lies ahead.

Top executives of cable and telephone compa-
nies made it clear that this is not hype. They are
going to build the superhighway. ‘*The revenue is
there now to support this,”” TCI’s Malone said.
‘It will be built—this is no ‘Field of Dreams.” *’

The upgrades are under way at most cable sys-
tems, Malone added. ‘*We need to upgrade and
improve our current service. This is not risky
evolution. Our core business will be enhanced.”’

“‘Our current revenue stream will amortize the
upgrade,’’ Time Warner's Levin said, adding that
the company will spend $1 billion on its cable
business this year and another $4 billion during
the next four years.

Most of the industry executives said that the
information age will be in full swing within the
next five to 10 years.

*“There is no question that it will happen. The
question is how fast,’”” said Comcast President
Brian Roberts.

The short-term benefit, Malone said, will be the
convenience of video on demand.

The information highway also will lead to sev-
eral niche programing services, which QVC
Chairman Barry Diller said can be successful
without a mass reach.

‘‘People will never go back to the old way once
they get used to the network,’”” Bell Atlantic
Chairman Ray Smith said.

While the demand for entertainment in gener-
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Brian Roberts, Comcast Corp.; Richard Notebaert, Ameritech; John Malone, Tele-Communications inc.; Larry Ellison,
Oracle Corp.; Barry Diller, QVC; Steve Case, America OnLine

Ray Smith, Bell Atlantic; Michael Schulhof, Sony Corp. USA; Phillp Quigley, Pacific Bell; Rupert Murdoch, News Corp.;
Gerald Levin, Time Warner; Michael Eisner, Disney

al—and video on demand in particular—was cited
as the driving force behind the highway. industry
leaders also discussed how the highway will better
society and improve education.

*“There will be societal impact on the education
process and interaction between students, parents
and teachers,”’ Malone said.

Fox Broadcasting Chairman Lucie Salhany said
that the possibility of no free TV is ‘‘very scary”’
for local broadcasters. She criticized Vice Presi-
dent Gore’s speech because it failed to address
localism or offer support to free broadcasting.
‘“We have to make sure local news and informa-
tion is there.... We won’t take Fox to cable and
circumvent the local station,’’ she promised.

Bob Iger, president, ABC Television Group,
urged the government to protect ‘‘localism’’ and
added, ‘‘Obviously. it would be a mistake to

bypass the local affiliate for other distribution
systems.”’

The new world of video on demand also will
bring up new problems, including copyright is-
sues. Industry panelists expressed concern about
keeping control of copyright and the revenue that
comes with it in a world where viewers can watch
anything at any time. *‘We need to focus on that,”’
said Mickey Schulhof, president, Sony Entertain-
ment Corp. of America.

Ratings will be another problem. While all
agreed that there will be ratings in the future, how
they will be tallied is not known.

Perhaps the question of what the future will
hold for programing was best demonstrated when
an audience member asked a panel of programing
executives what will be on the television of the
future. None could respond. a

By Christopher Stern

he Justice Department says that it will take

the technological revolution into account

when looking at corporate mergers and
will block deals that unfairly stifle innovation.

The new policy is meant to protect competi-
tion and foster new and improved technologies,
said Anne Bingaman, assistant attorney general
of the antitrust division. Bingaman made the
statement last Monday during a celebration of
the division’s 60th anniversary.

““We will flash a red light where we see a
clear indication that innovation will be ham-
pered,’’ said Robert E. Litan, deputy assistant
attorney general, regulatory affairs.

Bingaman’s statement gives no indication of
what the Justice Department will decide on the
pending Tele-Communications Inc./Bell Atlan-
tic deal or any other pending merger. However,
one Hill source believes that it could have a
direct impact on the TCI-Bell Atlantic deal.

I

Justice may block some mergers

Anne Bingaman says antitrust division will foster new technologies

““When you look at TCI and Bell Atlantic,
the two biggest innovators in gearing up their
industries to challenge the other, their merger
will reduce that innovation,’’ the source said.

Bingaman, who is a member of the adminis-
tration’s telecommunications task force, made
it clear that the Justice Department is in line
with Vice President Gore’s views on deregula-
tion.

*‘I believe that the division’s role in the tele-
communications revolution makes it clear that
the proper application of antitrust enforcement
principles can promote innovation by eliminat-
ing both private and governmental restrictions
on competition,’’ Bingaman said

Bingaman specifically endorsed opening lo-
cal telephone loops and cable systems to
‘‘meaningful and efficient competition.’’ Those
statements, along with her call for ‘‘a level
playing field,”” were a ‘‘promising sign,”’ a
Bell Atlantic spokeswoman said. L
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Brand and Falsey,
Reiner, Kelley
developing CBS shows

By Steve Coe
loshua Brand and John

Falsey, creators of

Northern Exposure and
I'll Fly Away, are developing
two one-hour shows for
CBS: an 8 p.m. family dra-
ma and a romantic mystery
to be filmed entirely in Eu-
rope.

Jeff Sagansky, president,
CBS Entertainment, speak-
ing before members of the
Television Critics Associa-
tion last Wednesday night
during the CBS portion of
the press tour, also an-
nounced that Rob Reiner and
Alan Zweibel are developing
a half-hour series for the net-
work.

Sagansky also said that
David E. Kelley, creator and
executive producer of Picket
Fences, is creating a medical
drama. Dick Wolf, executive
producer of Law & Order, is
working on a legal drama,
and John Sacret Young, who
created China Beach, is de-
veloping an hour series titled
Keys about a female coroner
working in the Florida Keys.
Don Bellisario is creating an
hour show called Crowfoot
that will be shot in Hawaii.

Sherwood’s Travels, cre-
ated by Brand and Falsey
and set in Europe, follows
the adventures of a married
couple who are travel writ-
ers. The series is a co-ven-
ture of CBS Productions and
an overseas partner.

The Kelley project, still
untitled, is about a group of
surgeons working in a big-
city hospital.

The Reiner and Zweibel
project, titled Bedtime Sto-
ries, is about the stories that
a father tells his children. Sa-
gansky said Reiner will di-

rect the first episode, sched-
uled to shoot in March.
Other half-hour projects

| include a romantic comedy

starring Dolly Parton titled
Dixie Fixin’s, with Parton
playing the host of a cable
television cooking show.
The project will be produced
by Parton’s Sandollar Pro-
ductions in association with
Touchstone Television.

Cybill Shepherd is set to |

star in a half-hour comedy to
be produced by Marcy Car-
sey, Tom Wemer and Jay
Daniels.

Sagansky said that all the
projects will be ready for
consideration for the fall
schedule.

After more than a year in
development, the first of
*‘live movies’’ from Francis
Ford Coppola will air in
April, according to Sa-
gansky. Top of the Ninth will
be shot in a baseball stadium
and looks at the life of a ma-
jor league pitcher who is at a
personal crossroads.

Violence documentary on tap

From the news division, Eric
Ober, president of CBS
News, said that the network
is planning a three-hour
prime time documentary
looking at violence. It will
be produced by the news de-
partment. The documentary,
to which the network will de-
vote an entire evening, is ex-
pected to air during fourth
quarter 1994. Ober also told
the critics that CBS news is
holding talks with radio and
television personality Rush
Limbaugh to provide com-
mentary on the network’s
fourth and newest news mag-
azine show, scheduled to de-
but this spring. ]
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advertising that

Big doings

Although this issue demonstrates that good
things also come in large packages, BROAD-
CASTING & CABLE is not going tabloid. This
issue and the next will be published in this
Jormat due to the heavy volume of news and
characterizes
NATPE issues. We will resume our custom-
ary format with the Jan. 31 issue.

the pre-

Fast Track

MUST READING FROM BROADCASTING & CABLE

SPECIAL REPORT: NATPE .4

Kids favor big E over three Rs

The first ratings for the so-called FCC-friend-
ly educational series are in, and they 're noth-
ing to shout about: Children are turning on to

. weekday morning live-action fantasy pro-

graming and almost com-
pletely tuning out con-
gressionally mandated
educational fare. / 24

Privacy a murky area
The popularity of tag-
along-with-the-police
shows has opened a r
murky legal issue: Where r )
does the public’s right to &
know end and a citizen’s
right to privacy begin?
Experts say the issues
are unresolved. / 70

‘Real Stories of the High-
way Patrol’ competes for
prime time access / 24

Plenty of action in action

Some of the hottest activity in syndication has
been in the action-adventure series genre.
Along with kids programing, the hour-drama
form has been a boom market, but recent
ratings suggest that new entries may be having
a harder time. / 75

Lights, camera, profits?

More than ever. successful TV and film per-
sonalities are selling products via infomer-
cials. The success of the ads can hinge on the
star, but infomercials have been known to cre-
ate celebrities of their own. / 80

Convention know-how
Everything you need to know to get around
the convention. from maps tc agendas. / 94

PROGRAMING

Iger defends networks’ records
Legislation is not warranted in the case of vio-
lence on television, says Bob Iger, president of
the ABC Network Group. The networks don’t
“have anything to be guilty about...when it
comes to violence.™ he says. / 115

Neville trades E! for ENT

Warner Bros.” Entertainment News Television
has named Arthel Neville as one of its two

' hosts. The show-business magazine is slated

for fall launch. / 115

NewSport at bat

The long-awaited sports news cable network
NewSport plans to be up and running Feb. 1.
By most measures, it is not the best time to
launch a new network, but network executives
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say their pooled resources mean that the
own this sports news franchise © / 117

Pandora looks for partner
Paris-based Pandora International Entertain-
ment Group. which set up financing for the
film “Like Water for Chocolate,” wants to
expand its presence in the U.S. television mar-
ket. The company is seeking a steadier supply
of product to distribute. / 119

WASHINGTON

Court skeptical
about must carry
Based on oral
arguments before the
Supreme Court last
week, cable came out
ahead in the must-carry
debate. However,
broadcasters point out
that the high cour: is
far from making up
its mind. / 120

N

Justice Antonin Scalia
appeared the most hos-
tile to must carry. / 120

Salary survey

BROADCASTING & CABLE presents its annual
survey of salaries of officials of the Fifth
Estate’s trade associations. Jack Valenti of the
Motion Picture Association of America again
leads the pack. / 122

RADIO

Viva Las Vegas

The hottest radio market in the U.S. is sizzling
Las Vegas, where revenues soared by more than
17% in 1993. Meanwhile, Arbitron and
AccuRatings post their fall numbers. / 130

BUSINESS

Partnership ends in station sale
What seemed like a good idea to Malrite
Communications in 1987 seems to have back-
fired. Its ownership of WIJZ(FM)
Philadelphia has ended as the station’s prob-
lems have mounted. / 124

Barter deals expanding

Members of the programing marketplace don't
foresee a retreat in the barter business. In fact. the
number of bargain shows is expanding. / 126

ADVERTISING & MARKETING

Ads reach out and touch everyone
Long-distance telephone companies called
Madison Avenue often last year and plan to
run up their bills even more this year. The
economic turnaround and aggressive compe-
tition are pressuring the companies to buy
more ads. / 131

On the Cover:

programing such as

Black Star

ALL

Rysher Entertainment

has gone from being a small
independent supplier to a
leading syndicator of weekly

‘Robocop.’ President Keith
Samples talks about his
company'’s goal of becoming
a fuli-service studio. / 38
Photo by Doug Mazel/
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TOP OF THE WEEK

CBS affils: new needs on Sunday

By Steve McClellan

hen you lose football, as CBS has, there’s
only one Sunday afternoon programing
option—go after women and children.

The buzzword threading discussions last week
among CBS network and affiliate executives in
meetings at the La Costa Resort outside San Diego
was ‘‘counterprograming’’—the affiliates want it
and the network said it would deliver it.

Affiliates want it because that is the strategy
they are developing to program the two-and-a-half
hours of Sunday afternoon time (1-3:30) the net-
work is returning during the football season,
which runs from late August to January. Fox
outbid CBS for NFC broadcast rights last month.

Syndicators are sizing up the opportunities pre-
sented by the new-found needs of CBS affiliates.
But they aren’t the only ones likely to benefit.
Some station executives said they will schedule
paid programing—infomercials—and some are
considering producing their own programing.

At the meeting, network executives said that
CBS’s entertainment, news and sports divisions
were being asked for possible contributions to
program the football-less Sundays.

The network has ruled out assembling packages
of what CBS Broadcast Group President Howard
Stringer termed ‘‘odd sports’’ such as volleyball
and demolition derby to try to retain male viewers.

At the same time, it is keeping a sports presence
in the noon-1 p.m. hour with an expanded NFL
Today program. From 3:30-6 p.m., if the network
broadcasts sports, it will concentrate on competi-
tions that strongly appeal to women, such as fig-
ure skating and gymnastics.

To some degree, syndication opportunities will
be shaped by what the CBS-owned station group
decides to do. Its path is the one frequently fol-

lowed by other affiliates.

CBS Stations President Johnathan Rodgers said
the group is considering options to target primarily
women and families. Among the options: movies,
reaiity programs, paid programing and original
programs produced in-house, such as a news-
magazine or cooking show. ‘*The stations have a
lot of latitude,’” Rodgers said. ‘*We could end up
buying something together, if it’s cheaper that
way and makes scnse for everybody.”’

As expected, syndicators are knocking on CBS
affiliates’. doors and are gearing up for the Nation-
al Association of Television Programing Execu-
tives conference in Miami. New Line Television,
for example, is positioning the weekly Court TV
as a Sunday afternoon option, and already has
signed one West Coast CBS affiliate in the day-
part, said company president Bob Friedman.

Roughly 35% of the Court TV lineup is com-
posed of CBS affiliates, who have the option of
switching the show to Sunday afternoons. *‘It
works for us,”” Friedman said. New Line also has
a female-skewing movie package that will be
available this fall. Titles include °‘‘Damage,”
“Three of Hearts’’ and ‘‘Bodies, Rest and Mo-
tion.”’

“It’s going to be a very active NATPE,’” said
Tony Malara, president, Affiliate Relations Divi-
sion, CBS Television Network. ‘‘We basically
accomplished two important goals in our talks
with affiliates. We gave them time back so they're
not forced into a pre-emption situation. We think
most of them don’t want the whole five-hour
block to program, and we definitely feel that we
deserve a shot at programing the late-afternoon
slot. We also felt it was important to tell them
what we aren’t going to do, which is program
some sort of ‘sports spectacular’ block.”

Januory 17, 1994 Broadcasting & Cable

More home shopping

The burgeoning home shopping business is
about to grow even larger this summer with
the introduction of Television Shopping Mall,
a new cable network from Home Shopping
Network aimed at upscale buyers.

Each week, TSM will feature 70 two-hour
shows produced by individual marketers. It
will make available services including studios,
sales and hosts to those marketers that want
help in producing their programs.

Outside of the shows produced by individ-
ual marketers, the remaining hours on the
network will be devoted to the existing HSN
overnight service, Home Shopping Spree. Ini-
tial distribution is expected to be 3 million
cable households and 20 million broadcast- |
TV households. The company is targeting 30
million cable households within five years.

TSM faces a heated battle for channel posi-
tion in the crowded home shopping business.
Chief HSN rival QVC Network in May plans to
launch Q2, an upscale network of its own.
Another existing service, ValueVision, has been
picking up cable subscribers in recent months.

Time Warner and Spiegel are preparing a
new channel, Catalog |, featuring merchan-
dise from Neiman Marcus and other catalogue
companies. And others are developing ser-
vices, including BET, Macy's and Nord- |
strom. —RB l

Station reps are urging their CBS clients to go
with a counterprograming strategy. ‘‘We're rec-
ommending a mix of infomercials, movies and
weekly hours,’’ said Dick Kurlander, VP-director,
programing, Petry Television. ‘*Where it’s avail-
able, the Spelling Network would be great, or
Lonesome Dove or Sirens. With movies, it's a
buyer’s market.’’ a

Fox may be sprinting for winter Olympic bid

By Steve McClellan

In withdrawing, Ebersol

tions will contribute to sup-

Whether Fox will call on

to see their network moving
into big-time sports, some
Fox affiliates wonder what it
will do to their bottom lines,
especially since Fox has not

I f Rupert Murdoch has his
way, Fox’s fledgling
sports division will add
another notch to its belt this
week—the 1998  winter
Olympics in Nagano, Japan.

Whether or not Murdoch
is preparing a pre-emptive
bid for those games is the
$350  million  question.
Sources say the International
Olympic Committee expects
the winning bidder to pay at
least that much, which is $50
million more than CBS paid
for this year’s winter games
beginning next month in Lil-
lehammer, Norway. Some
believe the bidding could go
to $400 million.

Fox will have some com-
petition for the games from
CBS and ABC, but not from
NBC. Dick Ebersol, presi-
dent, NBC Sports, last week
took the network out of the
running. It has enough on its
plate for now, he said, in-
cluding the next summer
Olympics, to be staged in
Atlanta in 1996.

added that Murdoch’s bid
may exceed the bottom-line
value of the games, like
Fox’s recent successful bid
for National Football Confer-
ence games. ‘[ get the sense
the economics will be very
big with Fox entering the
fray,”’ he said.

CBS Sports President Neal
Pilson last week told affiliate
executives that the network
will bid aggressively for the
games in Nagano. He didn’t
say how aggressively, but
the network has raised the
issue of affiliates making a
contribution, probably in ad-
vertising inventory, to help
finance the games.

That strategy has helped
NBC support two winning
Olympic bids in the past, in-
cluding the Barcelona games
in 1992 when affiliates con-
tributed $30 million in in-
ventory to the network dur-
ing the three years leading up
to the games. NBC and its
affiliates still are negotiating
how much inventory the sta-

port the network’s winning
$456 million bid for the At-

Olympic bid
lanta summer games.

its affiliates to help fund its

While they clearly are glad

yet told affiliates their inven-
tory split for this fall’s NFL
package. [ ]

was not clear.

By Rich Brown

Retailer interest in the nascent direct-
broadcast satellite business appears to be
running high. So high, in fact, that equip-
ment manufacturer RCA is projecting DBS
equipment and programing sales of $700
million in the first year alone.

RCA expects retail sales of packages of
programing and DBS receiving equipment
to hit more than $1 billion in the second
year, says Joseph Clayton, executive VP of
marketing and sales at RCA parent compa-
ny Thomson Consumer Electronics. By
2000, the company expects to have rough-
ly 10 million subscribing households and
retail sales of approximately $20 billion.

Interest is building. RCA was swamped
with retailer inquiries at the recent Con-
sumer Electronics Show in Las Vegas.
And Sears and Circuit City have signed on

RCA high on DBS equipment business

Stanley E. Hubbard, USSB; Joseph Clayton, Thom-
son Consumer Elec., Eddy Hartenstein, DirecTv
uled to begin testing next month in the
homes of 500 DirecTv and Thomson em-
ployes.

The cost will be about $700 for a basic
recciving system plus a monthly subscrip-
tion fee paid to program suppliers DirecTv
and/or United States Satellite Broadcast-
ing. DirecTv has announced a basic pack-

to be among the first national retailers to | age ($21.95) and a larger package

sell DBS service when the technology de- | ($29.95). USSB packages range from

buts in spring 1994. DBS service is sched- | $7.95 to $34.95. =
24
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‘Powering past -
the competition
with 43% sold.

Markets sold include:

WNYW
KTTV
WFLD
WCAU
KRON
WTTG
KDAF
WATL
KRIV
KING

- WeNX
KMOV

| WRXTY

- WMAR

 WFSB
KFMB
KSTU
WLKY
KJEO
WJRT
WALA
WMTW
KEYT
KCCN

New York

Los Angeles
Chicago
Philadelphia

San Francisco
Washington, D.C.
Dallas

Atlanta

Houston W o 1

Seattle .+
Miami >
St. Louis
Sacramento
Baitimore
Hartford

San Diego
Salt Lake City
Louisville
Fresno

Flint

Mobhile
Portiand, ME
Santa Barbara
Monterey

..and more!

. show, call New York at 212/556-2520 or Chicago at 312/755-0550.
3 . et __ oo,

“\___ —

by *

Py
g P

Stations everywhere are sold on Gordon Elliott.
Sold on the warmth, character and appeal that
wins over audiences. Sold on the fact that he
brings 14 years of live on-camera experience to
talk, from popular shows such as “CBS This
Morning” and WNYW’s “Good Day, New York.”

So it’s no wonder that Gordon not only
leads the pack of new talk shows for Fall *94,
he leads all new show entries...with more and
better clearances than any other new program
available. Which also means he won’t be
available for long.

For advertiser sales information on the perfect advertiser-friendly
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overpowers
Hard Gopy ane

DOMINATES THE COMPETITION ~5 o y ,%
IN ADULTS 18-34 AND 18-43! - »

This season, A Current Affair powered past Hard Copy and
Inside Edition. The momentum built, as viewers responded to
our new look, hard-hitting investigative team, more exclusive
reports—and new stories every day, 52 weeks a year.

The payoff for stations was immediate. Time period numbers
skyrocketed. A Current Affair, ranked #1 in the most saleable
adult demos, proved it again: It has the power to deliver.

SOURCE: NSS NOV.'93. (NOV.1-28 '93. GAA RATING WHERE AVAILABLE.)

A CURRENT A

.-/

For advertiser sales, call New York 21245667520 or Chicago 312/755-0550.
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NOV "83 vs. NV 92
WNYW 35505
KYW PHILADELPHIA
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WILKES BARRE

+79%
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TIME PERIOD INCREASES

ADULTS 18-43 ADULTS 25-54
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+18%

+43%
+15%
+33%
+31%
+30%
+79%
+98%
+13%

+200% [

+15%
+9%
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+40%
+24,
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+6%

+67%
+33%
+33%
+44,
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TIME PERIOD INCREASES

NOV '93 vs. NOV '92

WAVE
WHID
KSEE
KTHY
KJRH

WNEM

WATE
WBAY
WTVH
WOKR
KU

{ WSIL

WEIA
KAYU

07| VoA
Uil wsa

WINK
WGGB

KTSM
WKJG
WLNS
KCOY
KGBT
KIMA

LOUISVILLE
7:30 PM

DAYTON
4:30 PM

FRESNO
6:30 PM

LITTLE ROCK
6:30 PM

TULSA
4:00 PM

FLINT
5:30 PM

KNOXVILLE
12:00 M

GREEN BAY
4:30 PM

SYRACUSE
7:00 PM

ROCHESTER
5:30 PM

LAS VEGAS
7:00 PM

PADUCAH
11:30 PM

CHAMPAIGN
12:00 M

SPOKANE
7:30 PM

TUCSON
4:30 PM

SOUTH BEND
7:00 PM

FT. MYERS
7:30 PM

SPRINGFIELD, MA
7:00 PM

COLOQ. SPRINGS
11:30 PM

EL PASO
4:30 PM

FT. WAYNE
4:00 PM

LANSING
5:00 PM

SANTA BARBARA
6:30 PM

HARLINGEN
6:30 PM

YAKIMA
4:00 PM

[/

ADULTS 18-49

+18%
+20%
+20%
+13%
+40%
+127%
+36%
+33%
+36%
+18%
+13%
+120%
+29%
+10%
+233%
+21%
+12%
+29%
+217%
+100%
+40%
+60%
+200%
+14%
+140%

ADULTS 25-54 /

+119%
+100%
+10%
+6%

+17%
+133%
+111%
+38%
+62%
+19%
+13%
+117% %%
+9% ‘
+20%
+86%
+29%
+9%
+33%

+300°% |

+67%
+67%
+111Y%
+233°%
+8%
+140%

-

SOURCE: NSI % SHARE INCREASE, NOV.'93 VS. NOV.'92
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The powerhe

that turns a
time p eriod

‘COPS—THE MOST
REWARDING PURCHASE
OF 1993 e i

2 #1 new strip,'93-'94 season. |

g #1 reality program in Adults 18-34,

~ beating Entertainment Tonight,
Inside Edition, Hard Copy
—and'the rest.

For advertiser sales, call New York 212/556-2520 or Chicago 312/755-0550. NSS NOV.'S3.
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LOS ANGELES
6:30 PM
PHILADELPHIA
7:00 PM
BOSTON
10:30 PM
ATLANTA

7:30 PM
SEATTLE

7:30 PM
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10:30 PM
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7:00 PM
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4:00 PM

ORLANDO
7:30 PM
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4:00 PM
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7:30 PM
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PORTLAND, OR

6:30 PM
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AUSTIN
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OMAHA
4:00 PM

+113%
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+25%
+29%
+46°,
+300%
+14%
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+117%
+220°%
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+12%%
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+100%
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SOURCE: NSS AS DATED.

Bertice Berry is taking off! Since her debut, her NTI has
soared 38% as more people keep discovering her natural
warmth, charm and contagious sense of humor. No wonder
Bertice has the power to build a higher concentration of
| Women 25-54 than any other talk show except Oprah.
If you want talk that stands out of the pack, give Bertice
a try. She’s got the power to grow on you.

SOURCE: NT1 AA & GAA (WHERE AVAILABLE) VPVH.
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For advertiser sales, call New York 212/556-2529 or Chicage 312/755-0550.
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Ameritech plans
its video future

New hire to concentrate on strategy

By Joe Flint

aby Bell Ameritech has
B restructured its execu-
tive  hierarchy  and
brought in a longtime Holly-
wood executive as its corpo-
rate strategist.

Patrick Campbell, who
has been president of Sony
Corp.’s Columbia TriStar
Home Video Division since
1989, is leaving Hollywood
for Ameritech’s Chicago
headquarters. He will be ex-
ecutive vice president, cor-
porate strategy and business
development.

Joint ventures sought

Like the other regional Bell
operating companies. Ameri-
tech has been actively plan-
ning its entry into video ser-
vices and is looking for joint
ventures with both program-
ers and cable companies.

**1 get the feeling that
Ameritech wants to be very
well positioned for whatever
may come,”” Campbell says.
“*The appeal to me is that it
[presents me with] a broader
array of business challenges.
I will look at the possibility
of finding partners in any
number of areas related to

the future.”’ |

At last week’s Academy |
of Television Arts & Sci-
ences Superhighway Sum-
mit, Ameritech President and
Chiet  Executive  Officer
Richard Notebaert said the
Baby Bell would rather have
a joint venture than acquire a
company outright. For exam-
ple, although Ameritech
looked at Paramount, the
price was too high.

Ameritech will offer video
interactivity in Chicago by
the end of this year. *‘It’s not
an experiment,”’ Notebaert
said.

| Reshutfling ’

In its executive reshuffling,
Walter Catlow, president,
long-distance services, has |
been named an executive |
vice president responsible for
international business devel-
opment. Replacing Catlow is
Ronald Blake, currently vice
president  and  treasurer,
while Vice Chairman Rich-
ard Brown will add duties in-
cluding long-distance, infor-
mation industry and
continued responsibility for
Ameritech’s Washington
lobbying efforts. .

—

TOP OF THE WEEK
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" TeleMedialUsatch

US West is boosting its planned infor-
mation superhighway investment from
$600 million to $750 million during the
next two years, spending roughly $1,000
| per household on system upgrades in 20
U.S. cities. The company last week ap-
plied to the FCC for permission to build
multimedia network facilities in neighbor-
' hoods, including 330,000 homes and busi-
nesses in Denver. This week it plans to
ask permission to build comparable facili-
ties for 292,000 in Minneapolis-St. Paul
and 132,000 in Portland, Ore. In a few
weeks US West plans to submit another
application to build in Boise, 1daho.

Times Mirror Co. & Pacific Telesis

consumer services, including electronic
| home shopping, starting this November in
' Los Angeles. In a statement, the compa-
! nies said that it will look for ways to
profitably take advantage of the super-
| highway.

| refers just to telephones, the Com-
merce Department and the California Pub-
lic Utility Commission have scheduled a
hearing on **Telecommunications to Serve
| the Cities—Universal Service in Urban
America.”” Subjects will include funding
sources for the electronic superhighway
and the information infrastructure’s role in
building communities and delivering

have formed a joint venture to offer

. Now that universal service no longer

health services. Witnesses are expected
from both the cable and broadcast indus-
tries. The hearing will take place 8 a.m.-4
p.m. Thursday at the California Museum
of Science and Industry, Los Angeles.

Sick of trying to figure out what all
those wheels and dials mean on your
electric meter? Pucific Gas and Electric
Co., Tele-Communications Inc. and Mi-
crosoft plan to pipe the latest billing and
energy-use information to the TV screen.
The two-year interactive experiment will
cost $6.2 million and will include 2,000
homes in Walnut Creek, Calif. Interactive
clements include programs to help cus-
tomers adjust gas and electricity use to
fluctuating costs of encrgy. Customers
also can pay energy bills interactively.

Jones Intercable has responded to
Representative Edward Markey’s re-
quest for information about its deal to
sell a 30% equity interest to Canada’s
BCE Telecom International for $400 mil-
lion. BCE is the parent company of Bell
Canada.

The letter states that the deal is expected
to be completed by the end of February,
and ‘‘to date, the parties have agreed only
to discuss and cooperate in the exploration
of the possible expansion of Jones’s pre-
sent business into such businesses as wire-
line local exchange communications and
broader telecommunications services.’’

Bell Atlantic, TCI hook up

to wire schools

ABC, Oracle offering
programs on demand

Oracle Corp. and CapCities/ABC this week will demon-
strate an interactive, programing-on-demand service that
i will enable viewers to dial up ABC programs whenever
they want it and order customized news and information
segments not available to others.

The multimedia service will work over telephone
lines, cable or over-the-air broadcasting, according to
Bruce Maggin, executive vice president, CapCitie-
s/ABC’s Multimedia Group.

According to Maggin, the programing could come
from a variety of sources: ABC-TV's news and entertain-
ment divisions, the network’s affiliates and other ven-
tures that CapCities/ABC has a stake in including Life-
time, ESPN, ABC Radio Networks and newspapers and
magazines operated by the company's publishing group.

Oracle, Redwood Shores, Calif., a leading supplier of
information management software, last week announced
a strategic alliance with Bell Atlantic to develop interac-
tive TV (sec story. page 85). The service will be part of
those trials, and others planned for this year. It will be
demonstrated Tuesday.

Terence Garnett, senior vice president, Oracle’s New
Media Division, described the venture as ‘‘freedom of
choice in programing—information when you want it
and how you want it.”’

“*The biggest function early on is going to be deter-
mining what the consumer wants and what the consumer
is willing to pay for.”” Maggin said. **From our stand-
point, the part that we are most intrigued with is the
research. But | wouldn’t say it’s a research project.””—PV

plan will *‘encourage parents to get involved
and stay involved’’ in their children’s educa-
tion.

It was no coincidence that TCI and Bell
Atlantic made their announcement last Mon-
day, one day before Vice President Al Gore
spoke on the need to make sure the super-
highway does not bypass the nation’s
schools. Gore praised Malone and Smith
during his speech at the Academy of Arts &
Sciences conference and issued a challenge
that all schools, libraries and hospitals be
]

By Joe Flint
ecking to better the nation’s school sys-
terns and score points on Capitol Hill,
Bell Atlantic and Tele-Communications

Inc. last week said they would wire elemen-

tary and secondary schools in their service

area to the ‘‘information superhighway’—
for free.

The Basic Education Connection will
reach 26,000 schools—that's 25% of the na-
tion’s schools—and will include free educa-
tional cable TV programing, access to cer-
tain existing data services, and installation
and linkages to Internet and other com-
puter databases.

**The social benefits are profound.’
said Bell Atlantic Chairman/CEO Ray
Smith. **This is a whole new way to
engage the hearts and minds of school-
kids.”

The Bell Atlantic-TCI plan came less
than one month after Representative Ed
Markey (D-Mass.). head of the Tele-
communications Subcommittee, wrote
to the major cable and telco companies,
asking them to reduce charges to wire
schools.

Markey called the plan ‘‘historic.””
saying development of the information
superhighway may be ‘‘as great a
breakthrough as we can have in this
country.”

TCIl President/CEO John Malone

Television Today

A free satellite feed of BROADCASTING &
CABLE’s Television Today NATPE preview
video is scheduled for this Tuesday, Jan. 18,
at 9-10 a.m. ET. Produced by award-win-
ning Arthur Greenwald Productions in asso-
ciation with BROADCASTING & CABLE edi-
tors, Television Today is a genre-by-genre
survey of the high-profile syndicated pro- |
grams on tap at this year’s NATPE conven-
tion. It also looks at the races toward a fifth
network and a 500-channel future.

The feed is available via Cycle Sat on GE
Americom Satcom K2, ch. 4, transponder 4
(horizontal polarization; downlinking fre-
quency: 11817.5; audio subcarriers 62 and
68).
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In 1993 it was COPS, syndication’s performer =
of the year. : e
Now Twentieth Television.introduces——
TRAUMA, the breakthrough life and death =
drama of the' new season. |
TRAUMA grips your viewers from the —_———
| start, taking them inside the high‘tension
atmosphere of real trauma centers to witness,
close up, the ultimate-drama of patients and
loved ones facing medical crisis. Lives are
saved, lives are changed, life lessons are -
| learned.
—No scripts. No actors. No reenactments.
Just irresistible real life stories. And -~
a powerful new performer for
your weekend access
franchise.

A

 Available Fall '94.

Fo?ﬂvertiser sales, call New York'( 23556-2526 or Chicago (312)755-0550.

[

f TELEVISION TO THE 20TH POWER

e
5
-



Talk: After the shakeout

Ratings for freshman ‘Ricki’ turn some heads

By Steve McClellan
ith the demise of
three of this season’s

w weaker talk shows,

survivors in the category are
reporting quicker renewals
than a year ago.
Paramount’s Maury Po- |
vich already is renewed in
70% of the country for the
1994-95 season, and Via-
com’s Montel Williams and
Group W's Vicki! are re-
newed in 60% of the country
for next scason. **A year ago
we were probably renewed
in 5%, says Rick Jacobs,
president, domestic markets,
Viacom Entertainment.
Station  executives  say
they're taking fewer risks

Ricki Lake

that you can go with a prov-
cn show, it seems like a good
way to go,”’ says Francine

this season and sticking with
proven incumbents. **With
$o many entrics, audience
fragmentation becomes more
of a concern. so to the extent

Achbar, programing director
at WBZ-TV Boston.

“There is much less out
there this year for daytime,™’

| says Achbar. “*You have to

| spend so much now just let-

ting people know what's on
your air. I think you'll see
stations taking fewer chances
this year. I'd rather go with a
moderately successful show
than start over with a new

show.”’

Station programers say
Povich has solidified as a de-
pendable  daytime  early

fringe performer. Paramount
executives say his rating

among women 25-54 is up in |

more than 100 markets.
while his average houschold
rating is up 25% this season
in markets where stations
kept him in the same time
period.

Montel is up roughly 20%
scason-to-date in household
ratings (see chart, page 66)
and in the last week of 1993

Continues on page 66

Breaking into prime access

‘Getting into access was not an easy process’;
entrenched shows claim three-quarters of slots

By Steve Coe
yndicators are finding it increasingly difficult
to break into prime time access. The proof is

in the pudding: Established players such as

Wheel of Fortune and Jeopardy!, a slew of tabloid I

shows and a few oft-net sitcoms are firmly cn- l

trenched in that coveted daypart and account for

approximately 75% of all clearances. I

In the past ycar, despite the dearth of access
slots, some shows have broken into access and
expect to increase their number of clearances from

6 p.m. to 8 p.m. as they are rencwed for fall.

““‘Access has not changed dramatically in the
past year,”’ says Dick Kurlander, VP/programing
director, Petry Television. ‘‘Shows like Wheel.

Jeopardy!, Hard Copy, Inside Edition and A Cur-

rent Affair continue to do well, so that takes up a

lot of real estate. Then you've got sitcoms in the

top 50 markets on indies that are doing well, such
as Roseanne. So when you add them up, they all
account for about 75% of the access slots.””
“*Every year, it secms there’s room for a new
show in access,’” says Greg Meidel, president,

Twentieth Domestic Television. ‘‘But the ditfer-

ence between now and years ago is that the new

Continues on page 66

-

‘Real Stories' patrols for prime access

January 17, 1994 Broadcasting & Cable

Kids get kick out of ‘Mighty Morphin Power Rangers.’

Kids still favor big
‘E’ over three R’s

Ratings show young viewers still

drawn to pure entertainment fare
By Mike Freeman

hild viewers are speaking loud and clear with their

remote controls: They're turning on to weekday morn-

ing live-action fantasy programing and almost com-

pletely tuning out congressionally mandated educational
fare.

At lcast that seems to be the kid consensus from Petry

Television’s analysis of November sweeps ratings (scc

| charts). Coming out of their first major sweeps test, the so-

called FCC-friendly educational series are failing to attract
barely above | ratings in the Niclsen sweeps and arc beset-
ting stations with woeful share losses among the key kids 2-
i1 and 6-11 demographics.

Entertainment-driven kids serics on weekday mornings
have generally exhibited ratings gains over 1992 levels,
coinciding with the emergence and growth of the Saban
offering on Fox Children’s Network, Mighty Morphin Power

Continues on page 74

Rysher
Entertainment
President Keith
Samples is sitting tall
in the saddle with a
slate of four action
hours that includes
high-profile
‘Lonesome Dove’
and ‘Robocop’ series.
For more on one of
the production and
distribution
community’s top
guns, see page 38.




Success 1n the Kids Business
Requuires the Right
Combination...




Buena Vista
Television
©DISNEY
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Disney Atternoon!

In the 19 markets where THE DISNEY AFTERNOON
and Fox Children’s Network go head-to-head,
Disney stations cash in!

K2-11 Ko-11

The Disney Afternoon 6.1 6.8
Fox Children’s Network 6.0 065

And where BONKERS and Batman square off,
the smart money’s on BONKERS!

K2-11 K6-11
BONKERS 7.5 9.0
Batman el 33

4

/

SOURCE: NSI, November 93. Weighted average ratings of the 19 markets where The Disney Afternoon and Fox Children’s Network compete head-to-head.
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...And beginning fall 1994,
Disney unleashes a powerful
new force in animation.

)



Q;JWRKL
g&ﬁMm@h~

NORTWERN:;

EXPQS
0 ae,

&

Advertiser Sales



Iding blocks
for success

Build

-t b AT el A by Ay hola

TIME 2
GENERATES

ot

—~

-2
.mmg. -

It At
«

5 -
¥

2= T i

'
!
'
e | i
SR
—\Q
-
» Fua®
SO Lo
. ~ it

.
o

»
Se

[

L1oT
UrErimE

_v—

l

.
'
ot . " >,
o 4 L ety V! X% )
4 OF % o N il e
e o kcnv\'- EN .

- e—

-



A Strong Thirt Js on win
g Highest Ratiny Even

8.2

Up 20% vs.'92/'93

Solid Local Market Share Increases
vs. '92/'93

W 18-34 + 25%
W 18-49 + 30%
W 25-54 + 33%
M 18-34 + 38%
M 18-49 + 25%
M 25-94 + 13%

Teens + 20%

STDhru 11/7/93

a0, Oct. . Dei. 'Werage al)
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Available For Strip Fall '35
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Chicago, WPWR
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SHVIN B8 A0

\ \'\ sn'ong Women Share
\ Increases vs. '92/'93

+29% W 18-49
+29% W 25-54
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ALL AMERICAN COMMUNICATIONS, INC.
Source: NTI GAA, STD thru 11/7/93

NSI Snap, Oct. '93 vs. Oct. '92; average all telecasts © 1994 All American Television, Inc.



Date

01/03
01/10
01117
01/24

01/31
02/07
02/14
02/21
02/28
03/067
03/14
03/21
03/28
04/04
04/11

04/18
04/25
05/02
05/09
05/16
05/23
05/30
06/06
06/13
06/20
06/27
07/04
07/11
07/18
07/25
08/01
08/08
08/15
08/22
08/29
09/05
09/12
09/19
09/26
10/03
10/10

1017
10/31
11/07
11/14
11/21
11/28
12/05
12/12
12/19
12/26

CLoSING

12/24
12/31
01/07
01114

01/21
01/28
02/04
02/11
02/18
02/25
03/04
03/11
03/18
03/25
04/01

04/08
04/15
04/22
04/29
05/06
05/13
05/20
05/27
06/03
06/10
06/17
06/24
07/01
07/08
07/15
07/22
07/29
08/05
08/12
08/19
08/26
09/02
09/09
09/16
09/23
09/30

10/07
10721
10/28
11/04
11/11
11/18
11/25
12/02
12/09
12/16
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1994 Editorial Calendar

SpeciaL REPORT /
EoiTorIAL FEATURE

¢ Pre NATPE Tabloid

* NATPE Tabloid

e Satellites

e Station and Cable Trading
¢ Original Cable Programming
* Digital Technology Supplement

¢ Baseball

* NAB Equipment Preview
* NAB Convention Special
¢ NAB Convention Coverage

* Top 25 TV Groups

¢ Cable Marketing
* Reality Programmi

ng

¢ Radio Syndication

e Pre NCTA

¢ NCTA Convention Issue

¢ NCTA Coverage

¢ PROMAX Preview

¢ Top 100 Companies

o Satellites
e News Services
¢ Children's TV

¢ Football
e Action Hours

e CAB Local Cable Sales Conf.

* Top 25 Radio Groups

e Journalism

¢ Broadcasting & Cable Hispanic Special

e Western Cable

¢ Talk Shows

* Subject to change

Bonus DiSTRIBUTION

* NATPE
* INTV
* SMPTE
* SBCA

* Texas Cable Show

¢ NAB Convention

e CTAM PPV Conference
¢ CAB Conference

¢ SUPERCOMM

¢ NCTA

* PROMAX

e CTAM
e Eastern Cable Show

* |BC

e Atlantic Cable Show
e RTNDA, Radio ‘94,
SMPTE, SBE

e Western Show

DATE oF
CONFERENCE

1/24-27, Miami

1/23-24, Miami

2/4-5, Chicago
2/10-12, Anaheim

2/23-25, San Antonio

3/21-24, Las Vegas

4/11-13, Orlando
4/10-12, New York

5/2-5, New Orleans

5/22-25, New Orleans

6/8-11, New Orleans

7/16-19, Chicago
7/24-27, Chicago
8/1-3, Atlanta

9/16-20, Amsterdam

10/4-6, Atlantic City
10/12-15,
Los Angeles

11/30-12/2, Anaheim
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WORLDVISION LOOKS FORWARD
TO WELCOMING REPUBLIC PICTURES
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@(at does it take to att\

GREAT 3

For over thirty years Aaron Spelling
has produced an extraordinary
number of hits — like

Charlie's Angels, Fantasy Island,
Love Boat, Dynasty, Beverly Hills
90210, and Melrose Place.

Year after year his shows have attracted
large audiences in every demographic
category — but especially large numbers of

women prime-time viewers. In fact, women

viewers bave allowed Aaron Spelling to
dominate prime-time evenings for over three
decades. Now, Worldvision brings you the |
ll 1“ Spelling Premiere Network. Two prime time, l

] first run series designed to continue that
1 tradition of success. Heaven Help Us and
LU Robin's Hoods are glossy, superbly

1 | S 1 | produced involving programs
| I L that will make stars, create trends,
1Hdh e ' A and define style for the '90's.

A L They'll also attract the women you love.




ract the women you love?
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38 Special Report

With the billion dollar backing of
Cox Enterprises and the former
TPE programs under its belt,
Rysher Entertainment has gone
in the past year from a small
independent supplier to a
leading syndicator of weekly
programing, with a slate of four
high-profile dramas to
complement a number of
established variety and

comedy programs.
BROADCASTING & CABLE
Assistant Editor Mike Freeman
talks with Rysher Entertainment
President Keith Samples about
his thoughts on a fifth network,
the importance of programers

m a 500-channel future and his
company’s goal of becoming a
full-service studio.

A week from now the Paramount and Warner
Bros. so-called fifth and/or sixth broadast network
efforts will have their first chance to lobby the
remaining pure independent TV stations en masse
at NATPE in Miami. As an emerging syndicator

of first-run action-adventure series, do you sense a
concern among suppliers of hour dramas that
independent time periods will be gobbled up by
one or both of the would-be networks?

First of all, I'm not totally convinced that there
will be a fifth network, and I really don’t believe
there will be a sixth network. I think the jury is
still out on whether either one of these so-called
new networks can actually get launched or become
a full-fledged network. But even if one of them
were to, | don’t think, over the near-to-medium
term, it’s going to have much of a negative impact
on our business. If anything, in the near-term, all
this talk about a fifth and sixth network has
actually had a positive impact for us with our
action hours and our original programing for
prime time, because it’s helped advance this trend
toward independent stations running original
programing. It’s helped open up time periods to
original programing that haven’t necessarily been
traditional original programing time periods on
independent stations. So, | have actually been
pleased to see all of this talk about original
programing and I don’t believe the fifth and sixth
network will have a negative impact on us for
quite some time, if ever.

Do you think either Warner Bros. or Paramount
can achieve 70% U.S. broacast coverage?

I don’t think there’s room in the marketplace for
both of them just in terms of coverage, no
question about it. But I do think it always comes
back to programing. I think you can talk all you
want about networks and delivery systems, of
what it will do to syndicators and what the
business will be. The truth is none of us can
predict what the business is going to be two years
from now, let alone five or 10 years from now,
what with all the convergence of technology. The
only thing we know for certain is that things are
going to continue to change very rapidly. But | do
believe that in the end, it’s programing that will
allow a company to survive. If we continue to
produce good quality shows that audiences want to
watch, we’ll be a successful and viable company

NATPE "94

-

if there are 13 networks. We're a lot less
concerned about affiliate battles than we are about
trying to come up with and preduce quality
programing for our customers.

Can both studios’ network initiatives survive if
they fill in the remaining white space Imarkets
without any remaining pure independents] with
carriage on a local cable operator's system?

How can you go out into the marketplace and call
yourself a network by getting only 60 percent of
the United States covered through broadcast? How
can they both be out there? When you say, *‘fill in
the remaining white area with cable systems,”
what does that mean? [ was at Warner Bros. when
we had the Rochester, N.Y., cable channel, and
what does that local cable channel program the
other 90 percent of the week when that network
isn’t programing to them? Mostly locally-

COVER STORY

January 17, 1994 Broadcasting & Cable

K‘elth Samples:
Rldlng high
atop Rysher

o 9
i

originated or syndicated programing. The truth of
the matter is that there’s so much involved in
trying to say we're going use local cable to fill in
the white areas that I don’t personally believe that
you can really have a presence in a marketplace. If
that presence is a local cable channel, and that’s
your only presence in the marketplace, I don’t
think that you can succeed if you have very many
markets like that. Because those are large
companies with lots of financial resources and are
in the business of taking risks, maybe they’ll both
go ahead and launch their so-called networks to
see if one of them can win the battle of attrition.
But the truth is, if both of them launch, I
guarantee, neither one of them are making money.
And all it does is rachet up the size of a lawsuit for
both of them, because there are just not enough
affiliates out there.

Would Warner Bros. or Paramount runinto a
problem where they'd have to be willing to
signficantly deficit-finance series programing,
or run much more lower-budget programing
because their CPM revenues are lower?

I would think that’s very definitely a problem.
Look at a market like Washington. What would
the Warner Bros. Network do in Washington? It’s
the seventh or eighth largest market in the
country. The sixth station in the market is

DOUG MAZEL



Where To Look For The
Hottest Hits In ‘94!
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WFTY(TV). | noticed in the November book there's
nothing but hash marks anywhere on the page.
There’s no one anywhere on the page. Is that an
affiliate? Maybe it can be over time. Maybe with
quality programing. {WB Net] could build that
station into a rcally strong, viable entity. But
that’s not going to happen in one year or two years
or even three or four, probably. That’s a long-term
project. You can give examples like that on both
sides of the fence. Warner Bros. has markets that
have big problems. Paramount has markets where
they have big problems. And the truth is, in
markets of that size there aren’t very many good
solutions for ecither one of them.

So, there are a fair number of independents that
have inherent problems in terms of higher UHF
channel allocation, strength of signal, reach and
current programing?

Market after market after market, | can give you
three, four examples in the top 10. And thosc are
markets that have the most television stations.
What do you do once you get outside the top 30 or
40 where you have three or four stations in a
market—unless you have some stations that
somehow say they're going to be affiliates of
both.

You mean secondary affiliations with Fox or Big
Three affiliates?

Yes. And | don’t know if either one of them will
allow that. Foxs clout with its affiliates probably
went way up with the NFL football deal. So, I just
think it’s a long struggle.

Do you think there are good opportunities for
Rysher Entertainment or any other first-run action-

hour syndicator to become a steady supplier to
one of these new networks?

Absolutely. I think that if any one of those
networks has a chance to launch and succeed,
programing will be the key. I think that they’ll be
in the market for programing from whatever
source can supply them quality programing. We
haven’t made a major issue of it, but our company
has three pilots for the networks for next season.
We have two one-hour pilots for CBS, and we’re
involved in a half-hour project for one of the other
networks. And we have a four-hour miniserics that
will air on CBS in June. That’s an original
production. So, we are already looking to be a
network supplier and plan to continue that quest in
the coming months. You never know about these
things, but we feel very confident there’s a
realistic chance that we’ll have a series on one of
the fall network schedules come September. So. |
believe we could definitely be a supplier to one of
these fifth networks.

Isn’t it generally accepted that the return on
investment from a network license doesn’t equal
what suppliers can get in first-run syndication in
terms of control over the [barter] advertising
revenues?

It’s impossible in the universe today to make a
blanket statement that selling a show to a network
is not as good as selling it to first-run syndication,
or vice versa. The truth of the matter is that every
deal today is different. So much of it depends on
each individual project and the elements that have
to come together, what rights we own or don’t
own in that project. So, we don’t necessarily say
we get a new hour idea, or a producer has an hour
idea. that we can attach ourselves to. We don’t
necessarily say: ‘*Well, gee, first-run syndication
is our first choice, and CBS is our sccond
choice.”” That’s not true. We look at the dynamics
of that project and try to figure out how it’s going
to best fit.

Is this part of an overall approach, with the

merger with Cox Enterprises and now the decision
to change the name back to Rysher

Entertainment [removing the Television Program

Enterprises half of the banner], to make Rysher
a full-service production and supply house?
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The name change is just more of a simplification,
but without question. with Cox, the mandate is to
build a studio. There’s no reason this company
can’t be—in two. three. five ycars—one of the
major independent studios in this business. |If
you'rc not in the facilitics business, which we
don’t intend to be in, two functions of a studio arc
to finance and distribute, and we're already well
on our way to being able to handle those
functions. I'm sometimes amuscd by people
talking about, **Well, this studio makes that show,
and this studio makes this show.”” The truth of the
matter is studios don’t make shows. People make
shows. Studios make deals with the people who
make the shows. And, with Cox’s support, we're
capable of making deals with people who make
shows and financing those projects and
distributing them around the world. We have just
as good a chance of picking shows that’ll work as
anybody else does.

Aren't there a number of distribution lines

already set up with the Cox-owned TV stations and
the Cox Cable systems, the latter of which are

now partnered with Southwestern Bell on some
“superhighway’’ projects? Are there

opportunities for Rysher to be a future major
supplier to this 500-channel superhighway?
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the various aspects of the company to do that.

Speaking of action hours, when you first
completed the merger a year ago with Cox, Rysher
had only one syndicated action hour, Highlander, in
the market. But within the last six or seven months
you have put together distribution deals on two
very recognizable series, Robocop and Lonesome
Dove, and later Thunder in Paradise with Hulk
Hogan. What are your expectations in terms of the
early ratings performance?

Well, it's always difficult to meet high
cxpectations to produce a series that’s based on
something that alrecady is highly estcemed in the
marketplace. That’s a difficult task. However, |
would much rather be trying to produce to those
high standards. where expectations arc high, than
to be producing to low standards where
expectations are low. So, for me, I think that’s an
important part of the equation. We purposely set
out to find some things that had brand recognition.
On Robocop, we have finished shooting the two-
hour premiere episode, and we're about four
episodes deep in production on the one-hour
series. 1 have to tell you, the show looks really
good. I'm very proud of it. I think it has a chance
to really garner some attention in the marketplace
and to hang around for a while. I'm very

“I't’s impossible in the universe today to make a
blanket statement that selling a show to a network s
not as good as selling it to first-run syndication, or
vice versa. The truth of the matter that every deal
today s different. So much of it depends on each
mdividual project and the elements that have to
come together, what rights we own or don’t own in
that project...We don’t necessarily say: ‘Well, gee,
first-run syndication is our first choice and CBs 1s

our second choice.

’y »

Well, first of all, we don’t have any output deals
with Cox outlets in terms of distributing product.
No Cox television station or cable system or any
of their entities is required to buy our programing.
and conversely, we're not required to sell them
our programing. Now, obviously, we know them
a little better, maybe. than we know some of the
others, but that’s really not as big a benefit either
way as you might try to paint it. We're a studio
trying to make and distribute TV shows. movies
and whatever, and they're trying to acquire the
best product they can to run their television
station.

As far as the superhighway and technology end,
while I'm bullish on all that technology, I don’t
really know that it means as much during the next
five or 10 years as some people think. You know,
I’'m a guy who still goes down to the front desk to
check out of my hotel room instead of using the
interactive system on the screen. | really think
interactivity in television, by transaction and video
on demand, are all still a little further down the
road as it pertains to everyday living.

What about a new network called the Cox
Action-Adventure Network? Wouldn't you be

excited about producing additional hour series
product for cable?

Well, I don’t necessarily know that you have to
brand it in that tashion. But I do think that they
will be looking longer-term to be involved in more
and more areas of distribution, trying to integrate

optimistic. Since the [theatrical] release  of
**RoboCop II1,”" expectations aren’t as high as
they once were. Ironically. [ truly believe that our
television series will help revive the Robocop
series, because 1 believe that our two-hour
premicre of Robocop: The Series is the best
**Robocop’” work that’s been done since the first
movie.

Since the last couple of “RoboCop” movies

were released, there has been a general
impression that they had become too violent

and lacked humor. From what | have heard, there
was a mandate to inject Robocop: The Series
with much of the tongue-in-cheek humor of the
original movie.

There's a lot of humor in the show. There was a
conscious decision made about that, and I think
everybody involved with the series felt as though
the big key to **RoboCop I'" 's success was that
tongue-in-cheek humor. We went and hired the
two guys [Michael Miner and Ed Neumeier| who
wrote the original “*RoboCop™ screenplay to write
the two-hour premiere cpisode for us, and they
brought a lot of that initial humor in. We have the
newsbreak scgments just like they did in the
movics, and we'll use them as transitions. Our
partner, Skyvision Entertainment [the serics
producer]. has created an animated character who
actually will appear in commercials inside the
newsbreaks. He's a character named Commander
Cash who is the product spokesperson for OCP,
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the big corporation that runs the city. So,
Commander Cash will, from time to time, be
pitching products for OCP that poke fun at our
current way of life a little bit. Then there’s a lot of
humor in the character [Robocop). Computer
technology today has allowed us to do things with
that show that are really pretty amazing, like
Robovision, where the TV screen shows
Robocop’s point of view, the graphic sequences
and special effects. You can never be certain that
an audience will like or dislike the show. I think
people will be quite happy with the production
value of Robocop.

In your deal with Skyvision, you have an equity
stake in the series and U.S. distribution rights,
while Skyvision retains international sales

rights. Can you both make a profit the first year out
with the series?

Well, you hope so, obviously. In the case of
Robocop, Skyvision is the actual copyright owner
of the show and the producer of the program.
They’ve been excellent partners for us. But it goes
back to something I said to you earlier about every
deal being different. In the case of Thunder in
Paradise, we totally fund production and are
involved with the merchandising, music,
everything. Thunder in Paradise is produced and
created by the Burk/Schwartz/Bonnan Productions
team, the guys who do Baywatch, and we are the
studio on that show. So, there are many more
rights involved with Thunder in Paradise than
there are with Robocop. Highlander is sort of in
the middle, in terms of what we own and control.
We're flexible in terms of how we’ll structure
something.

You have been particularly aggressive in

seeking international co-production deals on

NATPE '94

series like Highlander. Does that extend to
other productions?

I think that’s true. The miniseries I mentioned to
you earlier, Fall from Grace, is an international
co-production with French network TF1. TFI
originated that project and we partnered with
them, then CBS came in. I think we have probably
been the most aggressive of any of the companies
in terms of trying to do international co-
productions. It began as a necessity. Back when
we were first doing Highlander [before the merger
with Cox], the only way we could have gotten
Highlander done as a company was as an
international  co-production  with  Gaumont

Television [of France]. In fact, we now do
Highlander much differently than we did it the
first season. We distribute it internationally,

everywhere except France and Canada. And we
put a lot more money into the series. We were not
in a position to be able to do even that prior to the
Cox acquisition of Rysher.

Does it become more of a problem sometimes
with several overseas production partners, in
terms of content, and what appeals to an

audience in this country versus those of your
partners?

It does a little, but I think that there are some
things you have to be careful of when you talk
about international co-production. Anytime you
produce any show you have creative
disagreements, whether it’s five Americans or five
people from different countries, because the
process of taking words from a printed page and
putting them into three dimensions is difficult.
When [ read a piece of paper and a story and
dialogue, I envision it in my head differently than
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you envision it when you read it. | see a location
in my head that may not look exactly like the
location you see in your head. So, the whole
process of producing a television program or a
movie is by nature sort of confrontational in the
sense that it’s not often you have four, five, six,
10, 20 people involved, all seeing it the same
way. They all have different ideas about how it
should be done, and that’s the same thing with
international co-production.

What makes it difficult with international is that
you have such a distance and time factor involved
in resolving those differences. Here, if you’ve got
five people and they’re all based in L.A. and you
disagree, at least you can all get in a room one
afternoon and holler at each other until there’s
some sort of resolution. If your partner is eight
hours away or eight time zones away or 10
thousand miles away, it’s a much more difficult
process to resolve those conflicts. That’s when it
can test your patience because it can be grueling.
We have a situation on this miniseries [Fall from
Grace-] where there is a disagreement on a couple
of very specific things in the story, and we’ve
been having conference calls. It’s always late for
somebody, early for somebody else. But, in the
end, it’s been worth it for us, and we think we’ve
developed a pretty good little niche.

A quick progress report on Lonesome Dove:
The Series; how are sales and development going?

We have not cast Lonesome Dove yet. Hopefully
that’ll be done by February [RHI Entertainment is
handling production and international sales of the
show]. There are some cameo, guest-starring roles
that are being played with now, but the series
regulars have not been cast. In terms of sales, we
will go into NATPE with at least 60 percent of the
country sold on Lonesome Dove, maybe more. It’s
gone very well.
Looking at Rysher’s product menu, there are
four action hours and a lot of TPE product that,
combined, probably make the resulting entity
one of the biggest suppliers of weekly syndicated
programing. Is there a mandate to expand into
the daily strip syndication business or just
continue to concentrate on the weeklies?
We would like to have a strip at the 1995 NATPE
convention. We’ll probably be selling a strip, but
this particular season none of us had product that
we felt that strongly about, and we had three new
very high profile weekly projects in Robocop,
Thunder in Paradise and Lonesome Dove. Plus,
we really want to focus on [TPE incumbents] Srar
Search and Lifestvies of the Rich & Famous.
Those are two shows that have been around a
long time and we kind of want to re-emphasize
those shows, make people aware that where those
shows have good time periods, they work well.
Sounds like a long-term commitment to

Lifestyles and Star Search, but will there be some
tweaking of their formats?

Absolutely. When you have shows that have been
around as long as they have and are as successful
as they have been, they probably do need a little
tweaking or maybe somebody to bring new
thoughts to them. On the other hand, we don’t
want to redesign the shows. There’s a lot about
those shows that is very positive and is working.
The key is to put a little new spin on both without
damaging the muscle tissue.

What about Home Videos of the Stars, which
had a limited run last season?

We don’t plan on bringing that back. It's an
excellent idea, one of those concepts that made a
lot of sense and sold well with both advertising
and the stations. The problem was that it turned
out to be very difficult to book stars on home
l\;ideo, so we don’t plan on bringing that show
ack.

| assume Rysher’s first attempt to break into
the first-run strip business with Wavelength has
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Market

New York*

Los Angeles
Chicago
Philadelphia*
San Francisco™®
Boston
Washington, D.C.
Dallas
Houston
Atlanta*
Cleveland
Seattle
Minneapolis*
Tampa

Miami
Pittsburgh
Sacramento
Baltimore
Indianapolis
Portland, OR
Charlotte
Kansas City*
Nashville
Buffalo

New Orleans
Oklahoma City
West Palm Beach

Station/Aff.

WCBS/C
KNBCN
WBBM/C
KYW/N
KRON/N
WBZ/N
WUSA/C
WFAA/A
KPRC/N
WSB/A
WKYC/N
KIRO/C
KARE/N
WFLA/N
WTVJ/N
WTAE/A
KOVR/A
WJZ/A
WTHRN
KOIN/C
WSOC/A
WDAF/N
WKRN/A
WGRZ/N
WWL/C
KWTV/C
WPEC/C

Nov.’92
Programming

Entertainment Tonight
Entertainment Tonight
Entertainment Tonight
Entertainment Tonight
NBC Prime
Entertainment Tonight
Entertainment Tonight
Entertainment Tonight
You Bet Your Life
Entertainment Tonight
Entertainment Tonight
News

Entertainment Tonight
Entertainment Tonight
Entertainment Tonight
Entertainment Tonight
Entertainment Tonight
Entertainment Tonight
You Bet Your Life
Cops

Wheel of Fortune
Entertainment Tonight
Family Feud

You Bet Your Life
Entertainment Tonight
Entertainment Tonight
Entertainment Tonight

GROW.

ENTERTAINMENT TONIGHT GROWTH

%Change
In Share

A 25-54

+20%
+11%

+9%
+20%

+8%
+67%

+6%
+18%
+10%

+9%
+33%
+88%
+26%
+13%
+17%
+21%
+54%

+6%
+38%
+17%

+6%
+14%
+16%
+71%
+22%

+5%
+12%

Market

Providence
Wilkes Barre
Greenshoro
Louisville
Albuquerque
Albany, NY
Fresno*
Little Rock
Tulsa

Flint

Mobile
Toledo
Knoxville
Roanoke
Austin
Omaha*

Las Vegas*
Portland, ME*
South Bend
Fort Myers
Johnstown*
Tri-Cities
Waco*

El Paso
Savannah
Lansing
Sioux Falls
Fargo

Santa Barbara
Montgomery
Augusta
Monterey

Station/Aff.

WJAR/N
WYOU/C
WGHP/A
WHAS/A
KOAT/A
WNYT/N
KFSN/A
KARK/N
KOTV/C
WJRT/A
WKRG/C
WTVG/N
WKXT/C
WSET/A
KTBC/C
WOWI/N
KLAS/C
WGME/C
WNDU/N
WEVU/A
WATM/A
WKPT/A
KXXV/A
KTSM/N
WTOC/C
WINS/C
KELO/C
WDAY/A
KCoY/C
WSFA/N
W]BF/A
KNTV/A
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/TIME PERIOD IMPROVEMENT
%Change

Nov.’92 In Share
Programming A 25-54 Market
Entertainment Tonight +13% Eugene*
Hard Copy +18% Yakima
Entertainment Tonight +13% Bakersfield
Entertainment Tonight +22% Corpus Christi*
Entertainment Tonight +8% Columbus, MS*
Entertainment Tonight +35% Wichita Falls
Entertainment Tonight +10% Wilmington
Entertainment Tonight +18% Erie
Entertainment Tonight +16% Topeka
Entertainment Tonight +14% Sioux City
Entertainment Tonight +22% Binghamton
Entertainment Tonight +4% Lubbock*
Entertainment Tonight +13% Albany, GA*
You Bet Your Life +27% Anchorage
Cosbv Show +33% Quincy*
Entertainment Tonight +10% Abilene
Entertainment Tonight +15% Idaho Falls*
Entertainment Tonight +4% Clarksburg
Entertainment Tonight +11% Salisbury*
Married With Children +33% Palm Springs
Family Feud +100% Gainesville*
Entertainment Tonight +20% Alexandria
Entertainment Tonight +100% Billings
Entertainment Tonight +10% Missoula*
Entertainment Tonight +14% Jonesboro*
Entertainment Tonight +12% Lake Charles
Entertainment Tonight +14% Yuma*
Entertainment Tonight +7% Great Falls
Entertainment Tonight +57% Laredo
Entertainment Tonight +3% Bend*
Entertainment Tonight +28% Fairbanks
Entertainment Tonight +17% Presque Isle

Nobody knows show biz ftke ENTERTAINMENT

TONIGHT. And we prove it, sweep after sweep, in
the grow biz department. Now in our 13th season,
we continue to show phenomenal growth and time
period improvement plus get the highest premium

Source: NSI (*ARB), November 1993 vs. November 1992.

%Change

Nov.’92 In Share

Station/Aff. Programming A 25-54
KMTR/N Cheers +44%
KCY/F Entertainment Tonight +17%
KGET/N Entertainment Tonight +9%
KZTV/C Star Search +20%
WLOV/A Entertainment Tonight +67%
KFDX/N Entertainment Tonight +6%
WJKA/C Entertainment Tonight +200%
WICU/N Entertainment Tonight +10%
WIBW/C Cosby Show +67%
KCAU/A Entertainment Tonight +25%
WMGC/A Entertainment Tonight +20%
KAMC/A Golden Girls +75%
WALB/N Entertainment Tonight +19%
KTBY/F Entertainment Tonight +167%
WGEM/N Entertainment Tonight +12%
KTXS/A Entertainment Tonight +14%
KPVI/A Entertainment Tonight +24%
WDTV/C Cheers +55%
WBOC/C Who's The Boss +52%
KMIR/N Entertainment Tonight +67%
WCJB/A Entertainment Tonight +18%
KLAX/A Entertainment Tonight +14%
KTVQ/C Entertainment Tonight +80%
KTME/A ABC News +20%
KAIT/A Entertainment Tonight +33%
KPLON Entertainment Tonight +13%
KYMA/N Entertainment Tonight +144%
KTGF/N Hard Copy +8%
KVIV/C Star Search +133%
KTVZ/N Cosby Show +120%
KATN/A Classic Concentration + +45%
WAGM/C Entertainment Tonight +21%

rates fromadvertisc® for any access first-run strip
A combination the competition can only dream
about. So if you dream of getting more out of your
time period, ET has it all. Proving once again,
there’s no biz like show biz.
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been somewhat disappointing, given that the
show barely generates above a 1 rating. Is that
performance because there really isn't that
large a teen or “tween” audience?

I don’t think a totally teen audience by itself can
support a show. Saved by the Bell |an off-network
strip] was a great success with teens, but it also
did pretty well with women 18-34 and even a lot
of college-age guys, who watch that show for the
cute girls.

In hindsight, I still think Wavelength was an
interesting idea, but there are a couple of problems
with the show. I'm not certain we have the right
host on the show. I'll be the first to admit that
maybe we missed a little bit in that area. Second,
it probably was too narrow in its appeal. Once we
got into producing that show, we realized
firsthand when we started booking shows and
getting guests that that was a problem and a
danger. At that point it was very difficult to fix it
or to turn back. Wavelength did not work, and |
had a lot of hope for that show, but I am still
proud of it.

I think the production looked good; the people
involved with it worked really hard. [ think we
just missed the mark a little bit in terms of a wide
enough audience to make it flow, and it became a

NATPE '94

projects and we may, not this fall, but for fall of
'95, take a look at late night. You know, at some
point in the future, we plan to do a talk show with
Gabrielle Carteris. She still has her commitment to
Beverly Hills, 90210, and that series is successful.
But we did one special with her, and we just
produced eight more one-hour specials. We really
believe in her as a talent in that area. Even though
she’s on 902]0, people tend to think of her as a
teenager. Without getting into divulging
Gabrielle’s age—it’s ungentlemanly of me to do
that—she is actually one year older than [talk
show host] Bertice Berry. Gabrielle is a very
bright, articulate and curious person, in the sense
that she wants to learn and know about things. We
have a good, solid relationship with her, and we
are definitely planning either in 1995 or 1996 to
have her in the talk show market.

You served as a consultant to producer James
Brooks and Gracie Films for Twentieth
Television’s off-network launch of The

Simpsons . Now that the networks will be getting
into the domestic syndication business, do you
think they will have consultants at the negotiating
table calculating what kind of front-end

financing they'll put up vis-a-vis what they can
expect to receive as a back-end financial

interest in a prime time series?

“To stand up and pin the problems in our
violent society on television is the ultimate cop-
out, expecially for a society where any Tom,
Dick and Harry can buy handguns.

“You’re telling me that Wiley Coyote
and the Road Runner are the cause of
our violence problems?”

problem to us in terms of topics. On the one hand,
you had to have some topics that would get the
attention and spur the curiosity of that age group
you're looking for, but the downside was that we
were playing after animation on a lot of stations.
To get those topics with a little bit of an edge, we
had some audience complaints about the
compatibility of our subject matter with an
animated show. So, it was a good experience, a
learning experience.

Besides Warner Bros.’ ENT project, there is
perhaps only one other reality-based strip going to
market. s it because there is so much

incumbent programing that’s working, while the
cost of producing a day-and-date news

magazine is too much of a gamble for even the
largest studios?

[ think those are the two reasons. There’s not an
abundance of [prime access] time periods
available for those shows, and to produce a
reality-based show five days a week is an
expensive proposition. So, you have to be willing,
going in, to know that you'll probably take a
beating for a while. I think it is tough for many
people to do that. We are in our second season of
Prime Suspect |a weekly reality-based series]). We
plan to bring that show back for a third season as a
weekly. By this time next year we're going to
make some decisions about that show. That’s a
show | believe can be a strip. | think it’s a good
concept. What will be the determinant for us next
year is whether there are time periods available.
Do you see any other opportunities in the first-

run strip business for Rysher?

Well, we’ve sniffed around a couple of late-night

I’ll tell you what, if there’s anybody alive in this
world that can sit at the table—at the time you're
striking a deal to make a series for network
television—who can tell you what the back-end
value of that show’s going to be four or five years
from now, forget about having him do that. Let’s
get him working on solving some of the world’s
problems. How could you know—no matter who
you are? When you make a deal for a series
upfront, there’s no possible way you know that
show’s going to be a hit. Maybe you just negotiate
so that you protect everything against a hit.

Will it change the way business is done?
Probably during the next few years it will have an
impact. Things will be different. But you know
what? Things are done differently today than they
were five years ago, and they were done
differently 10 years ago than they were five years
ago. Something’s always going to change,
whether it’s fin-syn, or violence in television, or
fifth-network entries, or 500-channel universes, or
direct-broadcast satellites.

So, if you're an independent producer of

network series there is little cause for concern in
the networks’ being able to extract a major
ownership position in a series on the front-end?
[The networks] could negotiate some ownership
upfront in some shows. I'm sure that’ll happen.
I'm sure they’ll look to a company like us to
where they can squeeze us for ownership, but
there’s a diminishing return. They need us to find
creative ways to finance the shows on the front-
end so they can maintain license fees at current
levels, or reduce them or whatever, to make the
economics work. At the end of the day, a balance
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will be struck. Business is something that makes
sense for both parties, and there will be an
equilibrium found in there that does make sense.
Or, you know what? Nobody will make shows for
the networks, and they can’t make them all
themselves.

Last season, the networks agreed to insert
violence warnings in their programing. Syndicators
have left it up to local stations to decide whether
they want to insert violence wamnings in syndicated
action-adventures. Have you come under

pressure from Hollywood counterparts or
Washington to join a recently proposed industry
self-monitoring commission?

No, we haven’t had too much [pressure], and the
whole violence issue is something that I'm just
about talked out on. I don’t believe that the
violence on television is something that is
legislated. 1 think producers and distributors do
have a responsibility, but I think as a whole—
there are some exceptions to every rule—
television has done a pretty good job with this
issue. I don’t think the prime time schedule today
is particularly violent. I do not believe in my heart
of hearts that the homicide rate in this country is
caused by television. And I have a hard time with
any congressional person who doesn’t vote for
real, true gun control in this country and stiff
criminal penalties, who stands up and preaches
about violence on television. I know I'm not
making a new point, but look at the homicide rates
in Toronto and Vancouver. They have virtually
the identical television schedule that we do. Look
at Britain. British television has cop shows and
detective shows and chase shows. They see the
same movies. They don’t comprehend our
violence and homicide rates. So, do I think we
have a responsibility? Absolutely. And we’'re
cognizant of it every day. We want to be aware,
smart and sensitive to it. To stand up and pin the
problems in our violent society on television is the
ultimate cop-out, especially for a society where
any Tom, Dick and Harry can buy handguns. We
have kids in this country who have to pass through
metal detectors going into their junior high schools
because of the proliferation of guns on the street.
And you're telling me that Wiley Coyote and the
Road Runner are the cause of our violence
problems.

In a survey of TV station programers around the
country conducted by BROADCASTING & CABLE, they
voted Robocop, Thunder in Paradise and
Lonesome Dove among the hottest prospects

for 1994-95.

I consider that a compliment, but I'll consider it a
much better compliment if next December, in that
poll, they're talking about the three most
successful shows. When you go from being
anticipated to successful, that’s when | really get
happy about it.

What do you think made these shows popular—
the structuring of the deals, the content or both?

It's the shows; they're tough deals on stations.
We're not having any great deals for stations, but |
think the stations realize that those three shows
have a combined production budget of a little
more than $80 million. We're putting a lot of
money into those shows. [ think they're
anticipating good programing that the audience
will like.

Speaking of dollar values, what do you
anticipate the entire Rysher production slate,
including the shows merged from the TPE
catalogue, will cost?

Well, [ think this company right now is involved
with rougly $125 million in production. Actually,
maybe a little more.

When you first started Rysher, what was the
value of production?

About a buck ninety.



Oprah is clearly

tThe #1 talk show.

Buf there’s room

at the top for two.



TIGKL LAKE,

i
The fastest growing talk show EVER!
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PROGRAM STATION  TIME 18-34 18-49 25-b4

Oprah Winfre WABC ~ 4:00PM 9
RICKI LAKE WWOR 5:00PM
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Oprah Winfrey KABC  3:00PM 7
RICKI LAKE KCOP 5:00PM 4
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Syndication Talk Show
I
Ratings—Season to Date
STD-HH Year-ago
Program Rating rating % chg
Oprah 9.9 10.1 (2%)
Sally Jessy 5.1 5.3 (4)
Donahue 5.0 5.8 (14)
Regis & Kathie 4.4 4.1 +7
Geraldo 3.9 4.3 (9)
Maury Povich 3.9 4.1 (S)
Rush Limbaugh 3.7 3.0 +23
Montel Williams 3.0 2.5 +20
continued from page 24 Three talk Vicki 2.6 2.0 +30
ad . P at- shows bum Ricki 24 _— R
had a 4.0 Niclsen NTI rat shows bumped prom 23 1.8 128
ing, a record for the show. (clockwise from Berti 2.2 e jes]
“*We're showing consistency | jeft): Jane Ww’ 2.1 1.7 +23
across  dayparts including Whitney, Joan Les Brown 2.1 R gl
prime time, where we now Riversand Jane Whitney 1.8 — —
have about 10 stations carmry- Iéfssigrr‘;::’;.n’-?lv. Joan Rivers 1.2 1.8 (34)
ing the show,” reports Ja- ing, however, in Arsenio Hall 25 3.1 (19)
cobs. Recent upgrades in- a new home s ¢ Mialsan Madls Mssaarch sesatito-dts Neonal Talvision
clude WTTA(TV) Tampa and shopping talker. doxrlﬁ-np(Aug. 30, 19"93-001:. 19, 1993eomparedtoAuT¢. 31, 199“2'-
KTvZ(TV) Seattle, both of Dec. 13, 1992).
which will double-run the

program with a prime time
airing. Another recent up-
grade will see the show
move to early fringe on
WKYC-TV  Cleveland next
fall.

Group W  Productions
President Derk Zimmerman
also reports a brisker renewal
pace for next season. *‘There
arc no real surprises, but
when you’'re showing growth
it’s casier to renew early,”
he says.

At  Multimedia, station
sales chief Tom Shannon is
seeing a quicker renewal
pace for his Jerry Springer.
He also reports that many of
the new Springer renewals
are two-year extensions. Sta-
tions recently signing on for
two years include KCAL-TV
Los Angeles, KTVU (TV) San
Francisco, wDIV-TV Detroit,
WPLG-TV Miami, KYW-TV
Philadelphia and wkycC-TV
Cleveland. Some of those
stations also have picked up
the new Susan Powter Show,
which Multimedia is syndi-
cating for next fall. Those
stations include KCAL-TV,
KTVU and WDIV-TV

The three talkers canceled
this season are incumbents
Joan Rivers and Jane Whil-
ney and newcomer Les
Brown.

Rivers is hosting a new
hybrid talk-home shopping
show that bows today in 92%
of the country. Can We
Shop?! also is being pro-
duced at the CBS Broadcast
Center in New York, home
to her old show.

Commenting on the can-
cellation of her five-year-old
talk show, Rivers says the
market has become bloated
with too many similar pro-
grams. ‘“The final straw was
when | saw guests that had

been on my show a few
weeks previous on three oth-
er shows, saying the same
things, even wearing the
same clothes.”” For stations,
the final straw was seeing the
show drop 30% in household
rating to an average 1.2.

Jane Whitney is leaving
syndication for NBC, where
it will join a revamped Leeza
(formerly John & Leeza) on
the network’s daytime line-
up. Wamner Bros." other syn-
dicated talker, Jenny Jones,
has been renewed in roughly
40% of the country, but
based on ratings growth this
season, the company has de-
clared it a firm go for next
season.

As for Les Brown, ‘‘he
joins a long list of talented
people who didn’t make it as
talk show hosts,’” says Rog-
er King. chairman of King
World Productions, which
distributed Les.

King World sold the pro-
gram to stations for two
years. When it became obvi-
ous the show wasn’t going to
work, the distributor per-
suaded stations to replace it
with Rolonda Warts, which
debuts Jan. 17 in about 80%
of the country, primarily on
stations that carried Brown.

For the most part, Ro-
londa has 18-month deals,
with a few one-year con-
tracts and even a couple of
two-and-a-half-year  deals,
reports Roger King. WWBT-
TV Richmond, for example,
signed a deal for two-and-a-
half years.

Meanwhile, Twentieth
Television continues to stand
behind its new and strug-
gling Bertice Berry, insisting
she is a talk star for the *90s

who needs some adjustments
| in the way her show is pro-

duced. Company officials
confirm that key staff
changes are in the works.
Like King World, Twentieth
made mostly two-year deals
on Bertice, so the company
has a built-in 75% renewal
rate.

“The strategy always
comes from the talent,”’ says
Twentieth Television's Ex-
ecutive Vice President Ken
Solomon, of the company’s
decision to stand behind the
show. **With Bertice, people
are offering a lot of input on
changes to help grow the
show. The bottom line—and
what history has shown—is
you can’t open a can and

have a franchise pop out. It
takes time, and if we didn’t
think she was an extraordi-
nary talent we would be do-
ing what King World is do-
ing.”"

What King World is doing
is switching a failed first-
year show for a new pro-
gram. Twentieth hopes to fix
its first-year show and
launch its new talk show,
Gordon Elliott, now sold in
about 45% of the country.
““We are not replacing Ber-
tice with Gordon Elliott,”
Solomon insists.

If there was an underdog
this season in the talk show
category, it was Ricki Lake,

which in the fourth quarter
managed to exceed just
about everyone’s expecta-
tions. ‘‘The biggest surprise
this fall was probably Ricki,
said Bill Carroll, vice presi-
dent, programing, Katz Tele-
vision. ‘‘She appealed to the
younger female audience that
[distributor] Columbia tar-
geted. Is she a long-term
franchise? It’s probably too
early to tell. But they were
given time periods that had
the potential for problems,
compared with Les and Ber-
tice. Every one was disap-
pointed with the latter two.
They were different, but not
different enough.”’ ]

Prime Access
continued from page 24

show won’t be able to come
in with the type of access
clearances like USA Today
had when it launched.”’

One strategy employed by
some syndicators in the re-
cent past has been to sell
their shows to station execu-
tives based on their advertis-
er friendliness, versus the es-
tablished tabloid programs,
which have met with some
advertiser resistance. ‘‘The
tabloid shows are stable,”’
says Chuck Larsen, presi-
dent, MTM Distribution,
which is distributing Rescue:
911 and the new game show
Trivial Pursuit. ‘‘But we
heard from stations that, giv-
en the current economy,
they’re worried about adver-
tiser sensitivity. If you’ve
got two reality shows—and
they both do the same rat-
ings—and one is advertiser-
friendly, then that’s the one
you're going to try. It’s a
good selling point,’” he says.

Kurlander, however, says
that the strategy has met with
only limited success. ‘‘They
will have some degree of
success, but not a lot, be-
cause the tabloid shows have
cleaned up their act. Hard
Copy’s numbers are up, and
so are A Current Affair’s.
Hard Copy cleaned up the
most,’’ he said.

*“‘Getting into access with
a new show was not an easy
process,’’ says Phil Oldham,
executive VP, Genesis En-
tertainment, which launched
Real Stories of the Highway
Patrol last September into
the market. ‘‘Getting the
show launched in Los Ange-
les in access helped,”” he
said of the strip, which de-
buted in nine markets—with
L.A. the lone access clear-
ance to start. By last Septem-
ber, the show had added four
more access clearances, and
Oldham says that the show
has performed well enough
since to add four more sta-
tions in access.

Oldham says that the com-

pany used three approaches
in clearing the show. ‘‘First,
in markets where the estab-
lished magazines are, if a
station is not number one or
two, then they’re going to be
interested in  counterpro-
graming. Secondly, the law-
and-order positiveness of the
show helps with advertisers:
Not being on the hit list is a
sales asset. Lastly, our best
selling point is that we’re
working so well in access
with adult demos. The show
improved with adults 18-49
by 50% in its access time
period versus the year be-
fore.”’

The problem in launching
a new show in access, says
Oldham, is not the diminish-
ing number of time slots left
in the daypart, but the
strength of the major syndi-
cators, which are able to lock
out smaller players. ‘‘Part of
the problem is not the avail-
able time periods but the
clout of majors like King
World, Fox, etc. There’s a
lot of leverage that keeps
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MAURY
GROWTH/TIME PE

OF COURSE GOING

Market Station/Aff
Kansas City WDAF/N
‘ Nashville WKRNA
WITH THE RIGHT ONE
Buffalo WGRZ/N
7 Salt Lake City ~ KUTV/N
i Norfolk WVEC/A
AS E AL L | l S New Orleans WDSU/N
| 4 Memphis WHBQ/A
Oklahoma City* KFOR/N
Providence* WIJAR/N
Wilkes Barre WYOU/C
Greensboro* WGHP/A
Louisville WHAYS/A
Albuquerque* KOAT/A
Jacksonville WIXT/IC
Richmond WITVR/C
Nov.'92 Charleston WSAZ/N
Market Statio/Aff  Programming W25-4 Fresno* KJEO/C
New York WNBC/N  Another World +35% Tulsa KOTV/C
Los Angeles* KCAL/A  Maury Povich +11% Flint* WIRT/A
Chicago WGN/I A GriffityHoneymooners ~ #53% Wichita KAKE/A
Boston WBZ/N  Gold. GirlsDesign Wmn ~ 424% Mobile* WKRG/C
Dallas KDFW/C  Maurv Povich +26% Toledo* WTVG/N
Detroit WDIV/N  Maury Povich +48% Syracuse WSTM/N
Clevelend WKYCN  Maury Povich +92% Austin KTBC/C
Seattle* KIRO/C  Sally Jessy Raphael +37% Rochester WROC/C
Pittsburgh WTAE/A  Maury Povich +18% Omaha* WOWT/N
St. Louis* KTVIA Joan Rivers +31% Shreveport KTBS/A
Sacramento KOVR/A  Jane Whitney +20% Las Vegas* KVVUF
Phoenix* KTSP/C Maury Povich +5% Portland, ME WGME/C
Denver KUSA/A Home Show +25% Springfield* KOLR/C
Orlando WESH/N  Matlock +24% Tucson KGUNA
San Diego KGTV/A  Maury Povich +34% Cedar Rapids* KWWL/N
Hartford WESB/C  Maury Povich +83% South Bend WNDU/N
Indianapolis  WISH/C  Maury Povich +6% Fort Myers WINK/C
Portland, OR  KOIN/C Maury Povich +38% Huntsville* WAAY/A
Charlotte WBTV/C  Maury Povich +25% Davenport WHBF/C
Cincinnati WKRC/A  Maury Povich +9% Tn-Cities* WCYB/N
Youngstown* WEFMIJ/N
Baton Rouge WAFB/C
Colorado Springs KOAA'N
Waco KWTX/C
El Paso KVIA/A
R , Savannah WTOC,C
NN RN \ - Fort Wayne* WPTA/A
~ When you add up all the talk show s PP
=~ N , _ Tyler* KLTV/A
- performances over the last year, Santa Barbara ~ KCOY/C
N N\ \ . . Montgomery* ~ WAKA/C
Maury definitely goes in the ‘“plus” Monterey | KCCNIC
- : . 2 Eugene KMTR/N
column. In women 2.5 54, for instance, S sy
RS The Maury Povich Show achieves Lafayette KLFY/C
EANNES \\\ N 5 \ . Traverse City WWTV/C
AR _ growth and time period improvement ki KIMA/C
O\ . . ' . Bakersfield KGET/N
AN in an astounding 100 markets! When it 2 ¢ Saay
comes to talk’s key demos, numbers Corpus Christi ~ KRISN
. Amarillo* KAMR/N
like that speak for themselves. And Boise KTVBN

when it comes to talk that delivers
today and down the road, the final
tally all adds up to Maury.

Sourez: NSI*ARB), November 1993 vs Novemb
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Nov.’92
Programming
Maury Povich

Regis & Kathie Lee
Maury Povich
Maury Povich
Maury Povich
Montel Williams
Maury Povich
Maury Povich

Regis & Kathlie Lee
Santa Barbara

Fam Feud/Fam.Feud
Donahue

Maury Pavich
Maury Povich
Maury Povich
Maury Povich

Santa Barbara
Maury Povich
Maury Povich

Sally Jessy Raphael
Maury Povich
Maury Povich

Maury Povich
Maury Povich
Maury Povich

Vicki

Maury Povich
Home Show

Heat of the Night
Maury Povich
Maury Povich
Maury Povich +36%
Maury Povich +15%
Dr. Dean/Faith Daniels 4178%
Maury Povich +37%
Maury Povich +16%
Maury Povich +104%
Santa Barbara +2%
Donahue +3%
Donahue +80%
Maury Povich +13%
Roseanne/Cosby +82%
Maury Povich +133%
Maury Povich +20%
Maury Povich +21%
Maury Povich +54%
Inside Ed/Jeopardy +52%
Design Wmn/Gold.Girls +14%
Fam Feud/FamFeud  +79%
Heat of the Night +500%
Maury Povich +145%
Maury Povich +50%
Maury Povich +9%
Maury Povich +96%
Maury Povich +6%
Maury Povich +50%
Donahue +27%
S.Barbara/LLove Conn. +113%
Maury Povich +3%
Santa Barbara +267%

% Increase
W25-4
+47%
+52%
+163%
+67%
+56%
+12%
+4%
+13%
+41%
+10%
+117%
+7%
+43%
+10%
+53%
+22%
+10%
+24%
+32%
+49%
+83%
+15%
+53%
+12%
+58%
+188%
+150%
+46%
+37%
+19%
+11%

992. % Increase based on ratings.

Market
Monroe
Columbus*
Beaumont
Wichita Falls
Ere

Sioux City
Medford
Lubbock
Odessa*
Idaho Falls
Clarksburg*
Salisbury
Utica
Elmira
Panama City
Alexandna
Rapid City
Greenwood
San Angelo
Zanesville

Statio/Aff
KNOE/C
WTVA/N
KBMT/A
KFDX/N
WICUN
KCAU/A
KTVL/C
KLBK/C
KMID/A
KIDK/C
WBOYN
WMDT/A
WUTR/A
WENY/A
WJHG/N
KLAX/A
KCLO/C
WABG/A
KACBN
WHIZN

Nov.'92

Design Wmn/Fam.Feud

S.Barbara/Inside Ed
Maury Povich
Maury Povich
Maury Povich
Maury Povich
Maury Povich
Maury Povich
Maury Povich
Maury Povich
Home Show

Design Wmn/Star Search

Jenny Jones
Vicki

Maury Povich
Maury Povich
Mayg

WorldR2dio Hist
L o =

% Increase

W25-4
+27%
+20%
+157%
+47%
+25%
+46%
+27%
+7%
+53%
+56%
+156%
+340%
+29%
+23%
+37%
+150%
+144%
+17%
+213%
+64%
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70 Special Report

shows in access. There’s no
reason why four or five tab-
loid shows should be com-
peting in access. There’s just
too much of the same thing
for viewers, and we offer
them an alternative,”” he
says.

Perhaps the show making
its presence felt most in the
daypart, other than one of
the established access play-
ers, is the off-Fox strip
Cops. Having debuted in
September ’92 in strip, the
show counts 64 of its clear-
ances in access and has the
demographic strength to add
to those numbers. *‘It’s a
major hit in all demograph-
ics,”” says Kurlander. ‘‘You
don’t usually se¢ a show
with such a uniform skew
among men and women. Its
ratings are extremely sal-
able.”

In the most recent SNAP
NTI ratings from November,
Cops averaged a 6.0 rating
and a 12 share in house-
holds. Evidence of its even
demographic strength was

the 4.8 rating that the series
averaged among women |8-
34, men 18-34 and men 25-
54. Among women 25-54,
the show averaged a 4.4 rat-
ing.

Cops, with its 64 access
clearances, outperformed the
other reality shows that have
recently entered the market-
place. King World’s Ameri-
can Journal, with 24 stations
running the show in access,
averaged a 6.5 rating and an
11 share in households, but
was considerably behind
Cops in the four major de-
mographic groups. Journal
scored a 2.6 and a 1.9 rating
among women 18-34 and
men 18-34, respectively. Of
women 25-54 and men 25-
54, the magazine show
pulled in a 4.0 and 3.1. Gen-
esis’s first-run Real Stories
of the Highway Patrol, with
29 access clearances, gar-
nered a 4.0/6 in households
and averaged a 2.5 in the
four major demographic
groups. MTM’s off-net Res-
cue: 911, also with 29 clear-

|

NATPE '94

ances in access, pulled in a
3.9/9 in households and av-
eraged a 2.7 in the four demo

groups.
Among the off-net sitcoms
currently in access, Ro-

seanne was far and away the
leader with 110 clearances in
prime access. The series av-
eraged a 7.8/15 in house-
holds, a 6.4 rating in the four
major demographic groups
and pulled in an 8.7/30
among teens.

Although Kurlander pre-
dicts the performance of
Real Stories and Rescue: 911
is not strong enough to add
more access clearances next
year, or even to hold on to
the slots they now have, Lar-
sen of MTM and Oldham of
Genesis are confident of
more  access  upgrades.
‘““We’'ve done some very
nice numbers in our first year
in off-net syndication,’’ says
Larsen. ‘‘We took out the
show last year and sold it on
a cash basis and cleared 65%
of the country. This year we

| expect to clear 85%-90% of

January 17, 1994 Broadcasting & Cabie
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‘Rescue 911’

the country with a barter ele-
ment, and | think we’ll have
more access clearances than
last year.”’

Pointing to research that
shows Real Stories improved

| in most households and three

of the four major demo-

graphic groups in its time pe-
riod versus the same time pe-
riod in 1992, Oldham says
that Genesis *‘definitely will
target access. We expect to
be the primary non-major

syndicator of the current

| players in access.’’ e

Privacy a murky area in First Amendment law

Thinking of imitating ‘Cops’? Be careful

By Peter Viles
he popularity of tag-
along-with-the-police
reality  shows  has

opened up a murky legal is-
sue that is very much unset-
tled: Where does the public’s
right to know end and a citi-
zen’s right to privacy begin?

Example: A camera crew
traveling with the police, and
with permission from the po-
lice, rolls tape as the police
enter a house, question the
occupants and decide not to
make an arrest. Should the
tape be aired? And can the
occupants of the house sue
the news crew for trespass-
ing?

Experts in legal and jour-
nalistic matters say that such
a case would raise both ethi-
cal and legal issues, and the
legal issues are unresolved.

“It’s an emerging prob-
lem, and that’s why it’s dan-
gerous,”’ says David Bart-
lett, president of the Radio-
Television News Directors
Association. ‘‘The lawyers
will tell you that the law is
unsettled in the areas of inva-
sion of privacy. We all pretty
much know what the rules
are with respect to libel and
defamation. But just about
the time that we began to feel
comfortable with what we
could and couldn’t do in that
area, this whole new area

Playing ‘Cops’ could be risky

emerged—invasion of priva-
cy.”

Noted First Amendment
lawyer Floyd Abrams says
there are no clear precedents
for broadcasters to follow.
Such cases, he says, turn on
state laws, which differ
greatly. “‘It’s a hard ques-
tion,”’ Abrams says.
‘‘Broadcasters certainly
ought to ask their lawyers
before they do something
like this. And then their law-
yers will sigh, because the
answers aren’t clear.

‘“The legal question is: Is
there an exception to the
general rule that somebody
can’t come on your proper-

| ty?”

Abrams notes that there
are instances, generally seen

as exceptions, including
news events such as fires or
major accidents. Still, there
is no clear guideline, he
says. ‘‘Although the press
may prevail in such a case,
the press should proceed
only with great caution.”’
Says Bartlett: ‘‘It’s pretty
clear that, just because the
police invite you to come
along doesn’t mean you nec-
essarily have any right to be
there. Stations and producers
have to ask themselves
whether they are, in fact,
putting themselves in jeopar-
dy of invading someone’s
privacy if they go along on a

raid or some other police ac-
tivity.”’

The most publicized cases
involving privacy issues both
involve CBS. One of those
cases, however, turns on al-
legations of  deception
against the television crew,
and thus may not be a good
illustration of the issue. In
that case, a federal judge in
San Francisco has ruled that
a mother and daughter can
sue the network for invasion
of privacy, fraud and inflic-
tion of emotional distress, al-
legations that stem from an
April 1992 segment of Street
Stories that dealt with do-
mestic violence.

The pair has alleged that
the CBS crew failed to iden-
tify itself as a news crew
and, further, agreed not to
film the mother and daugh-
ter. The story that eventually
aired, however, featured a
distorted, on-screen image of
the mother in local broad-
casts, but no distortion in the
rest of the country.

A much more clear-cut ex-
ample, with the potential to
set a precedent, stems from
another Street Stories inves-
tigation in which a camera
crew accompanied the Secret
Service on a search of the
home of a man under investi-
gation for credit card fraud.
Street Stories did not air the

tape, and the man was indict-
ed.

The defendant sought a
copy of the tape, saying that
it would help him in his de-
fense. And in a November
1992 ruling seen as having
broad implications for televi-
sion journalists, U.S. Dis-
trict Judge Jack Weinstein
