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Warner vs. Paramount is top card in Miami Beach

Fifth network contenders will pull out the stops to woo affiliates for their new network ventures

By Joe Flint

he virtual certainty that

there will be a fifth net-

work—but not a sixth—
moves with the broadcasting
industry to Miami Beach this
week, as Warner Bros. and
Paramount continue to ma-
neuver for affiliates. The
contest is far from over; it’s
just on hold.

The wild card is Barry
Diller, whose bid to buy Par-
amount could derail that
company’s fifth-network am-
bitions. But even that’s in
doubt, while Wamer’s deter-
mination to go forward ap-
pears total. Either way, odds
are the broadcast industry
will be up and running with a
fifth network by NATPE
'95.

Is that good news or bad?

For every executive at
Warner Bros. and Paramount
who thinks there’s room for

a fifth network, there are
others who say no way.
Some have their own syndi-
cation interests to protect and
fear that valuable real estate
will disappear; others already
run networks and don’t want
to see their biggest program
suppliers distracted.

B Bob Wright, president,
NBC: ““Warner Bros. wants
to try the bigger audience,
the broadcast audience. And
that makes us very queasy;
they’re important suppliers
to us. It puts pressure on us
to make sure that we are
spending enough money on
productions  from  other
sources because you're al-
ways going to be concerned
now that they’re competitors
in addition to being ven-
dors.™’

B Greg Meidel, president,
Twentieth Television:
**Well, it makes our business

more difficult. But right
now, the way we look at it,
we have two new entities
that are program services, at
best. Nothing against them,
but let’s face it, they're go-
ing to have 45% of the Unit-
ed States on over-the-air
television. Maybe one of
them will get up to 50%.
But then to go from 50%
to 80%? Syndicated
shows, in most cases,
are well over 90%."

® Janeen Bjork, vice pres-
ident, programing, Seltel
Inc.: **They’re going to have
to do a mix of cable, a mix
of not-prime clearances.
They can’t get prime beyond
market number 45, where
there is already a Fox indie,
and no more than the threc
affiliates. There is no inde-
pendent station beyond mar-
ket 45 that is a pure indie
who can |affiliate]. So what

are they going to do in [the
other] 160 markets?’’

B Jessica Reif, senior vice
president, Oppenheimer &
Co.: *‘The start-up of new
networks has to be good
news for the remaining inde-
pendents. They will get ac-
cess to high-quality product,
whether it comes from Para-

mount or Warner Bros. In
both cases they have the sta-
tion interest at heart. Chris
Craft is an owner and in the
Paramount network, and Tri-
bune is a backer behind the
Warner Bros. network, and |
think the station’s interests
will be maintained.

““The interesting thing is

Quake ra ttles LA,

CNN ratings
peaked at 10:30
a.m. Monday

with a 4.3/10, reach-
ing 2.7 million
homes.

Ratings for the
networks’ evening
"N newscasts

W58 soared Monday.

TV, radio keep rolling

By Mike Freeman, Peter Viles and Joe Flint

ry about an overnight hostage situation in
downtown L.A. last Monday when the earth
shook.

*“I was in the editing booth finishing the story
when everything went boom and the place was
shaking like crazy,’” says Rico, who also was the
only reporter on duty at KJW-TV Portland, Ore.,
when Mount St. Helens erupted a dozen years
ago. “‘l guess I'm the bearer of catastrophic

K NBC-TV reporter Joe Rico was editing a sto-

news.

Rico became the first reporter from any station
to go on the air after the quake, and then pulled a
marathon 36-hour tour of duty. People and busi-
nesses alike were devastated by the quake, which
measured 6.6 on the Richter scale. There was
more than $30 billion in property damage and 51
deaths. Studios suspended production. Cable sys-
tems lost thousands of customers. Costs in lost TV
advertising were estimated in the millions, while
radio gained customers seeking quick results.

At the studios, production of several shows still
is being delayed because of earthquake damage.

Hardest hit appeared to be the set of Seinfeld in
Studio City, where at least a two-week delay is
expected. The show plans to relocate. Other
shows on that lot include Roseanne, Grace Under
Fire and The Larryv Sanders Show. Whether there
will be a shortage of new episodes of those shows
for the February sweeps is unknown.

Spelling Productions’ Melrose Place and Bever-
Iv Hills, 90210 also could face delays. Aaron
Spelling was reported as saying he did not know
when the shows would get back into production.

Numerous other shows called off taping last
week, but likely will be back at work today, Jan.
24. However, The John Larroquette Show plans to
stop taping for at least another week.

Among studios that closed for part of the week
were Paramount, Disney, Sony, and MGM. Fox
and Warner Bros. closed only last Tuesday.

Public service and emergency-preparedness in-
formation was the call of the day for all broadcast-
ers. Fox O&O KTTV(TV) was ready.

After a June 1992 earthquake, which was cen-
tered in the desert town of Landers, KTTV decided
to preproduce ‘‘earthquake vignettes'’ for spur-of-
the-moment use.

News Director Jose Rios said the station worked
with L.A.’s Department of Water and Power.
privatc gas and electric utilities and several gov-
ernment agencies to produce vignettes that inform
viewers how to turn off gas mains, sanitize water,
administer first aid and help children cope.

Coinciding with President Clinton’s visit last
Wednesday, KTTV devoted a sizable block of its
Good Day L.A. morning telecast to a call-in show
with representatives of the Federal Emergency
Management Administration.

All seven of L.A.’s VHF stations and scores of

Continues on page 8
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or the remaining indepen
lents...the losers are really
ialso winners, because their
programing costs are likely
0 go down. If there is a sta-
ion, for example, in New
York that’s not affiliated
with a network, chances are
it will be able to buy pro-
graming  from  syndicators
very cheaply because that
market needs to be cleared. ™’

B Jim Kraus. executive
vice president, MCA: *“'I
don’t think syndication as we
know it is going to change
drastically. except in prime
time. We've seen that in the
scenarios Warner Bros. ruled
out. tor instance. When they
said they wanted to take day-
time and some early fringe
time periods away and in-
clude that as part of their net-
work, they met with incredi-
ble resistance from the
stations that had signed on.
and that slowed their rollout
from the start. Paramount
has no such plans. nor do the
Chris Craft stations and the
other stations aligned with
this new network. of giving
up those lucrative time peri-
ods. ™

]

Mike Berman's phone has
stopped  ringing—for now.
Ever since Warner and Para-
mount  said  they were
launching fifth networks, the
station manager of
WXON(TV) Detroit, the only
rue independent in the city,
has been barraged with calls
‘rom both—wanting him to
sign.

As the Paramount-Via-
com-QVC drama continues,
the sales calls have abated.
But the uncertainty over Par-
amount won't stop Para-
mount  Television  Group
Chairman  Kerry McClug-
gage and WB Network chief
Jamic Kellner from resuming
the hard sell at this week’s
NATPE convention.

**We intend to have a sc-
ries of meetings with our pri-

mary affiliates and with new
potential affiliates. We ex-
pect things to heat up down
there,”” McCluggage says.

*‘Our best strategy is to
wait and see what happens at
Paramount,”” Kellner says.
‘‘Attractive to stations.”’
Those are the buzzwords for
Paramount’s efforts. The key
difference between the WB
Network and the Paramount
Network is that the former
wants stations to help foot
the bill, while the latter is a
straight barter deal. Unlike
Paramount, Warner Bros.
owns no TV stations. Sta-
tions usually help networks
recoup programing costs, so
WB needs money from affil-
iates, instead of paying them
to carry shows.

When the WB Network
first met with group owners
to pitch their network plan
last August, group owners
accepted the idea of paying
the studio. In fact, Kellner
originally pitched Paramount
and Chris Craft about affi-
liating. But when talks with
Tribune—which initially was
reluctant to commit to a fifth
network—heated up, Para-
mount and Chris Craft faced
being shut out.

The WB Network’s plan
to program mornings, mid-
day, afternoon, prime time
and even late fringe over-
welmed stations. which were
concerned about giving up so
much time.

But Paramount’s efforts
also may land its affiliates in
hot water. WB Network
wants only full-service affili-
ates—in other words. truly
independent stations. Para-
mount is willing to offer its
network to affiliates of other
networks.

Although it has yet to an-
nounce any secondary affili-
ations, Paramount struck a
deal with Fox affiliate
WHNS(TV) Asheville, N.C.-
Greenville, S.C. WHNS is
owned by Cannell Commu-
nications, which also owns
Paramount affiliate WUAB
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Back to normal
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ON STEADY GROUND

In an interview conducted just a few hours
after the major earthquake that struck Los
Angeles, media mogul Rupert Murdoch held
fast to his thesis that wireless broadcasting
deserves parity on the information superhigh-
way. While dodeing aftershocks. he also dis-
cussed his Fox network. / 20

SPECIAL REPDRT: NATPE '94

Live in Miami Beach

Buyers, sellers and lookers by the thousands
gather this week in Miami Beach for NATPE's
annual programing showcase. In addition to
the new products on display, there are same
new faces, with infomereial producers, inter-
active software companies and other suppliers
of the new media marketplace setting up shop
in the “global software ten..” / 43

NATPE survey '94

A BROADCASTING & CABLE survey of TV
stations shows nearly half are in the market for
programing. and Robacop. The Susan Powter
Show and The New Price ks Right will ruie the
marketplace of first-run programs. / 66

Powter springs to life
Multimedia’s new talk
show host, Susan
Powter. is angry.
Angry at the health
and medical establish-
ments that have kept
millions of women on
the brink of “insanity.”
She describes her strip
as a “‘foundation-of-

wellness-based series™ jafomercials led Susan
that will delve into a Powter to her own talk
variety of topics. / 70 show. /70

The reluctant steed of PPV

It may not be a dead horse yet. but pay per
view has been a disappointment, says Edward
Bleier, president of Warner Bros. Domestic
Pay-TV. / 1056

Handicapping the Iatest offerings
Katz Television is recammending both the
half-hour Susan Powter strip and the hour
Gordon Ellion 10 station clients with talk show
needs in daytime. Ameng game shows. 7he
New Price Is Righi is strongest. / 110

NATPE at a glance
Here's an hour-by-hour, day-by-day listing of
the events at the Miami Beach Convention

The floor skow in Miami Beach
Here’s an alphabetic listing of the exhibitors
and where you can find them. / 132

PROGRAMING

HBO producing
hour dramas

HBO Chairman/CEO
Michael Fuchs says the
network is looking at
one-hour dramas.
which would have a
likely home on Satur-
aay night. He would
not say what genre, but
all but ruled out a
police show. / 148

‘Smurfopedia’ is among the
new shows being offered by
DIC at NATPE. / 120

Five to try on upscale Catalog 1
Spiegel is teaming with Time Warner to test
upscale shopping channel Catalag | in four major
Time Wamer cable markets beginning in March.
Among those cn board for the test are Neiman
Marcus and The Nature Compary. / 148
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Standard, Metro form partnership
In a partnership that could expand the reach of
Pat Robertson’s radio news wire. Robertson’s
StandardNews will provide national and inter-
national news to Metro Networks and its esti-
mated 1,000 affiliates. / 153

WASHINGTON
Bringing the superhighway home

Local cable television regulators are con-
cerned that their authority will be pre-empted
by the federal government in the interests of
cutting red tape. / 154

FCC rides must-carry aftershocks
The FCC continues to deal with conflicts
between broadcasters and cable systems over
must carry. / 156

ADVERTISING & MARKETING

Arbitron considers return to TV ratings
In what might be its first step back into the TV
ratings business, The Arbitron Co. will unveil
its qualitative measurement system at the
NATPE convention this week. / 158

BUSINESS

Sell NYC stations, panel says

A mayoral panel wants to sell New York
City’s three nonprofit stations. Proceeds from
the sale of the AM, FM and TV stations might
help the city deal with its frequent budget

|
|
‘ L ! TN, Center. / 128 i
’ This is the second of two tabloid-size issues i Calies /oA
| of BROADCASTING & CABLE designed On the Cover: Changing Hands ................. 161
. around the NATPE conference. Readers are Rupert Murdoch, chairman and | Classified................ccccoc.... 164
. chief executive of News Corp., qa 79
 reassured that BROADCASTING & CABLE will 2hoalle i) & commanting g{ibid Ck"CU” --------------------- 1;4
return to its customary, standard magazine international media vantage in | “4ICO00R
i R 3 i Th Bloid | analyzing the brinksmanship EGIOg1a]SER . sttt 178
Jormat with the a”-. Issue. e tabloi going on on the electronic Fates & Fortunes ................ 175
approach was necessitated by the heavy vol- superhighway. He comes out Fifth Estater............co....... 176
, i il " / } on the side of softeware Barhe Recotd 172
ume of news and advertising that character- suppliers everywhere. / 20 rthe Record .......c..cooo.... 2
izes the NATPE issues. Photo by David Butow/ [T 837 (51 et eetid “Bocmonnacadadtth: 177
Black Star Masthead ..........cccoveevnenn, 178




“With ENT we are hoping for more advertisers
and a larger audience. But if all it does is the same
rating as the tabloids, at the end of the day I'll go
home feeling a lot better about the way |
programmed my station...”

STEVE ANTONIOTTI

PRESIDENT & GENERAL MANAGER
WJBK, Detroit

l\ World Radio History
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World Radio History' |

[/
‘'ve been running tabloids

in access and have become
increasingly concerned about
audience and advertiser reac-
tion to their content. There are
some viewers who just won't
watch tabloids and many
advertisers who won't consider
them in their buys. This makes
it much more restrictive on our
sales efforts when we go to
clients with these strips.

We wanted an access line-up
with the widest possible range
of potential advertisers, so for
this fall we dropped our old
programming and went with
ENT. As we see it, ENT can
be sold more effectively than
tabloid alternatives because
it appeals to a wider range of
advertisers.

With ENT we are hoping for
more advertisers and a larger
audience. But if all it does is
the same rating as the tabloids,
at the end of the day I'll go
home feeling a lot better
about the way | programmed
my station.

STEVE ANTONIOTTI

PRESIDENT & GENERAL MANAGER

WJBK, Detroit
WARNER BROS.
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Kerry McCluggage

(TV) Cleveland.

Fox  executives  have
warned their affiliates that
secondary affiliations are
frowned upon and will con-
fuse Fox's brand-name iden-
tity. Executives at ABC,
CBS and NBC have sent
similar messages.

Key markets still up for
grabs between the two stu-
dios include Detroit; Pitts-
burgh: Baltimore; Milwau-
kee: Tulsa: Kansas City;
Cincinnati; Norfolk, Va.;
Mobile, Ala.; Little Rock,
Ark.. and Las Vegus.

Says WXON's Berman:
““In terms of an advantage of
affiliation, it is nice to be a
part of something with in-
stant recognition in the mar-
ketplace and a national cam-
paign as well as local. On the
other hand. you are tying
yourselt to a new network

Jamie Kemer

and that brings a certain ele-
ment of risk. You give up the
flexibility of a true indie
which we are enjoying right
now. We have been very
successful in our ability to
sclect programing that fits
our needs. and 1t is nice to

| make those decisions inde-

pendentlv from a network.”

Adds ABRY Communica-
tions’ managing partner An-
drew Banks: ‘‘The truth of
the matter is at the end of the
day it boils down to two fac-
tors: the network([s]" ability
to deliver competitive pro-
graming and their ability to
command network cost per
points for the advertising,
and WB and Paramount will
take several years to achieve
significant success in both of
those dimenstions. In the in-
terim, both of those studios
will incur significant losses,

TOP OF THE WEEK

as will the affiliates. It’s a
gamble that many indepen-
dent owners need to take.”
ABRY owns independents in
Kansas City and Cincinnati.

With all that goes into this
decision, operators are in no
hurry. **We’re not in a posi-
tion to make a choice yet.
The people who have made
decisions to go one way or

another have been in larger |

markets and had motivation
to do that. I am not in that
position. There is no rush for
me,”’ says Dan Sullivan,
president, Clear Channel
Television. Though primari-
ly an owner of Fox affiliates,
Sullivan’s  group—through
LMAs also controls—four
key independent stations.
Paramount now has 21 af-
filiates and seven of the top-
10 markets (see chart). It just
signed affiliates in Denver
and Fresno, where WB al-
ready has an affiliate. It may
also soon have an affiliate in
Sacramento with SCH-TV.
Its biggest coup to date
was convincing Renaissance
Communications chief Mike
Finkelstein to switch his
WDZL-TV Miami from affi-
liating with WB Network to
Paramount. One of the WB
Network’s outspoken affili-
ates, Finkelstein’s defection
was a big blow to Kellner,

who has known and worked
with Finkelstein for years.
The WB Network has 19
affiliates including the eight
Tribune stations. Tribune is
WB'’s partner in the fifth net-
work effort and has an option

to buy into the service.

WB Network is also rely-
ing on superstation WGN-TV

| Chicago, which it says puts

January 24, 1994 Broadcasting & Cable

While WGN TV puts WB
in a lot of markets, its ratings
range from 0.5 to 1.2, a fig-
ure WB will have to improve
upon to convince advertisers
they are getting a national
reach.

If nothing else, the contest
for a fifth network shows a
lot of faith in over-the-air TV
at a time when many of the

its national reach at over | so-called industry leaders see
70%. Without WGN the | broadcasters as little more
reach is about 42%. Para- | than hitchhikers on the infor-

mount 1$ around 44%.

mation highway. L

Fifth networks’ affiliates |

|
Paramount Network: WWOR-TV New York; KCOP(TV) Los '
Angeles; WPWR-Tv Chicago; WTXF(Tv) Philadelphia; KBHK- '
Tv San Francisco; WDCA-TV Washington; KTXA(Tv) Dallas/ |

Fort Worth; KTxH(TV) Houston; wuaB(Tv) Cleveland; KMSP-
TV  Minneapolis; wDZL(TV)
KTVD(TV) Denver; WTTV(TV) Indianapolis; KPTv(TV) Portland;
wJyzy(Tv) Charlotte; wxmT(Tv) Nashville; kuzz(Tv) Salt Lake
City, KaBB(TV) San Antonio; KOCB(TvV) Oklahoma City;
KAIL(TV) Fresno, Calif.

WB Network: WPIX(TV) New York; KTLA(TV) Los Angeles;
WGN-Tv Chicago; wpPHL-TV Philadelphia; KOFY-Tv San
Francisco; wLvi-Tv Boston; KTvT(Tv) Dallas/Fort Worth;
KHTV(TV) Houston; WGNX(Tv) Atlanta; KLGT-Tv Minneapolis;
KSTW(TV) Seattle/Tacoma; KPLR-TV St. Louis; KRBK-TV
Sacramento;
WKCF(TV) Orlando; wMCC(TV) Indianapolis; WGNO(TV) New
Orleans; KMGC(TV) Fresno, Calif.

Miami; KuTP(TVv) Phoenix;

KPHO-TV  Phoenix; KWwGN-Tv Denver;

Key markets where neither has an affiliate and an independent is available
include: Detroit, Tampa, Pittsburgh, Baltimore, Raleigh-Durham, Cincinnati, Mil- '
waukee, Kansas City, Norfolk, Memphis, Tulsa, Little Rock and Mobile.

|
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Earthquake

continued from page 4

radio stations jumped into overdrive to provide
nearly unprecedented extended coverage. But as
often happens in television, the broadcaster quick-
est on the air reaped the most rewards.

With reporter Rico in the studio when the tem-
blor struck at 4:31 a.m.. and with the help of
backup generators, KNBC was the first station in
the market back on the air—two minutes later.
KNBC set what is believed to be a quarter-hour
record 27.5 rating/88 share (NSI, Jan. 17) from
4:33-4:45 a.m. Though more than 75% of the city
of Los Angeles lost electrical service, the 27.5
rating represents more than 1.5 million of the No.
2 ADI market’s nearly 5 million-plus households.

During the first four-and-a-half hours after the
quake, viewers stuck with KNBC to the tune of a
53 share average. almost double KABC's second-
ranked 28 share average.

The NBC O&O also received extensive interna-
tional exposure. The network fed its signal live to

-

Bg news brought ABC's Peter Jennings to L.A.

all 212 affiliates and to Europe.

For the networks, the quake provided an oppor-
tunity—albeit a costly one—to demonstrate they
still can draw massive audiences when big news
breaks. And for CNN, it was yet another chance to
be first on the scene. Anchor Bernard Shaw first
reported on the disaster from L.A. at 7:39 a.m.
ET. just eight minutes after the quake hit.

Nielsen numbers from 29 metered markets
showed huge ratings increases for the networks’
morning and evening news programs. Combined
network evening news ratings were up 38% last
Monday. Combined network morning show rat-
ings were up 48% last Tuesday.

Through the first two days of the disaster, each
of the market’s seven TV stations averaged rough-
ly 30 hours of uninterrupted coverage. Given. that
network O&Os typically bill advertisers 15%-20%
more than the independents in the market, sources
estimate that all seven stations may lose as much
as $3 million in revenues. Throw in overtime crew
costs and production-related expenses, and station
sources estimate the earthquake will take an $8

million-$10 million toll.

Cable systems close to the epicenter also will
feel financial aftershocks for a long time.

Cablevision Industries’ West Valley system,
which reaches 100,000 in the San Fernando Val-
ley, has lost 3,000 customers for at least six
months. Subscriber losses likely will top $1 mil-
lion, says COO Fred Schulte. The system sus-
tained little damage to its headend. although the
operator’s headquarters was severely damaged.

According to Susan Herman. general manager
of the Los Angeles Department of Telecommuni-
cations, United Cable, the Valley’s other major
cable system, lost 25%-30% of its subscribers
because of the quake.

None of the major operators suffered damage to
their headends, although many HUBs were dam-
aged. Other operators that lost subscribers were
Century Cable in Sherman Ouks (10%), Continen-
tal in Hollywood and South Central Los Angeles
(10%) and BuenaVision in East L.A. (5%).

Less clear is how the damage from the quake
may affect system upgrades in the area.

There was no indication that the radio industry
would suffer significant financial losses. Radio
tends to perform well during disasters, benefiting
from ads placed by insurance companies, financial
institutions and other companies intent on getting
their messages out quickly.

George Green, president of KABC(AM), says
insurance companies began calling the station
Tuesday in the hope of placing advertising.
““We're finding out what we’ve always known to
be true: When advertisers need something on the
air quick, guess which medium they call? Radio.™”

Another factor in radio’s favor: Massive traffic
problems promise to tie up L.A. freeways for as
much as a year. That should boost in-car radio
listening for the roughly 60 stations. ]

MONTY BRINTON
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Another Olympic win for CBS

Affiliates pleased, but concerned about possible inventory give-back

By Steve McClellan

BS has paid a record
$375 million for the

1998 winter Olympics
in Nagano, Japan, and may
call on affiliates to help foot
the bill.

The network last Wednes-
day agreed to pay the record
sum without a specific com-
mitment from the affiliates.
However, the nctwork has
informally raised the subject
with some station execu-
tives.

CBS executives confirmed
they had a formal commit-
ment from affiliates to pony
up $40 nullion in advertising
inventory during the four
years of the next National
Football League cycle. With
the NFL going to Fox, that
commitment is now mMoot,
and CBS officials stressed
that it doesn’t simply get re-
assigned to Nagano. **We've
had no formal conversations
for any participation in the
Nagano games,’ said Tony
Malara, president, CBS affil-
1ate relations.

Malara did confirm that
the issue had been raised ‘‘in
general terms’ with some
affiliates “*in the spirit of the
commitment they gave to the
NFL.™

Reaction from affiliates
last week was a mixture of
glee and restraint—glee at
the thought of another Olym-

pics to sell, and some reser-
vations about an inventory
give-back. **I'd sure like to
sec the plan for Sundays
without NFL so that | can
analyze my own hit before
talking about Olympics in-
ventory,”” said one major-
market general manager.

No one reached last week
would absolutely rule out
helping the network pay for
the games in Nagano. How-
ever, Phil Jones, president,
Meredith Broadcasting, said
he left an affiliate meeting in
California two weeks ago
with the impression that CBS
had ruled out such a plan.
“*They publicly said that was
not something they were go-
ing to pursue and if that was
their intention, they should
live up to it,”’ he said.

Going ahead aggressively

According to Malara, the
nctwork decided to proceed
with an aggressive bid with-
out a specific financial com-
mitment  from  affiliates.
“‘But if a need arises to talk
about it later, we’ll talk
about it later.”’

**The relationship is too
complicated to automatically
dismiss  anything,””  said
Christopher Rohrs, general
manager at  Post-News-
week's WFSB-TV Hartford,
Conn. “*I think the [Nagano]
acquisition is the first indica-

Fox’s latest deals:

tion that they will counter-
strike very aggressively the
loss of NFL football, and
that is good news."’

In effect, CBS won the
Nagano games by attrition.
The other networks dropped
out before a final bidding
round could be established.
The International Olympic
Committee and CBS then ne-
gotiated the $375 million fig-
ure early last week.

NBC was the first to drop
out, fearing a highly inflated
bid from Fox. ABC was
next, when it heard the range
the International Olympic
Committee was zeroing in
on.

Then, to the surprise of
some and relief of others,
Fox bowed out. The network
decided an Olympics on top
of its successful NFL bid
was more than it could han-
dle. 1I0C negotiator Dick
Pound said.

But Pound said Fox Chair-
man Rupert Murdoch as-
sured him the network would
be back in two years to bid
on the 2000 summer games,
to be held in Murdoch’s na-
tive Sydney, Australia.

Among those relieved that
Fox dropped out were mem-
bers of the Nagano Olympic
Organizing Committee. ‘‘A
network with experience in
these games is one you can
trust and rely on more than a

e

1998 will be the third consecutive winter Olympics for CBS.

network that has not broad-
cast the games before,”” Ma-
koto Kobayashi, director
general of the committee,
said through an interpreter.

Did CBS overpay?

Questions were raised last
week about whether CBS
overpaid, given that the oth-
er networks dropped out.
CBS Chairman Laurence
Tisch said $375 million is
*‘fair value.” He predicted
the network will *‘just about
break even.”’

*“We didn’t pay attention
to ABC, NBC or Fox’’ dur-
ing the negotiations, Tisch
said. Asked if there was any
urgency to acquire the games
in the wake of the loss of the
NFL, Tisch replied, ‘‘No.
These negotiations would
have been exactly the same
with or without the football
situation.”’

CBS said it broke even on
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the 1992 games in Albert-
ville, France, and will make
a profit on the upcoming
games in Lillehammer, Nor-
way. The network included
the revenue of its owned sta-
tions in those calculations
and defrayed about $50 mil-
lion in costs by subleasing
cable rights to Turner Broad-
casting’s TNT.

CBS does not yet have a
cable deal for Nagano. Al-
bertville-Lillehammer part-
ner TBS does not have a
right for first negotiation for
the 1998 games, said CBS
Sports President Neal Pilson.

Although he stopped short
of ruling it out, Pilson said
pay per view °‘is not some-
thing right now under con-
templation’” for the Japan
Olympics. ‘‘Whatever we
look at won’t denigrate or re-
duce the primary network
broadcast for affiliates.”” he
said. o

Baseball clears way for telecasts

By Steve McClellan

Madden, Summerall

It appcars Fox has signed John Madden as a football
commentator for $7.5 million a year for the next four
years. Fox would not comment on the report, which
appeared in USA Today last Friday, but sources said the
network legally could not confirm it until Madden com-
pleted his contract with CBS, which ends with the A/l-
Madden Team broadcast the weekend of the Super
Bowl. The report said Pat Summerall also has signed

with Fox.

A month ago, speculation was that Madden was a
shoo-in for the lead-analyst job at Fox. Two weeks ago,
numerous reports said it was a done deal that he was
going to ABC's Monduy Night Football. Last Thurs-
day, reports had GE’s Jack Welch signing Madden to
call football for NBC and also sell refrigerators. A day

later, he was back at Fox.

Meanwhile, CBS Sports exccutives said last week
that the division will not share ‘‘signature talent’” with
other networks. When CBS lost the NFL to Fox, the
question arose whether commentators who do other
sports besides football could split duties between net-
works. A big *‘no’’ was the emphatic response from
CBS Sports President Neal Pilson during a teleconfer-

ence with reporters last week.

-SM

M ajor League Baseball owners agreed
to a form of revenue sharing last
week that at least temporarily allays
the threat of disruptions in local telecasts for
the 1994 season. But some issues remain
unresolved concerning local TV revenues,
and committees from both leagues continue
to explore those issues.

The plan agreed to last week calls for the
redistribution of approximately $60 million
in team revenues each year with some fluctu-
ations, sources say. For the purposes of the
plan, teams will be divided into three catego-
ries: low-, middle- and high-revenue teams.
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