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“Without a doubt, ENT is the right
program, with the right team, for
the right time period, and | am proud
to have it on our fall schedule.”

JAMES COPPERSMITH
PRESIDENT & GENERAL MANAGER
WCVB, Boston
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Tug of war over cable rate reductions

FCC Chairman Reed Hundt is seeking a 5%-10% across-the-board cut in
cable rates, commuission sources say. But the proposal is meeting resistance
from commissioners Andrew Barrett and James Quello. A source says the
commission is struggling to come up with a “number that gets rates where
Congress wants them to be and a scheme that allows the cable industry to
grow and that won’t stifle innovation and investment.” / 6

Fields vows war

Representative Jack Fields is leading the charge against the reported cable rate

roilback reportedly in the works at the FCC. “If Chairman [Reed] Hundt does EERRms

this as his first major policy decision, 1t’s going to ignite a war,” Fields said. /' 7 Aifred Sikes, group owster/pub-
lisher, Hearst Gorp., addresses

Freeze extension angers cable industry the IRTS seminar. / 10

Cable operators are angry and frustrated over the FCC'’s second extension of its

rate freeze. The Cable Telecommunications Association last Friday filed a lawsuit to try to block the freeze.

Other cable operators say the extension has made it difficult to schedule capital expenditures and complete

long-term planning. / 7

Go along to get along on the superhighway

Four corporate leaders from opposing corners of the industry met on the same platform last week. But the
ensuing discussion centered around their likely coexistence, rather than their struggle for survival. The discus-
sion took place at the IRTS/BROADCASTING & CABLE seminar, / 10

COVER STORY Michael Jay Solomon as president of its international
Telephone’s new voice television distribution arm. / 27

USTA’s new president, Roy Neel, faces the challenge Violence study targets first-run

of bringing the association out of the shadow of the ; ) .
telephone companies’ individual lobbying groups, The Washington-based Center for Media and Public

while helping shape information superhighway legisla- Affairs says first-run syndicated hours are the most vio-
tion. Neel takes over the post March 1. / 18 lent series on prime time TV. The center also credits

the broadcast networks with a significant decrease in
the number of perceived violent acts in their series pro-
graming. / 30

PROGRAMING

CBS eyes February
sweeps win

CBS jumped out to an early
lead in the February sweeps
through last Tuesday night,
thanks to ice-skating and the
network’s dominating Sun-
day-night lineup. The quick
start bodes well for CBS for
the rest of the sweeps, given
its 16 days of winter

‘Sirens’ sings syndication song

All American Television’s Sirens, which details the
professional and personal lives of three female rookie
cops, has been cleared in 62% of the country and given
a firm commitment. / 31

When is a kiss not a kiss?

! When it’s on Roseanne. ABC is refusing to air an epi-
Murder, She Wrote’ was an  50€ Of the popular sitcom in which Roseanne kisses
early winner for CBS during ~ @nother woman, The episode had been scheduled to air

Olympics coverage. / 27 the February sweeps. March 1. / 31
Schlesinger replaces Solomon at MCA heads out with ‘Last Call’
WB International MCA TV'’s Last Call has picked up some key major

Warner Bros. has named Jeffrey Schlesinger to succeed  markets, including kcop(Tv) Los Angeles. / 22
Feb 14 1994 Broadcasting & Cable



“For the first time ever, you will see the Congress working very closely with the
White House in getting this done. That’s never happened before. Never happened.”
—Incoming USTA President Roy Neel on getting information superhighway legislation

‘Judge & Jury’ a go

Buena Vista Television has proclaimed its hybrid court/
talk show, Judge & Jury, a firm go for production be-
ginning in September. /

Private TV launches in Prague

The Czech Republic’s first private national commercial
television station has been launched, powered by pro-
graming and investor support from the U.S. /

Viacom’s quiet secret

Viacom’s flagship radio station—wLTW(FM) New
York—is by all accounts a quiet, efficient engine of
profit. It is the seventh-highest-billing station in radio
and a consistent source of cash for the huge company.
But outside New York, the station doesn’t get much
attention. /

Radio and the Olympics

Radio won’t draw the huge audiences that television
will have during the winter Olympics. But because of
the six-hour time difference between Norway and the
U.S., radio once again will get the jump in reporting
Olympics results. CBS Radio Sports, the exclusive
radio broadcaster of the 1994 Olympics, is poised to
take advantage of the opportunity. /

Jerry Brown anchors 24-hour talk

The biggest star of Talk America Radio Network is a
newcomer to radio—former presidential candidate and
California governor Jerry Brown. Brown’s show, which
debuted Jan. 31 and airs from 7-9 p.m. ET, is broadcast
on about 30 stations. /

On the Cover:

As president of the United
States Telephone
Association, Roy Neel

will deliver the telcos’
message of evenhanded
competition and new
business opportunity, Photo
by Stephen R. Brown / 18
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ValueVision sees
value in merger
ValueVision, a small but
growing home shopping £
company, wants to merge |
with National Media '
Corp., one of the larger
infomercial companies.
But National Media 1s
fighting the plan. /

Home shopping company
ValueVision wants to merge with
an infomercial company.

CBS revenue, profits up

For the first time in eight years, the CBS television net-
work reported a profit in the fourth quarter. Revenue
increased due to better pricing of prime time advertis-
ing inventory and the debut of Late Show with David
Letterman. /

Prime time access rule under fire

Tired of waiting, wcpx-Tv Orlando, Fla., has asked a
federal court to force the FCC to consider repealing the
prime time access rule. Licensee First Media is not the
only critic of the rule. Disney tried to force the issue in
1992 and is expected to renew its push this year. /

User fees are cash cow in FCC budget
User fees from cable, telephone and broadcasting busi-
nesses account for almost 56% of the FCC’s proposed
1995 budget. /

Federal radio spectrum up for bid

The Commerce Department has taken a major step
toward carving out a chunk of the federal radio spec-
trum so it can be auctioned to private industry for use
in advanced communication technologies. /

Promoting the promises of TV

NBC President/CEQO Robert Wright used NBC'’s recent
joint promotion with Kellogg’s as an example of why
network TV should be the cornerstone of any national
media plan. Last fall’s “Breakfast Around the World”
promotion was a massive on-air and on-cereal box pro-
motion that Wright said contributed to a 38% ratings
increase for associated shows. /

................. 60 Fifth Estater......ocoveeeevvennenn 61
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Tug of war over cable rate reductions

FCC’s Hundt pushing for 5%-10% decrease, Barrett and Quello not yet on board

By Kim McAvoy

seeking a 5%-10% across-the-
board cut in cable rates, commis-
sion sources say.

But Hundt does not yet have the
support of either of the two other sit-
ting commissioners, Andrew Barrett
and James Quello.

What’s more, House Republicans

FCC Chairman Reed Hundt is

CC Chairman Ree

might evaporate if the FCC forges
ahead with a severe rate rollback,
observers say.

Under the Hundt plan, the cut
would be calculated using the rates in
effect in September 1992, the month
before Congress passed the Cable Act
that reimposed rate regulation.

There was no official comment
from Hundt’s office. But one source

ey |

d Hundt (c) needs support of fé?low commissioners James Quelio

() and Andrew Barrett to impose additional rollback in cable TV rates.

led by Jack Fields (Tex.), the ranking
Republican on the House Telecom-
munications Subcommittee, last week
warned the FCC against ordering any
drastic rollbacks. “It’s going to ignite
a war,” he said (see opposite page).

Meanwhile, the FCC last week
extended its cable rate freeze from
Feb. 15 to May 15 (see story, opposite
page). It was the third extension of the
freeze since it was first imposed last
April. The earlier extensions came
last June and November.

Prior to the Republican’s admoni-
tion, the only word from Congress on
cable regulation came from Democ-
rats who favor further cutbacks on
rates of at least 5%.

The partisan split of cable rates
could cause serious problems for
telecommunications legislation
(H.R.2636 and H.R.3636) now pend-
ing before the Telecommunications
Subcommittee. Those bills currently
have strong bipartisan backing that

said the agency is “struggling” to
come up with a “number that gets
rates where Congress wants them to
be and a scheme that allows the cable
industry to grow and won'’t stifle
innovation and investment.”

The cut would come on top of the
reductions cable operators made last
year in complying with the FCC
benchmark regulations, which
required operators to bring their rates
in line with those in competitive cable
markets.

The benchmark scheme cost cable
operators hundreds of millions of dol-
lars in revenues, but probably not the
$1.5 billion the FCC predicted when it
adopted the regulations last April.
Also, the plan proved embarrassing
for the FCC, as it allowed operators to
increase the rates for some sub-
scribers as long as they were offset by
decreases to others.

The cable proceeding has caused
some sirain between Hundt and the

other commissioners. Hundt thought
the proceeding was going to be an
“easy slam dunk,” said one FCC offi-
cial. He’s now finding out “how
things really work here,” the source
said.

Quello told BROADCASTING & CABLE
two weeks ago that he was working his
own cable rate reduction plan. But
after discussions last week with
Hundt’s office, Quello said he has set
his own plans aside and will work with
Hundt. There is “going to be some give
and take.” he said.

The FCC is expected to take up the
rate regulations at its Feb. 22 meeting.
In addition to proposed cutback and
adjustments to the benchmaiks, the
FCC also plans to consider exemp-
tions for small cable systems, cost-of-
service guidelines and the so-called
going-forward issues.

According to one source, the FCC
may issue only interim cost-of-service
rules, under which cable systems will
be able to make a case for rates in
excess of those prescribed by the
benchmarks.

Although Hundt is sympathetic to
the concerns of small cable operators,
a source said the chairman is talking
about “administrative relief, not sub-
stantive relief.”

The commission has postponed its
cable regulations meeting twice, once
in January and again earlier this
month. Late last week there were per-
sistent rumors that the commission
might posipone the Feb. 22 date. But
an FCC source said the chairman is
“dedicated” to getting these cable
issues done.

Hundt’s plan is being drafted pri-
marily by Blair Levin, his chief of
staff, Michael Katz, the newly
appointed chief economist, and James
Olson, head of the Cable Services
Bureau’s competition division.

Cable lobbyists working the com-
mission were encouraged by Fields’s
effort and by what they were hearing
from Quello and Barrett. Things had
been looking pretty “bleak,” said one
source, “It’s clear now that this has a
long way to go.” ]
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Freeze extensmn angers cable mdustry

CATA plans to file suit challenging second continuation

By Kim McAvoy
and Christopher Stern

able operators are angry and
c frustrated over the FCC’s third

extension of its rate freeze since
it first went into effect last April.

At least one cable group, the Cable
Telecommunications Association,
filed a lawsuit to try to block the
freeze, saying the FCC has only 180
days to implement new rate regula-
tions and that its latest action more
than doubles that. Other cable opera-
tors say the extension has made it dif-
ficult to schedule capital expenditures
and complete long-term planning. The
rate freeze, which was to expire Feb.
15, has been extended to May 15.

“This whole thing is a very paralyz-
ing process because you don’t know
what is going to happen from one
month to the next,” said Wayne Vow-
ell, vice president, Scripps Howard
Cable. “This is a political 1ssue, not a
consumer issue,” Vowell added, echo-
ing the sentiments of other cable oper-
ators who say the FCC has let political
pressure affect its decision-making
process.

“The process has suddenly become
very politicized and appears to be
influenced by weekly stories in the
Washington Post,” said Tele-Commu-
nications Inc. spokesman Bob Thom-
son. “This continuing ‘Perils of
Pauline’ has an enormously debilitat-
ing effect on the entire industry,” he
added. Cable operators can petition
for relief from the freeze if they can
show economic hardship or that the
freeze threatens continued service to
customers,

Several cable operators refused to
comment on the freeze extension, say-
ing they did not want to add fuel to the
fire. “I don’t think it’s something we
want to talk about,” Time Warner
Cable spokesman Michael Luftman
said. “We are in a difficult time and
we don’t want to do anything to exac-
erbate it.”

Small cable operators say they have
been particularly hard hit by the
freeze. “We are forced by this rate
freeze to halt all fiber construction
and delay planned improvements
which would benefit our rural school
systems and subscribers,” said Robert

Weisberg, owner of a small system in
Frazier Park, Calif.

The FCC last Tuesday extended the
freeze in an effort to keep rates down
before its new regulations take effect.
The FCC is expected to adopt new
rate rules on Feb. 22, which are
expected to take effect when the
freeze is lifted on May 15.

Last Tuesday’s decision was unani-

mous, although Commissioner
Andrew Barrett issued a separate
statement. Last year, Barrett opposed
the extension of the freeze from Nov.
15 to Feb. 15. He wrote then that the
“vast majority of implementation
problems faced by the commission
regarding rate regulation were and
continue to be a result of a premature
effective date for those rules.” ]

House Republicans have taken a
strong stand against the cable rate
rollback reportedly in the works at
the FCC. ,
Representative Jack
Fields (R-Texas) is lead-
ing the charge against
the rate reduction, vow-
ing to go tee to toe with
FCC Chairman Reed
Hundt, who sources say
is pushing for the de-
‘crease. “If Chairman §
~ Hundt does this as his
first major policy deci-
sion, it's going to ignite a
war,” Fields told mem-
bers of the United States
¢ Telephone Association
meeting last week in
Washingten.

Republican members of the House

signed a letter to Hundt expressing
reservations about “the appearance
of a lack of independence and
impartiality” at the FCC concerning
the review of cable rates.

.. The Republicans complain that a
rate rollback will hinder the cable
industry’s ability to invest in the con-
struction of the information super-
highway. "Any further downward
rate adjustment by the FCC can only
be read as an expression that you
do not believe that there is any
meaningful role for the cable indus-
try in developing the information
highway of the future,” the letter
states.

The letter follows the same tone

Telecommunications Subcommittee

Fields will to go to war over cable rates

Fields and eight other Jack Fields (R-Tex )

well be one of the halimarks, for bet-

as Fields's statement to the USTA.
“Like it or not, this decision could

ter or worse, of your tenureship at |
the Federal Communi-
cations Commission.
We will consequently be
watching it closely.” The
letter goes on to say,
“Your decision will tell
the undersigned plenty
.about you." '
Hundt would not com-
ment on the possible
cable rate increase. “I'm
“not going to predict how
- the commission is going
to vote,” he said. But
commission sources say
g8 Hundt has proposed an
| across-the-board rate
decrease.

The amount of the rollback still is
being discussed, but one commis-
sion source called Hundt's proposal
“drastic.” Commissioner Andrew
Barrett reportedly opposes a rate
rollback, while Commissioner
James Quello is in the middle. Quel-
lo has said he would like to see over- |
all cable rates fall, but he also has
expressed concern aboutthe impact
of rate reductions on small cable
operators.

Subcommittee members and
some cable system operators say .
the FCGC is under political pressure to
reduce rates, since the Sept. 1,
1993, rollback actually resulted in
rate increases for 31% of cable sub-
scribers. Almast 70% of subscribers:
saw their bills decrease. —C§
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Go along to get along the superh

By Jim Cooper

our corporate leaders from
Fopposing corners of the industry
met on the same platform at a
seminar last week sponsored by the
International Radio and Television
Society and BROADCASTING & CABLE.

But the ensuing discussion in a
panel moderated by BROADCASTING &
CABLE Editor Don West, centered
around their likely coexistence rather
than their struggle for survival.

USA’s founder, president and CEO,
Kay Koplovitz, said the future will be
full of “collaborations” as well as
“consolidation, mergers and buy-
outs.” Even if one player eventually
dominates the industry, there is “by no
means a consensus in the business” as
to which player it will be. At least in
the near term, said Koplovitz, there
will be a relatively good environment
for competition: “I don’t think you’ll
see a mass exodus.”

The two biggest players, cable and
telephone, separately do not have “all
the pieces,” she said, but together they
do. And where does that leave broad-
casting? “We can survive quite com-
fortably in the middle,” said NBC
President Robert Wright.

There is still a role for free televi-

S TOP OF THE WEEK!

sion on an information super “toll-
road” in which there will be “virtually
nothing that’s not charged for,”
Wright said. “We are the only thing

out there without tolling,” he added.
Sounding a harmonious tone was

tiple partners” and that such coexis-
tence will continue partly because the
various players will be employing
“complementary skill sets.”

W. Patrick Campbell, who recently
joined Ameritech from Sony Home

W. Patrick Campbe, uttve VP,eritech; Kay Koplovitz, president/CEO, USA
Networks; Dennis Patrick, president/CEQ, Time Warner Telecommunications, and Bob

Wright, president, NBC

Dennis Patrick, president/CEO of
Time Warner Telecommunications.
The networks will be important and
“the broadcasting industry has a
tremendous role to play,” he said.
“They will be a much greater magnet
for content production, and they have
the brand.”

The former FCC chairman said the
“marketplace is going to support mul-

Video, said the new technology will
affect content, As an example, he said,
the information superhighway will
“adjust the thrust” of filmmaking.
Producers will have to make more
consistently good movies to be able to
compete in the world of video on
demand: “Content will have to
become supierior in order to become
financially successful.” |

fact of life.

Skeptics who doubt the technology and [
marketability of new forms of television are
misinformed, Raymond Smith says. The
chairman and chief executive officer of Bell
Atlantic told last week's IRTS/BROADCASTING
& CABLE seminar that the convergence of |
television, telephone and computers is a

“It's clear that before this industry trans-
formation is through, your computer will
speak, your TV will listen and your tele-
phone will show you pictures,” Smith said.

However, Smith called the 500-channel
paradigm “plain wrong...No one ever asks
‘how many channels there are on the telephone network
or complains about the number of information sources it
connects you to. That's because you know exactly how
to use it to reach exactly who you want to talk to.” After
the industry’s transformation has taken place, “we prob-
ably won't use the word ‘channel’ ever again.”

Smith responded to those who doubt that consumers
would be interested in the possibilities interactive media

Smith responds to superh:ghway skeptics

could offer. “All you have to do is watch
the average TV viewer furiously channel-
surfing through the same 30 channels to
know that most consumers will be thrilled
to have the chance to exercise more con-
trol over what comes into their living
room—provided the technology is easy to
use and the services are affordable.”

Many “killer applications” already-exist,
although in “dreadful distribution ser-
vices,” he said.

Smith also set out Bell Atlantic’s regula-
tory agenda in his three “big rules.” “This
will be a competitive industry in every
facet...the more varied and diverse the choices for con-
sumers, the better; the future belongs to open, not
closed, systems,” he said. '

He argued that competition among companies and
diversity for the consumer would best be served if
regional Bell operating companies, including Bell
Atiantic, were allowed to enter businesses from which
they are now restricted.

—GF

10
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Larry Chiagouris, president, Decision Shop; Jo yee Tudryn, associate executive director,

IRTS; Greg Riker, director, future home technology, Microsoft ; Nancy Stover, project leader,
Your Choice TV, and Mark Kravitz, director, programing content, Downtown Digital.

Programer or programed?
More than one kind of customer

By Jim Cooper
obody knows whether viewers
N will embrace or reject the
chance to interact with their
televisions.

That was the conclusion of four
industry experts in home-viewing tech-
nologies who joined moderator Joyce
Tudryn, associate executive director,
IRTS, in wrangling with the potential
of home programing at a IRTS/BROAD-
CASTING & CABLE seminar.

Larry Chiagouris, president of The
Decision Shop, a New York-based
marketing and consulting firm, said
the reception to home interactivity has
vet to be determined. Recent studies
have found varying levels of interest
on the part of viewers, he said.

In the near future, said Chiagouris,
viewers will likely be divided into two
main groups. The first group, which
he called “prospects,” will embrace
interacting with television. These
“prospects” will perceive that interac-
tive programing uses less time, gives
them more control and broader rela-
tionships and is less work.

He called a second, larger group
“fence sitters.” They will not com-
pletely reject the chance to program
their television viewing but will see
interactive programing as alienating
and elitist, taking up more time, and
providing them with less control and
more work.

Those consumers willing to take
advantage of the new technology will
find it a real benefit said Greg Riker,

director, future home technology for
the Microsoft Corp.

Riker said self programing will
allow the viewer to make more
informed decisions about which
brands to buy and which editorial
guides and usage patterns to follow.
“The consumer is seeking relevance”
in programing, to make informed
decisions, says Riker. “Technology
gives us a way to do that,” he said.

Along with Chiagouris and Riker,
the panel included Marc Kravitz,
director of programing content,
Downtown Digital, and a consultant
to AT&T, and Nancy Stover, project
leader for Your Choice TV, Discovery
Communications.

Stover showed how the viewer can
self-program more information about
Janet Jackson and enter a sweepstakes
after she was featured on a show like
Entertainment Tonight. The interactive
technolegy would also allow sports
fans to watch an array of different
highlights as they occur and see and
hear reaction from others watching
the game at home, as shown by
Kravitz.

“We are committed to a year or so
of testing,” said Stover. Your Choice
TV is presently being tested in eight
areas around the country. AT&T also
has a prototype system for interacting
with programing.

Viewers don’t want to have their
worlds changed, said Kravitz. “It is
incumbent on us to give them a reason
to do s0.” =

Redstone sees
software
as key to
superhighway

By Jim Cooper

peaking on the multiple chal-
SIenges of a multichannel uni-

verse, Viacom Chairman Sumn-
er Redstone last week told an Interna-
tional Radic and Television Society
luncheon audience that whoever cre-
ates, acquires, promotes and packages
programing will win the race on the
information superhighway. “Software
is the key, and that is not a cliche,” he
said.

Describing recent developments in
communications as a “‘massive revo-
lution,” Redstone extolled technology
as limitless while warning that
“there’s a limit to what the consumer
will purchase.”

The Viacom chairman said the real
test of the new information age will
not be the mere creation of 500 chan-
nels, but rather the
ability of compa-

Brand nies to “harness
names will Ele?hnolohgy” to
. eliver what con-

be hlgh|¥ sumers want.
valuable in  Touching on a
_ range of topics in
th.e super his address, Red-
hlghwaY7 stone also stressed
“because the importance of

people will

select prod-
ucts they

are associ-

advertising and
promotion, which,
he said, “will not
change, no matter
what.”

“The outlook
for American

ated with.”
marketers will not

be a clear shot,” he said, adding that
the marketplace will become increas-
ingly complex with the advent of full-
service networks offering precision
marketing capabilities.

Brand names, he said, will be high-
ly valuable in the information super-
highway, “because people will select
products they are associated with.”

Surrounded by reporters after his
address, Redstone refused to discuss
his bid for Paramount or that of rival
bidder Barry Diller, n

Broadcasting & Cable Feb 14 1994
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TV stations and wireless

TOP OF THE WEEK ™=

cable: a partnership?

By Geoffrey Foisie

help, wireless cable operators are

trying to forge partnerships and
other alliances with local broadcasters.

Discussions are under way in a
number of markets. And on behalf of
its members, the Wireless Cable
Association plans to court broadcast-
ers at the National Association of
Broadcasters convention in Las Vegas
next month.

The operators are pitching a variety
of arrangements, including marketing,
engineering and even ownership. FCC
rules bar TV stations from owning
local cable systems but allow them to
own wireless systems.

Wireless cable uses 2 ghz microwave
channels to broadcast scrambled cable
programing to subscribers.

No deals have been struck, but
Meredith Broadcasting'’s Phil Jones
and Bonneville International’s Rod-
ney Brady have heard the wireless
pitch and say they are interested.

Operators and broadcasters cite sev-
eral reasons that cooperation between
the over-the-air media makes sense:

m Many TV stations still generate
significant amounts of money. Wire-
less operators need cash to build
transmitters and to acquire consumer
antennas and converters.

® A major operating expense for
wireless cable is marketing. TV sta-
tions with excess airtime could carry

In need of marketing and financial

wireless ads in exchange for equity or
some other consideration.

Clear Channel Communications
President Lowry Mays said some of
that company’s radio stations already
barter their advertising time for adver-
tising time on wireless cable systems.

m Wireless cable systems get local
availabilities from the cable networks
they carry, just as wired cable operators
do. Lowell Hussey, who heads Cross
Country Wireless Cable’s operations in
Southern California, said he is talking
with some Los Angeles area TV sta-
tions about having their sales forces sell
time on the Cross Country systems.

m Wireless is now marketed, for the
most part, as a cheaper version of
cable. As cable comes up with techno-
logically exclusive features, wireless
may have to develop its own exclusiv-
ity. One way to do so would be to have
programing produced exclusively for
it by a TV station.

Television stations also may benefit
from a partnership, since having a
strong competitor to cable would
strengthen TV stations’ leverage dur-
ing the next round of retransmission
negotiations. There could be more
specific benefits as well:

m Broadcasters may find it helpful
to hook up with a co-located facility
that has 200 mhz of over-the-air spec-
trum. Brian Gast, president/ CEO of
American Telecasting, which operates
mostly in mid-size markets, suggested

that wireless |
might even be
able to help
out TV sta-
tions in meet- |
ing HDTV |
requirments: |

“Broadcast- [
ers are wrest- [
ling with how |
to deploy
HDTV in a !
phased man-

ner without rebuilding their entire facil-
ity. They might be able to coordinate
with wireless, which would carry the
HDTYV signal until HDTV sets are
more widely used in the marketplace.”

m Technological developments
could also find TV stations working
with wireless on data transmission,
said WCA President Robert Schmidt:
“We recently demonstrated a trans-
ceiver that allowed us to return infor-
mation to the transmitter using a sub-
scriber’s antenna. So we could do a
packet switched network on the back
of the station’s video signal and do the
returns on the wireless side.”

With these and other possibilities,
why haven’t partnerships developed
between wireless cable and TV sta-
tions? One hindrance, said Gast, was
that some broadcasters were “skepti-
cal of how successful wireless cable,
without a large base of customers,
would be.” [

QVC promises Paramount shareholders a Feb. 15 valentine

There is a “50/50 chance,” said Oppenheimer & Co.’s
Jessica Reif, that the battle for Paramount will cantinue
past tonight's (Feb. 14) “deadline.” As some people
found out to their surprise last Friday, the Feb. 14 “dead-
line” established by the Paramount board was only final
if either the QVC or Viacom tender offer proved suc-
cessful in attracting a 50.1% majority of Paramount
shares. If neither bidder could convince enough Para-
mount shareholders to tender, then the bidding proce-
dure was subseguently void. That meant that either
party would then be free to revise their bid, effectively
moving the battle for Paramount back to square one.
Going into last week, QVC was perceived to be behind,
so it was in the home shopping company’s interest to at

least prevent Viacom from getting 50.1%. It tried to do
so by hinting to Paramount shareholders that if they did
not tender to Viacom, QVC might be prepared to raise
its bid after the deadline became void. Viacom respond-
ed to reports of the QVC effort by accusing it of effec-
tively altering its bid'in advance, which it claimed was in
viclation of the agreed upon bidding procedures.
Viacom said: “We...will consider all options and reme- ~
dies available to us under the merger agreement and
the federal securities laws.” Thus it looked possible last
week that the takeover battle could end up in Delaware
court again. QVC made its own accusation, including
that Viacom shared “material non-publication infoarma-
tion” with securities analysts. —GF
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DBS serwces

By Rich Brown

irecTv, Hughes’s direct-broad-
Dcast satellite venture, will launch

in April with a $21.95 basic
monthly package of 23 cable net-
works, including two pay networks
(Encore and The Disney Channel) and
a new business news channel from
Bloomberg Financial Networks.

New York-based Bloomberg Direct
will be a daily financial news channel
(6 a.m.-7 p.m.) featuring talking
heads and on-air graphics. The service
will be produced in association with
the U.S. Chamber of Commerce.

Other networks signing on with
DirecTv last week included A&E,
CNBC and PrimeTime 24 (a channel
offering three network affiliates:
waBC-TV New York, wRAL-TV Raleigh
[CBS] and wxia-Tv Atlanta [NBC]).
DirecTv also struck a pay-per-view
licensing agreement for Walt Disney
movie titles.

Pricing has been completed for
DirecTv and Hubbard Broadcasting’s
United States Satellite Broadcasting,
a competing programer sharing the
same satellite, DBS-1. The packages:

DirecTv

m Personal Choice I—$21.95 per
month. Available in April. Approxi-
mately 25 cable networks, including
A&E., CNBC, ESPN, TBS, TNN, C-
SPAN, CNN, The Learning Channel,
The Sci-Fi Channel, TNT, Court TV,
The Cartoon Network, The Discovery
Channel, CMT, E!, The Weather
Channel, Headline News, Turner
Classic Movies, USA, The Family

e S
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ready their

Channel, Bloomberg Direct, The Dis-
ney Channel and Encore. Also includ-
ed are one $3.95 PPV credit per
month and a DirecTv PPV preview
channel.

m Personal Choice II—Once the
second DBS satellite, DBS-2, is
launched in fall 1994, Personal
Choice I will expand to become Per-
sonal Choice II but will be priced the
same. Networks in the package
include CNN, ESPN, The Cartoon
Network, TNN, TRIO, Turner Classic
Movies, USA, TBS, TNT, C-SPAN,
Headline News, The Discovery Chan-
nel and Bloomberg Direct. Also
included are seven multiplex channels
from Encore or 10 of the more than 20
remaining services, including A&E,
CMT, CNN International, E!, The
Family Channel, The Sci-Fi Channel,
The Travel Channel, C-SPAN2,
CNBC, Court TV, Newsworld Inter-
national, The Learning Channel, The
Weather Channel and others to be
announced. Also provided at no extra
cost is The Disney Channel (East and
West Coast feeds), 30 digital audio
channels from Digital Cable Radie,
one $3.95 PPV credit each month and
a DirecTv PPV preview channel.

m Total Choice—$29.95 per month.
Also available once the second DBS
satellite is launched in fall 1994. The
package includes all of the Personal
Choice selections plus the seven-
channel Encore multiplex, The Dis-
ney Channel (east and west), the DCR
digital audio channels, two $3.95 PPV
credits per month and the DirecTv
preview channel.

Tonya talks...
and cashes in

Figure skater Tonya Hard-
ing reportedly got $600,000-
$675,000 to talk to Inside
Edition last week, which
would set a record for
checkbook journalism. CBS
and radio syndicator Major
Networks alsg had inter-
views. CBS said it paid
nothing, while MN President
Chris Devine said he paid
“less than a hundred thou-

_ -] sand, but it's still a lot.”

hneups

(PPV movies for all DirecTv pack-
ages will be $1.95-$3.95 per title.)

UsSsSB

m Basic—357.95 per month. Includes
MTYV, VHI, Nickelodeon, Nick at
Nite, All News Channel, Comedy
Central and Lifetime.

® Showtime Plus—$23.95 per
month. Basic plus a three-channel
multiplex version of Showtime, The
Movie Channel and Flix plus the
above basic channels.

m HBO Plus—3%24.95 per month.
Basic plus a five-channel multiplex
version of HBO, a three-channel mul-
tiplex version of Cinemax plus the
above basic channels.

B Premium Plus—$34.95 per
month. Basic with Showtime Plus and
HBO Plus,

m USSB will offer one free month of
Premium Plus to customers purchasing
the home receiving package, which is
expected to retail around $700. ]

Broadcast
comedies to
test on cable

Comedy Central to be
nerwork test bed

By Rich Brown

channel Comedy Central could
wind up as a major force in broad-
cast network comedy development.
The all-comedy network has struck
deals with top talent agencies Creative
Artists and Messina Baker Entertain-
ment to develop talent to debut on
Comedy Central and then possibly be
spun off to the broadcast networks.
The three-year CAA deal calls for
at least three 4-episode series by
year’s end, including a project from
producer Francis Ford Coppola. The
Messina Baker deal, done in conjunc-
tion with Comedy Central sister com-
pany Viacom Productions, calls for
six half-hour sketch comedy shows,
possibly more, debuting on the cable
network this summer u

If all goes according to plan, cable
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ast year President Clinton tapped Roy

Neel to help bring order out of the

chaos of the fledgling administration.
This year, as the new president of the United
States Telephone Association, Neel’s job may
be equally tough. He has to bring USTA out of
the shadows of the telephone companies’
powerful individual lobbies, while helping to
shape the fast-moving information superhigh-
way legislation. In this interview with BROAD-
CASTING & CABLE editors Kim McAvoy and
Harry Jessell, Neel begins delivering the tel-
cos’ message of evenhanded
competition and new busi-
ness opportunity.

18

Answering USTA’s call

How confident are you that Congress will pass the so-called
information superhighway legislation this year?

I'm very confident. I don’t think the stars were ever
aligned like this, with the leadership of both parties on the
key committees in both houses and the White House, not to
mention the FCC, with the same goals here. It’s extraordi-
nary.

For the first time ever, you will see the Congress work-
ing very closely with the White House in getting this done.
That’s never happened before. Never happened. For the
past 12 years, the White House has sided with cne sector
of the industry to stop legislation.

But there seem to be a lot of differences in the bills that have
been floated thus far, reflecting differences of opinion.

Yes, there are differences, but it would be a miracle if they

were all in agreement over the specific language at this

point. Even though you had a couple of bills introduced

~last year, this is basically still the
starting line.

K Y Scme of these differences are real

AN 1 sticking points. We’ve been told that
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As a top aide to then-senator Al
Gore, Neel plunged into the presi-
dential campaign in the summer of
1992 after Bill Clinton tapped Gore
to be his running mate.

Neel joined the administration in
January as chief of Vice President
Gore's staff, but soon moved to the
White House as deputy chief of
staff to President Clinton in an early
organizational shakeup.

Neel drew some criticism from
being among the first high-ranking
officials to leave the White House
for a lucrative lobbying job. USTA is
reportedly paying him around
$500,000 a year.

The native Tennessean began
his career as a reporter in Nashville
but eventually strayed into city and

It’s been a wild year-and-a-half ride for Roy Neel

state politics. As a state official in
the mid-1970s, Neel hooked up
with the ambitious Gore and fol-
lowed him to the House, then to the
Senate and finally to the White
House.

Neel, 48, is well known in com-
munications circles. He and Gore
have been actively involved in com-
munications legislation throughout
their 15 years on Capitol Hill. They
were frequent critics of cable, favor-
ing measures to foster competition
to the local cable systems—be it
from the home satellite industry or

_the telephone industry.

Neel, whose USTA job doesn't
officially get underway until March
1, lives in Washington with his wife,
Suzanne, and three children. —HAI

the battle over whether to ailow regional Bell operating com-
panies into the long-distance business could kill the legisla-
tion.

It won't kill 1t.

Then would the RBOCs allow legislation to move that didn’t
permit them into long distance?

That is not the strategy of the Bell companies right now.
But too many of the key players are committed to making
legislation happen this year to have it easily stopped by
any one sector of the industry—any power center in the
Congress.

If long-distance relief is not included in the bill, it seems
to me it would be because there was some conclusion that
it is not in the public interest. On the other hand, 1 don’t
think the White House or the Congress is interested just in
preserving AT&T and MCI’s turf. I don’t see any reason
for them to do it.

Are the telcos willing to accept provisions that would delay
their entry into long distance for a number of years or until
they are subject to local competition?

Yes, I think so. There’s room for compromise on phased
enfry, but the devil’s in the details. I mean, how many years
and what does the competitiveness test amount to?

As long as the competitiveness test is real and not sim-
ply an entry barrier disguised as a competifiveness test,
then I think the industry can work with that.

Senator Hollings in his legislation cuts broadcasters some

deregulatory breaks to insure that they remain competitive.
Do you think broadcasters deserve such breaks?

They got a pretty good break in the cable bill in 1992.

I'm not entirely familiar with what’s in the bill for the
broadcasters, but broadcasters clearly have an opportunity
here. They’re like the cable industry or the publishers or
anyone else in this area.

They can all play. And it seems to me the challenge 1s to
figure out how they’re going to diversify their own busi-
ness activities beyond terrestrial distribution,

But do broadcasters deserve preferential treatment on the
superhighway, as they claim they do?

It’s a slippery slope. How can you say that a broadcaster
deserves some sort of discount for carriage in a totally
open competitive marketplace and the local publisher
doesn’t? The local publisher can make the same kind of
argument that the local broadcaster can make in terms of
localism.

So I think a better solution 1s to provide fair and equi-
table access at fair and equitable rates to everyone who
wants to be on this network.

Broadcasters have a fair claim not to be discriminated
against or not to be put at a disadvantage. But do the broad-
casters, for instance, deserve to avoid having to contribute
to a fund for universal service? No, I think not. But I guess
there may be some sort of flexible tariffing here that the
FCC can come up with.

One of the things broadcasters are asking for is must carry

on telco-owned broadband networks just as they have on
cable systems.

There’s a huge difference between the marketplace situa-
tion faced by broadcasters dealing with cable access and
the marketplace situation that will be faced by all informa-
tion service providers, of which broadcasters are one, and
a national telecommunications network.

If you had a network controlled by a company that was
also selling services similar to broadcasters’, and shutting
out broadcasters in the process, denying access to their net-
works, you could make a strong case for some kind of spe-
cial protection for broadcasters.

But that is not the kind of environment we’re going to
have here. If you have one pipeline that is owned by the
local telephone company, the cable system or the electrical
utility, then the broadcasters ought to have access to that.

But if you’re going to have lots of players, should we
lock in terrestrial broadcast as the product of choice or
preference for these networks? I think not.

You’ve been publicly critical of the Senate biil that Senator
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Hollings has pulled together. Why?

I don’t think the sponsors are fully aware of how that bill
could affect the telephone industry. 1 say “could” because
many of the problems in that bill are caused by ambiguity
and by potential scenarios that could be set up.

Someone has pointed out that as now written, the bill
would permit a wireless telephone operator to come into a
rural community, erect a tower and get reimbursed by the
universal-service fund.

Now, that’s crazy. Basically, you would then have a situ-
ation where that provider would make no contribution to
universal service other than taking from the universal-ser-
vice fund to compete with the local operator. That’s not
parity in any sense of the word.

The point of universal service is not to put certain com-

% COVER STORY?

phone companies, especially the small rural companies,
have very strong advocates on the committee, some of
whom have co-sponsored the bill or will. I would count
Senator Hollings among those.

The telephone industry seems to be more comfortable with

the House legislation advanced by Congressmen Brooks and
Dingeil.

Brooks-Dingell certainly has the fewest problems of the
various vehicles. It would represent progress for the indus-
try and for consumers, we believe.

Brooks-Dingell iets local telcos into long distance and manu-

facturing, but it’s silent on local cable-telco crossownersmp
Don’t you care about video entry?

Of course we do, but there’s a kind of unanimity now—on
the Hill and in the industry—that there

panies into business or certain companies out of business
or provide a competitive advantage for one or the other, but
to make sure the consumers are served.

What most disturbs you about the bill?

The competitiveness test for long distance is so severe as to
amount to a real barrier at this point.

My view of what Senator Hollings and Senator Danforth
have done with this bill is to set a very high bar on all
fronts and then work off those bars after they do hearings
and after they begin a markup process.

It’s a time-honored practice. Getting to a perfected form
of that legislation—that’s what their business is all about
up on the Hill.

So you think the bill can be fixed?

This bill is not to be feared, in particular because the spon-
sors of this bill, almost all of them, have always been very
sensitive to the issues, particularly of small rural telephone
companies. If we can make our case, Senator Hollings and
others are going to be receptive to dealing with the prob-
lems. We can make the case. We've got a good forum up
there. There doesn’t appear to be any hostility toward the
local exchanges in perfecting that bill, and the local tele-

should be relief for the two industries to
compete.

The fine-tuning of that is a very real
issue, however. If you're going to let
cable companies into the telephony busi-
ness, then you should let telephone com-
panies into the cable business. But, more
important, both should play under the
same rules.

If you have a situation where cable
companies are free to compete for local
telephone users—particularly institution-
al and business users, where the larger
revenue stream exists—then they should
be put under the same kind of regulatory
| responsibility as the telephone compa-
§ nies.
| Why?

| The most severe threat, in a large generic
way, to universal service would be to
have the local telephone companies face
competition from those who aren’t bur-
dened by the same regulatory restraints
and the same obligations to contribute to
a universal-service fund of some kind.

1t would not only be lack of parity for
business interests, it would put consumers at risk because
it would undermine the kind of universal service we now
enjoy.
We’ve heard that Senator Breaux is considering legisiation

or amendments that may solve some of the telephone indus-
try's problems.

Well, we certainly hope to talk to Senator Breaux about
that. He has been a very effective spokesperson on behalf
of consumers represented by local exchanges, and we
would really welcome that and I think the committee
would welcome that. He can be a forceful voice for
improving whatever legislation moves through that com-
mittee.

At the end of the day, what does the telephone industry want
to get out of this legislative action?

There is unanimity in the industry that it is important to get
long-distance relief, manufacturing relief, cable relief, But
the one thing, I believe, that probably represents the broad-
est consensus is that all of those who play must pay.

Do you mean that everybody pays for access to the network?
Well, it could be that. But what I really mean is that every-
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of video products for
NAB‘94!

Broadcasting & Cable magazine’s highly regarded
staff will turn their considerable skill and experience
to helping NAB ‘94 attendees get the most out of this
year’s show. Because this year, for the first time,
Broadcasting & Cable is the official producer of video
programming for NAB'94! There are four
exciting products to choose from that
will maximize your investment in
NAB'%4...

NAB Today is the official, in-room program of
NAB‘94. This one-hour magazine will have camera crews
on the show's floor to film your video message.
Production will be provided by Studio 5, a full-service
television production company and a division of WCVB-TV
Boston. Coverage will include;

* Convention highlights, including interviews with
exhibitors and attendees

New product announcements
* Seminars held throughout the week

* Interviews with business leaders on issues
facing the industry

A new program will be broadcast each
| day of the show, with commercial
announcements of 30 or 60 seconds
running each hour for all four days of
the show — a total of 92 exposures
for one fixed price!

Reach TV Stations Across the U.S.
Via Satellite! In addition to reaching
65,000-plus NAB‘94
attendees, your reach will be extended to television sta-
tions and cable operators across
the country through our
satellite transmission
of the daily NAB
Today show.
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oth traffic! Expand your audience!

CNNvention
News is sure to
catch the attendee’s
eye as he or she
works the exhibit hall
and conference area.
CNN Headline
News will be broad-
cast from kiosks
located strategically
throughout NAB —
with exhibitors’
commercial mes-
sages inserted in
place of the national
ads broadcast by
CNN.

Each advertiser’s
message will appear §
once an hour
throughout the
four days of the
show for a total of
32 commercial spots during NAB'94.

NARB Video Billboard will be carried on a sec-
ond screen in the kiosks. This format utilizes video (no
audio), slides or text for important announcements to
NAB attendees. Each billboard message will be |5
seconds in length and will repeat twice an hour for a
total of 64 impressions throughout the four days of the
show. Use the billboard to build booth traffic, announce
meetings or product demonstrations and to reinforce
your company’s sales message.

Video News Releases lets your NAB announce-
ment get in front of news directors at television stations
throughout the U.S. Each day, Broadcasting & Cable will
satellite transmit Video News Releases (VNRs) sponsored
by NAB ‘94 exhibitors. This is a timefy and economical way
to get broadcast news exposure for your new product or
other announcement timed for release at the show.

This format also allows you to reach TV station executives
who are not attending NAB'94 but are important buying
influencest

Commercial Production
Services Available Want
to utilize Broadcasting &
Cable’s video products but
you don't have a current
commercial produced? Let @
us talk to you about producing )
an affordable, and professional quality video

when you advertise on any of the NAB'%4 products. Call
Broadcasting & Cable today to get the most out of NAB‘94!

Combination Buy
Advertisers purchasing a one minute spot in both
NAB Today and CNNvention News receive:

* Free page in Post-NAB issue of Broadcasting & Cable
* Free I5-second spot in Video Billboard program

For More Information Contact:

Larry Oliver, Associate Publisher
212-337-6943
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one should make a fair contribution to insuring universal
service for all. And the administration clearly seems to be
absolutely committed to making sure that we don’t balka-
nize the information highway.

Why not leave the universal-service question to the states?

That could lead to severe disparity amohg the 50 states as
to how universal service is provided. You will have some
states that will be mere aggressive in insuring this. But
then there’s the preblem of having what are truly national
telecommunications comparnies facing a balkanized regu-
latory environment—350 different states, 50 different plans.
Some states may make universal service voluntary. Some
may be very, very aggressively pro-consumer in mandating
lifeline services. Some may require that everyone that pro-
vides “communication services” must
pay some ad valorem tax into a pool,

I don’t think that’s the intention of
the Hollings bill, but that’s what it sug-
gests to us. In our view, it would be bet-
ter 1o spell out what the definition of }
universal access and universal service
is going to be.

What does USTA mean when it talks |
about “regulatory parity”?

W

It’s fairly simple. What it says is that
anyone who competes in a market in a
certain line of business should face the |
same regulatory environment that all §
the other players face. '
That’s not the approach taken in the 1992 |
Cable Act. Cable overbuilders—new
cable competitors—would not be subject
to the same regulatory regime as incum-
bent operators. Why wouldn't that
approach work for companies that want
to compete with the local teicos?

I'd hate to follow the "92 Cable Act in
developing this legislation. But I think
the principle of regulatory parity is still
sound. You're still working toward reg-
ulatory parity at some point.
So you would concede that the new entrant doesn’t have to
be burdened with the same regulatory scheme initially, that
regulatory parity could be phased in?
That’s one way to stimulate a competitive environment. But
you could do severe harm to service in high-cost areas by
raking the phase-in approach where you have a new entrant.
We tend to define new entrants, new competitors, as lit-
tle guys competing against really big guys. It's not like
that. You can hardly call Time Warner or AT&T or IBM a
little guy. It hardly makes sense to provide a competitive
advantage for AT&T to come into a local telephone
exchange and sell some service without any of the regula-
tory burdens that the local telephone company has. It’s
nonsense, in my view.

What are your goals for USTA?

I hope and expect that USTA will be a leading voice for
this industry and help it protect its ability to provide
affordable telephone service to everyone in this country
and help it survive and grow in this new competitive envi-
ronment.

Now, what that’s going to involve is a much more
aggressive public profile for me, our members and the

“You can hardly call Time
armer or AT&T or IBM
a Iittle guy. It hardly
makes siensegg provide
a competﬂfve!
for AT&T to come info

a local telephone
exchange and sell some

service without any of

the regulatory burdens

that the local telephone
company has.”

association in general than it’s ever had before.

We’ve had the advantage of having a number of the
member companies develop very strong operations in
Washington, and that’s a plus. USTA has not been a signif-
icant voice for consensus in this industry, helping the play-
ers figure out where they want to head. I'm determined to
help it do so. I'm determined to help the industry, through
USTA, be a more forceful voice.

Will the USTA member companies be able to hang together
on these superhighway issues?

Oh, T think so. There has always been, and there always
will be, big company-little company tensions. There will
be tensions between independents and the Bell companies.
Those are historical. But it’s not a lot different from the
tensions that [National Association of
Broadcasters President] Eddie Fritts
faces between radio and television and
between stations and the networks or
what [National Cable Television Asso-
ciation President] Decker Anstrom is
now facing between small and large
MSOs and between programers and
operators.

The internal politics of trade associa-
tions can be byzantine at best, but I
don’t think they’re any more fractious
now. The business plans of these com-
panies vary widely. But there is a com-
mon thread that runs through this
industry that will continue to give it not
only a reason to exist, for the associa-
tion to exist, but also a reason to band
together.

Are you planning any major changes for
the association?

This is a fairly modest-sized operation.
It’s smaller than NCTA and much
smaller than NARB. It reflects the kind
of conservative nature of the people
who build and operate telephone com-
panies. [ have no goals to expand staff and raise and spend
a whole lot more money. But what I do want to do is use
the resources we have more efficiently.

| wonder whether you will still consider the RBOC’'s Wash-
ington lobbying offices a “plus” a year from now.

Look, having a central authonity speaking for the entire
industry without any disagreement may be an advantage.
But ['ve never thought that that was all that big an advan-
tage as it related to the telephone companies here,

Those companies are going to maintain a presence here.
And I'm pretty confident that I can really help them do the
work that they do. I'm not here to supplant their work;
nobody expects me to make them irrelevant. They do have
some other agendas.

Are the communications trade associations going to con-
verge like the industries they represent?

Maybe. Butit’s highly unlikely you will have one trade asso-
ciation representing telephone and cable, much less tele-
phone, cable, publishers, broadcasters, cellular and all that,
There are a lot of mutual interests there. But those com-
panies are for a long time going to look very different at
the local level. ]
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CBS eyes February sweeps win

Network is out of blocks strong, with Olympics still ahead

By Steve Coe
BS jumped out to an early lead
c in the February sweeps through
last Tuesday night, thanks to ice
skating and its dominating Sunday
night lineup.

The quick start by CBS bodes well
for the network for the rest of the
sweeps, given CBS’s 16 days of win-
ter Olympics coverage, which histori-
cally virtually assures a sweeps victo-
ry by itself.

With six days of the Nielsen-mea-
sured sweeps already played out, CBS
is leading with a 14.2 rating/22 share,
followed by ABC’s 13.4/21, NBC’s
11.6/18 and Fox’s 7.3/11.

Despite CBS’s household
strength, however, the network con-
tinues to lag behind ABC and NBC
in the key adults 18-49 demographic.
In that category, ABC leads with an
8.3 rating, followed by NBC with a
7.3. CBS is averaging a 6.6, and Fox
is in fourth with a 5.3.

CBS got a strong start from con-
vincing wins on Saturday and Sunday
nights, Feb. 5 and 6. On Saturday, the
network averaged a 13.0/23 on the

‘Murder, She Wrote’ was one early winner.

strength of Dr. Quinn and the ice-skat-
ing special Nancy and Friends featur-
ing Nancy Kerrigan. On the night,
CBS bested second-place ABC by 2.5
rating points. On Sunday night, CBS
nearly doubled second-place ABC,
averaging a 20.9/32 to ABC’s
11.7/18. Murder, She Wrote improved
on its 60 Minutes lead-in by almost 7
rating points, and the CBS Sunday

Night Movie improved on that, averag-
ing a 21.6/32 at 9-11 p.m. The movie
Breathing Lessons, starring James
Garner and Joanne Woodward and
sponsored by Hallmark, was the net-
work’s highest-rated movie since
Sarah, Plain and Tall, which aired in
February 1991.

ABC had been expected to capture
Monday, Feb. 7, with its three-hour
telecast of The American Music
Awards from 8 to 11. However, a
repeat airing of “Fried Green Toma-
toes” on NBC also at 8-11, pulled in a
16.7/25 and beat the awards show by
seven-tenths of a rating point. It
marked the first time a network had
beaten ABC on the night of The Amer-
ican Music Awards since 1981. CBS,
with Evening Shade and a two-and-a-
half-hour presentation of “Lethal
Weapon 27 (its third airing), averaged
an 11.6/17.

Last Tuesday night, ABC averaged a
17.5/26, based on the strength of
Roseanne, Coach and NYPD Blue. CBS
was second with a 14.4/22 and NBC
third with an 8.4/13. Fox finished the
night with a 4.0/6. [

Schlesinger replaces Solomon at WBITV

By Mike Freeman
arner Bros. has named Jef-
W frey Schlesinger to succeed
Michael Fay Solomon as
president of its international televi-
sion distribution arm.

Schlesinger, who has served as
senior vice president of international
television distribution, will assume
the post effective April 1 and will
report to Warner Bros.” executive vice
president, Barry Meyer.

Schlesinger has been with Warner
Bros. since 1989, when the studio
bought Lorimar-Telepictures, where
he had held international sales posts
since 1983.

Solomon, who will remain affiliat-
ed with Warner Bros. through June
1994, left to form his own Los Ange-

les-based international telecommuni-
cations company, which plans to offer
production, distribution and software
services for emerging media tech-
nologies. (Studio officials credit
Solomon with a 400% increase in
international programing sales during
the past five years.)

Meyer sees Schlesinger taking
WBITYV in a similar direction. “Previ-
ously, Warner International’s TV
activities were strictly related to the
selling of our film and TV libraries,”
Meyer says. “Now, the exploding
array of television delivery systems
will enable WBITYV to broaden its
mandate and take advantage of these
growth opportunities.”

Many of these emerging media
opportunities, according to industry

wartchers, will be in Eastern Europe,
where there is no set infrastructure
for broadband cable and DBS deliv-
ery. The former eastern bloc countries
are said to be an open playing field,
and hungry for Western product.
Schlesinger began his entertain-
ment career as a film editor for CBS’s
60 Minutes, and then joined The Chil-
dren’s Television Workshop as inter-
national production and distribution
manager, handling program sales of
Sesame Street around the world. From
there, he joined MCA TV Internation-
al in 1979, where he was syndication
sales manager based in Canada. In
1982, Schlesinger joined Astral/Bell-
vue Pathe as national sales manager
for Astral Television, moving from
there to Telepictures. |
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Violence study targets first-run

Nerworks credited with improvement; Capitol Hill asks for copies of report

By Mike Freeman

Media and Public Affairs released
a study last week that identified
first-run syndicated hours as the
“most violent” series on prime time
TV. The same study credited the
broadcast networks with a

T he Washington-based Center for

broadcast networks, syndicators and
legislators to decide how they will
address the content issues.”

CMPA’s founders, Drs. Robert and
Linda Lichter, husband and wife
Ph.D.’s in sociology, wrote the best-
selling book “The Media Elite,”

firms that Representative Ed Markey
(D-Mass.), chairman of the House
Telecommunications Subcommittee,
and Senator Paul Simon (D-I11.) have
requested copies of the full report.
With first-run syndication holding
six of the top 10 spots on the most-
violent-series list, syndica-

significant decrease in the
number of perceived violent
acts in their series program-
ing.

Within hours of the study’s
release, requests came in
from Capitol Hill for copies
of the full study.

The center, a nonprofit
organization that bills itself
as a provider of “scientific

1) Hightander (syn.)
~ 2) Acapulco HEAT. (syn.)

3):Renegade (syn.)
4) Adventures-of:
Brisco:County Jr. {Fox) -

5)-Star Trek: The
Next Generation:(syn.)

1993 TEN MOST VIOLENT SERIES

tion executives expressed
concern last week that Con-

gress and the FCC may pres-
sure them to label or alter
programing content.

“We would have a prob-
lem with labeling, because it
basically opens the door to
additional measures of cen-
sorship,” says Cannell Distri-
bution President Pat Kenney,

content analysis” of enter- 6) Untouchables (syn.) whose independept studio
tainment and news program- s = produces and §yndlcates the
ing, employed five “coders” | 7)s¢aQuest DSV (NBC) highly rated first-run Rene-
to screen debut episodes of “8) Star Trek: Soasexdraiint gade and Cobra actign series,
eight syn_dlcated and 73 net- Deep Space Nine (syn.) aleoio Ttk \A{hlch made CMPA’s list of
work series. Th;y found that 8) Walker, episode of the season violent showsl. .

the eight syndicated shows Texas Ranger (CBS) “These activist groups and

together contained 33%
more acts of “serious” vio-
lence (defined as armed and
unarmed assaults, gun play,
sexual assaults and suicides)

10) South of Sunset (CBS)

Congress should leave the
labeling to the medicine cab-

0 10 20 30

" Note: According to the Center for Media and Public Affairs, “serious” violenge
Is defined as armed anc unarmed assaults, gunplay, sexual assaults, suicides,
Soiirce: Center for Medid and Public Affairs

40| inet)” he says. Kenney ques-
tions the “validity” of

CMPA’s research, suggesting

than all of the network
episodes combined. The
broadcast networks were
credited by CMPA with a
28% drop in the number of
violent scenes (93 incidents
in 1993 premieres compared
with 119 incidents for 1992),

Among the syndicated
shows targeted as most vio-
lent are some of the biggest ratings
getters, including the two Star Trek
series (see chart).

The timing of CMPA’s study comes
as syndicators are under increasing
pressure to follow the networks’ lead
and police their programing, includ-
ing inserting violence warnings on
action-adventure series. Syndicators
continue to argue, however, that label-
ing should be left to the local stations.

CMPA Executive Director John
Sheehan says that the organization is
not lobbying for an outcome on the
violence issue. “We’re just saying
here are the facts, and it’s up to the

“These activist groups and Congress
should leave the labeling to the

medicine cabinet”
—Pat Kenney

which identified media executives
with the goal of making the creative
community responsible for program-
ing and how it affects society. “The
networks have taken steps to reduce
violence,” says Robert Lichter of the
study. “But the action-adventure
series is alive and well in syndica-
non..”

Lichter suggests that the attention
from Washington on the issue of tele-
vision violence has “bypassed the
most violence-prone part of prime
time: syndicated programing.”

Legislators already are showing
interest in the findings. Sheehan con-

that it’s “‘unfair” for the orga-
nization to ‘“restrict” screen-
ing to the premiere epsiodes
of network and syndicated
programing.

“All of these premiering
Or season-opening series re-
quire a lot of establishing
material about the history of
the characters,” he says.
“Michael Dudikoff’s character in
Cobra, for example, has to deal with
being disfigured from a shooting acci-
dent and coping with the rehabilita-
tiecn from that,” Kenney says.
“[CMPA] may see it as violence, but
that episode had a lot to do with how
victims of shooting accidents have to
cope with rehabilitation.”

CMPA’s Sheehan says the screen-
ing had to be confined to premiere
episodes because of the amount of
material being screened, but calls the
sample “generally representational of
the series’ basic premise and frame-
work.” |
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MTV goes shopping
MTYV Networks will work with
Minneapolis-based Fingerhut
Companies on its earlier
announced home shopping test.
Fingerhut, a major multimedia
direct marketing company, will
oversee telephone order taking
and fulfillment, merchandise
warehousing and other customer
services. MTV will supervise the
creation and production of pro-
graming for the six-month home
shopping test, which kicks off on
its MTV, VH-1 and Nick at Nite
cable networks beginning in late
April.

Kofalt resigns

Jim Kofalt, president and COO of
Cablevision Systems Corporation

and an 18-year veteran of the
company, resigned last week.
Kofalt’s resignation comes as
talk continues to heat up that the
multiple system cable operator is
seeking to merge with or form
some sort of joint operation with
a top telephone company. Cable-
vision, the nation’s fifth largest
multiple system operator, has yet
to forge a major alliance with a
telco.

Full blown ‘Wind’

Turner Classic Movies, the
newest cable network from Turn-
er Broadcasting System, plans to
debut April 14 at 7 p.m. ET with
a first-ever uninterrupted and
commercial-free TV presentation
of the 1939 classic “Gone with

the Wind.”

Heading Home

E.W. Scripps Company broad-
casting division vice president
Ken Lowe has been tapped as
president of the company’s
upcoming cable network, The
Home & Garden Television Net-
work (HGTV). Lowe, a 14-year
Scripps veteran, will retain his
position in the broadcasting divi-
sion. In other appointments, the
network has named Susan
Packard executive vice president.
Packard most recently served as
vice president of affiliate rela-
tions for CNBC. Lowe says
Knoxville, Tenn.-based HGTV
will launch in roughly 8 million
homes later this year.

‘Sirens’ on for All American

Firm go for former ABC action hour in syndication

By Steve Coe

Il American Television’s Sirens
A has been cleared in 64 markets,

covering 62% of the country and
has been given a firm commitment,
the company said last week.

According to Tony Intelisano, exec-
utive vice president, distribution and
marketing for All American Televi-
sion, the series, which details the pro-
fessional and personal lives of three
female rookie cops, has been cleared
in eight of the top 10 markets. with
only Boston and Washington left
unresolved.

The show, which is getting a new
life in first-run syndication, had a
short run on ABC last season and was
produced by ABC Productions. The
new episodes for syndication will be
produced by Telescene Communica-
tions and distributed domestically by
All American. Ann Lewis Hamilton,
who created the show for ABC, will
return as executive producer for the
new episodes. Adrienne-Joi Johnson
and Liza Snyder, who starred in the
original series, also will return.

Intelisano said company execu-
tives could not help but take notice of
the violence 1ssue, at the forefront of

the recent NATPE convention,but
that they don’t expect any trouble
with the show. “Our position is that
this is a police show but without any
of the objectionable violence that
people are concerned with. This is a
show about three female cops who
are trying to balance their personal
and professional lives.” Nonetheless,
he said, the producers of the show
and company executives were talking
to station executives about the

show’s content to assuage any poten-
tial concerns.

Intelisano said the show is being
cleared in a number of dayparts
including prime time on indepen-
dents, which are using the series in
conjunction with other action series.
He added that some CBS affiliates
have bought the show and are plan-
ning to use it on Sunday afternoon to
fill the void left by the network’s loss
of football. (]

“we’re 100% behind the episode.”

ABC nixes smooch

A kiss is not just a kiss, says ABC, which once again is at odds with The
Arnolds (Roseanne and Tom), this time over an upcoming episode in
which Roseanne kisses another woman. The network has said it will not
air the episode, which had been scheduled to air Tuesday, March 1. The
episode has Roseanne accompanying her bisexual friend, played by
Sandra Bernhard, to a gay bar. While there, Roseanné meets and darices
with another woman, eventually kissing her. Throughout the remainder of
the episode, Roseanne deals with the discomfort she feels. Mariel Hem-
ingway guest-stars as the woman kissed. Thus far, ABC has remained
mum on the matter, issuing only a “no comment” when contacted. In pub-
lished comments, executive producer Tom Arnold says he was told by the
network that the scene is “not the lifestyle that most people lead.” Carsey-
Werner, which produces the series, issued a statement last week saying

—SC
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MCA I’Ieadll‘lg Top cable shows and nets
- Following are the top 15 basic cable programs (Jan.31-Feb. 6), ranked by households tuning in.
The cable-network ratings are percentages of the total households each network reaches. The
out WIth U.S. ratings are percentages of the 94.2 million households with TV sets. Source: Nielsen Media
Research.
‘ ’ HHs. Rating
I_ast c a“ Program Network Time(ET) (000) Cable U.S.
1. AFC/NFC Pro Bowl ESPN Sun 8:00p 3,908 6.2 4.1
2. Murder, She Wrote USA Tue 8:00p 2,687 4.3 29
. 3. The Enforcer TBS Sun 12:35p 2,473 4.0 286
By Mike Freeman 4, The Cisco Kid TNT  Sun 8:00p 2451 40 26
5. Lone Wolf McQuade 8BS Sun 2:35p 2,413 3.9 2.8
CA TV's Last Call, a fall late- 6. WWF Monday Night Raw USA g/lon 9:00p 2,052 33 2.2
: : : 7. Ren & Stimp NICK un 11:00a 2,04 3.4 2.2
M night comedy strip executive- || g+ U0 PFEE, USA  Mon 800p 2021 32 2.1
, produced by Brandon Tar- || o" w0 inar, USA  Sat 4:00p 2,002 32 2.1
tikoff, has picked up some key major | | 1. purder, She Wrote USA  Wed 8:00p 1991 32 24
markets, including KCOP(TV) LoS || 11. Missing in Action 2 TBS  Sat 2:05p 1,922 3.1 2.0
Angeles. 12. Rocko's Modern Life NICK Sun 11:30a 1,889 3.1 2.0
KCOP is committing an undisclosed 13. Rugrats NICK Sun 10:30a 1,880 3.1 2.0
late-fringe time period, a studio 14. Smokey and the Bandit T8S Sun 7:00p 1,878 30 2.0
spokeswoman says. Another recent | | 15. Chisum TBS  Sun 440p 1,861 30 20
PICkup’ KRON-TV San Fr_anCISC,O’ The top five basic cable services for the week of Jan. 31- HHs. Rating/
intends to delay Late Night with Feb. 6 are listed at right; they are ranked by the number  Network (000) Share
Conan Q' Brien by a half-hour in order of households tuning in during prime time (8-11 pm.). 1. UsA 1,402 2.3/3.5
to slot Last Call in the 12:30-1 a.m. || The cable-network ratings are percentages of the total 5 ggpy 1,195 1.9/2.9
households each network reaches; the shares are per- !
slot (PT). That move reportedly has | | centages of the total households each network reaches > JNT 1,100 1.8/2.8
caused a rift between the Chronicle that have their sets on during prime time. Source: cable 4. TBS 1,050 1.7/2.6
Broadcasting-owned station and NBC networks based on Nielsen Media Research. 5. TOON 120 1.211.8
network officials. 5. A&E 677 1.2/1.8

The power of former NBC Enter-
tainment chairman Tartikoff’s name
also apparently helped MCA TV wrap
up some quality affiliate clearances.
ABC affiliates signing up for show
include wiLa-Tv Washington, wFraa-
Tv Dallas, KOMO-TV Seattle, KSTP(TV)

Here comes the ‘Judge & Jury’:
BVT pronounces show a go

Minneapolis and KATU-TV Portland,
some of which are considering Last?
Call as a lead-out from ABC News’s
Nightline. Fox affiliates, who recently
were untethered by the network to
schedule 11 p.m.-midnight slots as
they desire after The Chevy Chase
Show debacle last fall, include wWFXT-
Tv Boston, woio-Tv Cleveland and
wOFL(TVv) Orlando, Fla. Also, major
NBC affiliate wMagr-Tv Baltimore and
major CBS affiliate kxTv-TV Sacra-
mento signed up for the show. |

uena Vista Television has pro-
B claimed its hybrid court/talk

show, Judge & Jury, a firm go
for production beginning in Septem-
ber.

Program sales have been completed
in more than 80 markets, including 13
of the top 15, representing more than
66% of the U.S.

The hour-long strip, hosted by
lawyer Bill Handel and executive-
produced by Karin Sagin (formerly of
The Maury Povich Show and Sally

Jessy Raphael), 1s being sold in a sin-
gle-year, cash-plus-barter marketing
package, with BVT retaining three
minutes of national ad time.
Elsewhere on the court/talk beat,
Group W Productions’ competing
strip, Jones & Jury, hosted by former
NBC legal correspondent Star Jones,
has been seld in more than 60% of the
U.S. A Group W spokesman says the
company has yet to pronounce the
show a firm go, but expects to within
the next couple of weeks. [ |

‘Pointman’ racks up ratmg pomts for PTEN

The two-hour backdoor pilot presentatmn of action-
| adventure Pointman provided Warner Bros.’ Prime Time
Entertainment Network yet another February sweeps
beost. On the heels of Babylfon 5's strong 7.0/10 pre-
- miere, the pilot posted a 5.9/10 average (NSI, Jan. 24-
Feb. 6) in 28 overnight Nielsen metered markets. That
marked an ‘average 25% year-to-year time period share
improvement for the mostly independent. stations. The

film, which stars Jack Scalia as an ex-con, ex-Wall Street -
- executive turned crime-fighting bodyguard, deliversd

11% rating/share improvements over the November
1993 sweeps and a 23% gain over February 1993 levels. -
Several key markets experienced triple-digit rating
increases versus February 1993, topped by wsTR-TV
Cincinnati's 191% ratings surge (12.5/20 at 9-11 p.m.),
and wnuv-Tv Baltimore’s 136% increase (7.8/10 at 8-10 |
p.m.). In the top three markets, wwor-Tv New York .
scored a 6.8/10 at 8-10 p.m. (up 36% in rating), Kcor(Tv)
Los Angeles a 6.0/9 (up 50%) and WPWR-TV Chicago a
7.6/11 (up 81%). . —MF
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GAN YOU NAME
NATPE'S BEST-SELLING
NEW TALK SHOW?




igh/Durham Toledo
~ Nashville ~ Green Bay Yakima
Greenville, SC Austin Bakersfiell

- Atianta Grand Rapids Rochester Chico
- Gleveland Salt Lake City Des Moines - Boise -
Seattle Norfolk Las Vegas Terre Haute
Minneapolis New Orieans GChampaign Meidford
Miami Memphis South Bend Anchorage
Pittshurgh Okiahoma Gity Madison Quincy
St. Louis Harrishury Johnstown Eureka
Denver West Palm Beach Youngstown
Oriando Albany, NY Baton Rouge
San Diego Dayton Springflield, MA

SOLD IN OVER 69%
OF THE GOUNTRY.



HOSTED BY
BILL HANDEL

Buena Vista
Television
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Air Czech: Private TV launches in Prague

U.S. investors back commercial start-up in Eastern Europe

By Elizabeth Rathbun
he Czech Republic’s first pri-
T vate national commercial tele-
vision station has been
launched, powered by programing
and investor support from the United
States.

TV NOVA went on the air Feb. 4,
taking over federal channel Fl from
Czech Television. It will broadcast
roughly 19 hours a day to 3.7 million
households, which represents a 98%
penetration rate in the former Czecho-
slovakia. Its compeltition is two gov-
ernment-run stations and a commer-
cial UHF station in Prague.

The Czech Council for Radio and
Television Broadcasting on Jan. 30,
1963, awarded the 12-year commer-
cial broadcast license to Central Euro-
pean Media Enterprises Group, a
media company based in New York
City and Berlin. The group’s president
is Leonard M. Fertig, co-founder of
Request Television and a member of
the management team that launched
The Entertainment Channel. Its Czech
partners are CET 21 and The Czech
Savings Bank.

The group is affiliated with Central
European Development Corp. Ltd., a
group of U.S. and Canadian investors
headed by former U.S. ambassador
and cosmetics heir Ronald Lauder.
The group also operates regional sta-
tion IA Television in Berlin/Branden-
burg with Time Warner and has three
applications for private commercial
licenses pending in Germany and one
in Poland. A license granted in May
1992 in the Slovak Republic is being
reviewed by the new government
there. This year, the group plans to
apply for three more licenses in Cen-
tral Eurcpe and is considering work-
ing with local partners in Russia and
Ukraine,

TV NOVA is expected to break
even in five years, according to a
statement from the Central European
Media Enterprises Group. The group
has invested roughly $45 million in
the station so far.

Under its license, advertising can
constitute as much as 20% of TV
NOVA's broadcast time. Also, within
three years, 40% of the station’s pro-
graming must be provided by Czech

Ronald Lauder, chairman, Central European Development Corp. (1), and Dr. Viadimir
Zelezny, general director, TV NOVA, hoid press conference in Prague Feb. 4 to launch
first national TV channel in Czech Repubiic.

producers. Staff-produced news and
public affairs programing will be
emphasized, the group says.

One of the U.S. providers is Nation-
al Geographic. A three-year agree-
ment between NOVA and Geographic

calls for weekly broadcasts of Geo-
graphic documentaries.

TV NOVA is headed by Vladimir
Zelezny, the Czech writer, director
and playwright who helped lead the
country’s revolution. ]

Turkey’s Cine 5 gets
programing push

Pay TV service gets some big pictures from Hollywood

By Meredith Amdur

urkey’s sole pay TV service,
T Cine 5, has scored a major pro-

graming coup over potential
rival HBO/Canal+, securing long-
term, exclusive output agreements
from Columbia TriStar, Fox, Disney,
Paramount, MCA/Universal and
MGM/UA.

In what is perceived as a blitz on
HBO’s plans in the region, the two-
month-old Turkish-owned terrestrial
pay service will gain top-grossing
films such as “Indiana Jones and the
Last Crusade,” “Beethoven,” “The
Prince of Tides,” “Thelma and
Louise” and “Die Hard 2. All pro-
graming will be dubbed or subtitled.
In addition, Cine 5 has gained valu-
able rights to national soccer, a strong

ratings lure in the increasingly afflu-
ent country.

Cine Bes Filmcilik ve Yapimcilik
(dubbed Cine 5) is owned by Turkish
media mogul Erol Aksoy, who also
controls the country’s successful
broadcast channel Show TV and has
radio and newspaper interests as well,

The HBO venture, in association
with French pay TV group Canal+
and Turkish investors, hopes to launch
its own pay movie service in Turkey
this year, but its plans have been
slowed by the recent failure of the
new Turksar satellite.

With terrestrial distribution and
access to six major studios, Cine 5
could be a serious setback to HBO’s

Continues on page 57
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i Ratings Week According to Nielsen,

Jan 31-Feb 6

5 ] | Pud® - - \
\BC : : By FOX
MONDAY 6.2/9
8: 21. Eveni had 2/22 3 i .
8:00 44. Day One 11.5/17 ning Shade 14.2/ 25. Fresh Prince  14.1/22 8k TSR
8:30 14. Dave's World 15.6/23 | | 16. Blossom 14.9/22] | > \5 . Ge_ '
9:00 | 15. ABC Monday Night 9. Murphy Brown 17.1/25 | _ eviesWorking & 6.2/9
9:30| Movie—Lies of the Heart: 21 Love & War _ 14.2/21] | 48. NBC Monday Night
& Movies—The Cosby
10:00 | The Story of Laurie Kellogg 13. Northern Exposure i
p Mysteries 14.8/22
10:30 15.0/23 15.8/25|
TUESDAY 5
.00 | 19. Full House  14.4/22 83. The Good Life 7.5/12| [ 90. M .8/17
8:00 / 16. Rescue: 911 14.9/23 ¢ Good Life_ 7.5/ 0. Monty 3.8/
8:30| 29. Phenom 13.7/21 84. The Good Life 7.1/11| | 92. Roc 3.8/6
. 6. Roseanne 19.1/29 68. J. Larroquette 9.2/14
9:00 / il / 94. Front Page 3.0/5
9:30| 11. Coach 15.9/24 26. CBS Tuesday Movie— 58. J. Larroquette 10.3/16
10:00 Cries Unheard 14.0/22
43. NYPD Blue  11.6/19 50. Dateline NBC 11.1/18
‘ 10:30
WEDNESDAY . 0
8:00| 59. Thea 10.1/16| | 87. Nanny 9.5/15| | 21. Unsolved Mysteries 45, Beverly Hllls, 90210
8:30 | 52. The Critic 11.0/17 | | 68. Hearts Afire  9.2/14 | 14.2/22 11.4/18
9:00| 1. Home Improvmt 22.3/33| | 63, In the Heat of the Night | | 40. Now w/Tom and Katie
i . P .
9:30| 8. Grace Undr Fire 18.6/27 9.8/14 117717/ | ®® Melrose Place  9.6/14
10:00 70. Turning Point 9.1/15| | 61. 48 Hours 10.0/17 | | 26. Law and Order 14.0/24
10:30
THURSDAY J/48 : U 5
8:00 | 55. Missing Persons 19. Mad About You 14.4/22| | 40. The Simpsons 11.7/18
8:30 10.4/16| | 35, cBS Special Movie— 9, Wings 17.14/26| | 74. Sinbad 8.8/13
& | Spy Returns 12.4/18 3. Seinfeld 21.6 . ivi ! .
9:00| 45 Matlock 11.2/16 / Seinfe /31| | 80. In Living Color  7.9/11
9:30 2. Frasier 21.8/32| | 88. Herman's Head 5.7/8
10:00| 5y primetime Live 14.2/23| | 2% Eve to Eye with Connie | | o, ) 13.4/22
10:30 Chung 10.5/17

' FRIDAY 13.7/23 10.6/18
8:00 . Family Matters 13.6/24| | 37, Diagnosis Murder 78. Days of Our Lives Prime | | 87. Adventures of Brisco
8:30 34. Boy Meets World 12.8/22 12.1/2 Time 8.0/14 | | County Jr. 6.1/10
. 36. Step By Step 12.2/20
9:00 e £ 2 4 45, Burke's Law  11.4/19 81. The X Files 7.6/12
9:30 | 40. Hangin w/Mr. € 11.7/19 38. Soap Opera Awards
0 11.9/20
10:00 11. 20/20 15.9/27 61. Picket Fences 10.0/17 /
10:30 :
SATURDAY U v U
' i ici 78.C B.0/14
8:00 28. Dr. Quinn Medicine 85. The Mommies  6.9/12| ops /
8:30 | 55. IBM Skates of Gold Woman 13.8/24 74. Cops 8.8/15
9:00 10.4/18 | | 31, Nancy & Friends 73. Empty Nest 8.9/15| | 81. America’s Most Wanted
9:30 13.4/22| | 71. Nurses 9.0/15 7.6/13
10:00 . 38. Walker, Texas Ranger X 8 R
10:30 53. The Commish 10.7/19 11.9/21 65. Sisters 9.6/17
SUNDAY 0.9 3
. 48. AmFunHmVvid 11.3/19 1 93. Code 3 3.7/6
7:00 / 5.60 Minutes  21.2/35| | 89. | Witness Video  5.5/9| ——— /
7:30 | 55. Am Fun People  10.4/17 91. Cade 3 4.3/7
- 71. Martin 9.0/13
8:00| co Lois & Clark  10.1/15| | - Murder, She Wrote 76. seaQuest DSV 8.7/13 ki /
8:30 19.0/28 64. Living Single 9.7/14
9:00 [ a5. married w/Chld 11.4/16
.30 | 33- ABC Sunday Night | 50. NBC Sunday Night 77. George Carlin _ 8.6/12
9:30 Movie—The Rookie B?- (i:S S:ng:y Mo;iee_ 32 Movie—Regarding Henry B -
10;00 13.1/20 eathing Lessons 21.6/ 11.1/17
10:30
WEEK'S AVES 12.7/20 14.1/22 11.7/18 7.3/11
SSN. TO DATE 12.6/21 13.0/21 11.5/19 7.2/11

RANKING /SHOW [PROGRAM RATING /SHARE]

(nry=NOT RANKED

*PREMIERE

SOURCE: NIELSEN MEDIA RESEARCH YELLOW TINT IS WINNER OF TIME SLOT
TELEVISION UNIVERSE ESTIMATED AT 94,2 MILLION HOUSEHOLDS; THEREFORE ONE RATINGS POINT IS EQUIVALENT TO 942,000 TV HOMES
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WLTW(FM): Viacom’s quiet moneymaker

It may not be sexy, but New York station is one of radio’s most profitable

By Peter Viles

ithin the vast reaches of the
Viacom empire, radio occu-
pies a small corner that gets

scant attention from Wall Street ana-
lysts. And the crown jewel of Via-
com’s radio group is a station so con-
sistently successful that it rarely
draws attention to itself.

But Viacom’s flagship station—
wLTW(FM) New York—would be the
envy of many radio groups. “Lite
FM,” as it is known locally, is 10 years
old and is by all accounts a quiet, effi-
cient engine of profit. According to
Duncan's Radio Market Guide, WLTW
is the seventh-highest-billing station
in radio, taking in an estimated $26.5
million in 1993, and its cash flow
probably ranks higher. And in a radio
market of 8 million women, WLTW
owns women—it consistently leads
the market among women 25-54.

If the station were sold in today’s
market—and there has been no indi-
cation that it will be—it likely would
fetch $100 million or more, perhaps
even eclipsing the
record $110 million
that Infinity is paying
for KRTH(Fm) Los Ange-
les.

loves most is the consistent cash flow,
The company does not discuss the
financial performance of its individ-
ual broadcast properties, but industry
observers estimate that WLTW pro-
duces $10 million to $13 million per
year in cash flow.

That’s a drop in the bucket for a
company with an estimated $720 mil-
lion a year in cash flow. UBS Securi-
ties estimates that Viacom’s radio and
television stations kick in $71 million
of that, with radio’s total share com-
ing to about $35 million.

But it’s a huge amount in the radio
business. “It’s certainly one of the
leading cash-flow FMs in the country,
if not the leading cash-flow FM,” says
Jim Duncan, who analyzes radio sia-
tion revenues. “And probably some of
those cash-flow dollars are going to
help buy Paramount.”

WLTW has succeeded by taking one
of radio’s most compelitive formats—
“soft adult contemporary”—and
putting its own stamp on the format,
to such a degree that the station seems

to have no head-to-head competitor in
New York. The station’s main com-
petitor for listeners and advertising
dollars is probably wcBs-FM, the leg-
endary oldies station.

Viacom is particularly aggressive in
two areas—research and marketing.
At least three times per year, the sta-
tion conducts avditorium tests to
make sure its music keeps up with its
audience’s shifting tastes. Gone from
the early days are Manilow and The
Carpenters, replaced by Billy Joel,
Bruce Springsteen and Phil Collins.

And research insures that the songs
are chosen partly to reflect a New
York sensibility, says Rona Landy, the
station’s vice president and general
manager. “The listeners decide what
they want to hear,” she says, “so we
are programed for New York. And I
think that’s what makes us so special.”

Programing consultant Walter Sabo
credits Kurt Johnson, wLTw’s program
director, for creating a sound that has
a sharper edge and more variety than
most soft AC stations. “1t should
never be compared

MTV does }adio on TV in

to another station
that format.,”
Sabo says. “It has
much greater tex-

So why doesn’t wLTw
get more attention out-
side New York? Or
even inside New York?
“Within the industry,
it’s not sexy,” says Bill
Figenshu, president of
Viacom’s radio divi-
sion. “It’s not turbo-
charged with top-name
personalities. What
makes the station go is
very talented people
who do their jobs con-
sistently over years, and
not just over one [Arbi-
tron] book.

“The industry dis-
counts it because it’s
not sexy. And you know
what? We love it that
way,” adds Figenshu.
What Viacom probably

The highly touted synergy that is the new mantra of today's commu-
nications mergers is usually hard to pinpoint. What, exactly, are the
synergies of these huge entertainment companies?

Here's one you can put your hands on: MTV Creative Services, a
division of Viacom-owned MTV, is creating television commercials
for some of Viacom'’s radio stations.

In New York, Los Angeles, Washington, Detroit and San Francis-
co, Viacom uses the creative resources of MTV to promote its radio
stations. The New York spots for wLTw(Fm), produced by MTV, are
simple and striking: they consist of a series of images from daily life,
set to songs the station plays.

By using in-house creative, “we do save money,” says Bill Figen-
shu, president of Viacom’s radio division. “But more important, we
draw on a creative energy that doesn’t exist in the radio world.
There's nobody out there who was able to capture what we wanted
to capture for the station.”

Working within Viacom, Figenshu says, the radio division felt
enough trust to show all its cards—something that probably would
not have happened if Viacom had hired an outside production com-
pany that has other radio clients.

“Because it was all done within the company, we felt comfortable
sharing all of our research and our deepest, innermost thoughts
about the station,” Figenshu says. —PV

ture and is much
more interesting.”
wLTW has had
many of the same
on-air personalities
for its entire 10-
year run. But it has
no high-profile
personalities and
doesn’t promote its

morning show.
Instead, the station
promotes its

round-the-clock
image as a friendly,
reliable place to
hear favorite songs.

“This radio sta-
tion is an important
part of people’s
lives,” says Landy.
“We help people
get through the
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CONTACT GMN SATELLITE NETWORKS ABOUT CD ORIENTED ROCK TOLL FREE AT 1-800-680-7625,
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day. We evoke memories with songs
we play. I'd like to say—without
sounding like a Hallmark card—that
we’ve made people’s lives a little
brighter.”

Not having expensive on-air talent
frees up money for television com-
mercials (see box) and billboards,
and wLTw spends aggressively in

L e

both areas. Money that most stations
spend on a high-profile morning
show, wLTw spends on marketing and
promotion,

“The radio station is the star,
Figenshu says, adding, “and market-
ing budgets don’t come up for renew-
al every three years the way talent
does. And promotion budgets rarely

»

' ary of 1984, was not a trailblazer—

call in sick.”
The format, which debuted in Janu-

other stations had sought a middle
ground between adult contemporary
and the waning “beautiful music” for-
mat. “I don’t think we were the first to
do it,” Figenshu says. “But we were
the first to market it effectively.” ]

By Peter Viles

Again, radio will break Olympic news

Time difference should benefit stations during drive time

adio won’t draw the huge audi-
R ences that television will have

when Nancy Kerrigan takes to
the ice in Lillehammer. But because
of the six-hour time difference
between Norway and the U.S., radio
once again will get the jump in report-
ing winter Olympics results, and CBS
Radio Sports, the exclusive radio
broadcaster of the 1994 Olympics, is
poised to take advantage of the oppor-
tunity.

CBS Radio Sports has 14 anchors at
the Olympic venues, and also has dis-
patched a news correspondent to file
separate reports for CBS News Radio,
largely because of the unprecedented
coverage of the figure skating contro-
versy involving Kerrigan and Tonya
Harding.

In all, CBS plans more than 300
reports from Norway, and live cover-
age of U.S. team hockey games, the
only sport that lends itself to live
event coverage. CBS’s Clympic cov-
erage began with an extensive menu
of stage-setting reports on Feb. 5, and
runs through closing ceremonies on
Feb. 27.

The bulk of the reports will air dur-
ing morning and afternoon drive in
the UJ.S. On some days, there will be
as many as 17 hourly reports, each
two minutes long, from 5:46 am. ET
to 9:46 p.m. And because of time dif-
ferences, many reports will contain
breaking news from Lillehammer.

Figure skating events, for example,
will take place at 7-8 p.m. in Lille-
hammer, which is 1-2 p.m. in New
York—perfect for results to be broad-
cast during afternoon drive. Many
outdoor events will be held at 10 a.m.
and 11 a.m., which is 4 a.m. and 5
a.m. in the eastern U.S. and perfect for

FPoa” |

Ski jumper/commentator Mike oodley

morning drive here.

“We’ve got a good chance to break
some stories,” said Frank Murphy,
vice president, programing, and exec-
utive producer of CBS’s radio cover-
age of the Olympics.

During the 1992 winter Olympics in
France, a similar time difference exist-

CBS Radio’s Ann Ligouri (r) interviews
Hilary Lindh after Lindh won a silver medal
in the 1992 winter Olympics. Both wilf be

returning for the ‘94 games in Lillehammer.

ed, giving radio the chance to provide
first word on many key events.

Murphy said the growth of all-
sperts radio in major markets has
resulted in increased clearances for
the hockey play-by-play since 1992,
when CBS Radio Sports covered the
Olympics in Albertville. Major-mar-
ket stations that plan to air hockey
coverage include wWFAN(AM) New
York, wocL(aM) Philadelphia,
wwi(aM) Detroit, WIEM(AM) Wash-
ington, KTCK(aM) Dallas, WEEI(AM)
Boston and wGUN(AM) Atlanta.

“All-sports stations are looking for
this kind of programing, and this is
the only place where they can get it,”
Murphy said.

Advertising time on the Olympics
coverage has been sold out for some
weeks. The sponsors are AT&T,
Buick, Sears, Visa and Xerox. ]
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jerry Brown a“ChOl‘S 24_h0ur talk including shows featuring Judy Jarvis,

Radio network is all barter, all the time

By Peter Viles

alk radio is never really quiet,
T but another talk radio network

has quietly spread across the
country, offering 24 hours of talk.

The network, based in Marlboro,
Mass., 1s Talk America Radio Net-
work, and its biggest star is a new-
comer to radio—~former presidential
candidate and California governor
Jerry Brown.

Brown’s show, which debuted Jan.
31 and which airs at 7-9 p.m. ET, is
broadcast on about 30 stations, with
major affiliates including wsSH(aM)
Boston and KiNG(aM) Seattle.

“It’s very different from anything
you've heard,” says Tom Star, vice
president of operations for the net-
work. “He goes after topics you nor-
mally wouldn’t think of discussing
until you hear what he’s got to say
about it. For example, he’s been talk-

ing about the *White House monar-
chy,” about all the unnecessary
expense’s the White House has run up
over the years.”

investigative reporter Jack Anderson
and Earl Jackson, billed as the first
black conservative commentator on
national radio.

Star said the all-barter network has
150 affiliates. Its main competitors in
satellite-delivered talk are Business
Radio Network, Sun Radio Network,
Independent Broadcasters Network

The network offers 33 programs,

and For the People. |

Rocking duopoly in Phoenix

Sandusky Radio, owner of KDkB-FM Mesa-Phoenix, is purchasing KUPD-FM
Tempe along with Kuka(am) from G&C Broadcasting for $20 million,

according to broker Kalil & Co.

G&C President Robert Fish bought the Tempe combo in 1993 for $10
million after the FCC denied license renewal to the original owners, John
Norris and Robert Melton, for misrepresenting their ownership and man-
agementinterests in the stations during the 1970s. G&C was awarded the
licenses, and Fish later bought them and became the sole owner.

According to Duncan’s Radio Market Guide, KupD-FM billed an estimat-
ed $5.7 million in 1993, putting it fourth in the Phoenix market. KDBK-FM

was seventh, billing roughly $4 million.

Both FM stations are strong among men 25-49. According to the spring
Arbitron ratings, KUPD-FM had a 7.9 share, while Kbk8-FM.got an 11.0. For
listeners 12-plus, KUPB-FM had a 5.3 share and KDkB-FMhad a 4.9.
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Kahn POWER-side™ is so good, that our
competitor (Motorola) argued it must be illegal!

(But the FCC ruled it isnt.)

POWER-side™

PROBLEMS

Adjacent Channel Interference
Antenna Null Distorion
Co-Channed {nterference

SOLUTIONI

Power-Line Re-Radiation
Building Re-Radiation
Receiver Tuning

Low Fidelity Home Radios
Co-Channel Beat
Selective Fading ‘

POWER-side™
the solution to marny
of AM radio’s most
serious technical
problems.

KAHN
COMMUNICATIONS.
INCORPORATED

(516) 222-2221

From the developers of the AM STEREQ system
that Isn't afraid of the dark, and will
let you drive right past FM Stereo.

222 Westbury Avenue, Carle Place, NY 11514

IECNDIDNY

AM stations can still clean up with Kahn

Although commission has picked Motorola AM stereo system, stations
will be allowed to use Kahn technology to reduce interference

By Sean Scully

have 1o drop the Kahn AM sterec
system in favar of the Motorola
stundard. they can keep using the
Kahn equipment 1o boost their signals.
“That's good news.'” says John
Dehnel. chiel engineer of KSLiAM)
Salt Lake City, one of 40 U.S. stations
using the Kahn **Powerside’” system,
Powerside uses the Kahn stereo ex-
citer 1o push the signal into one of the
Iwo sidebands, either slightly ahove ot
slightly below the exact frequency of
the station. That increases the strength
ol the signal in formerly weak arcus
und decreases interference from adja-
cenl stations, or from distant stations
using the same frequency.

E ven though the FCC says slations

lohn  Hurni, chief engineer of
wikiad) Chicago. says he had been
concerned lhat il the c¢ommission
chose Molorola's C-Quam syslem as
the AM stereo standard, as it did late
last month (BROADCASTING & CABLE,
Nov. 1), stations would have 10 turn
ofl all Kahn siereo equipment, even il
they were using it only for Powerside.

“We've been fairly pleased with
the effect it’s had for us.”" he suys.
including reducing nighttime interfer-
ence with KSL(aM), which occupies
the samc frequency.

Paul Ploener. general manager of
WTHEAM) in Mineola, N.Y .. says
Powerside has given his station a
20%-30% boost in coverage in some
cuses, uscful in the badly overerowded

airwaves around New York City.
“[The FCC's decision} is definitely
good news for us,” he says, “'We
took |Powerside] out and you can defi-
nitely tell the difference in coverage.’

The commission concluded that us-
ing Powerside wouldn't interfere with
the new Q-guam stereo standard as
long as Powerside stalions broadcast
the same signal on bolh Kahn stereo
channets, effectively creating a single
mono signal. says David Means, chief
of the FCC’s Engineering Evaluation
Branch. In truc stereo, slalions trans-
mit subtly different signals on the right
and left channels. Stations probably
will be allowed 10 keep the stereo pitot
signal on, ke says, provided they don't
use Kahn cquipment for sicreo. [

Broadcasting & Cable Feb 14 1924

a1




Bisiness

ValueVision sees value in merger

But National Media may try to fight takeover by home shopping network

By Geoffrey Folsie

oth home shopping networks
Band infomercial companies pro-

duce direct-sale TV programing.
ValueVision, a small but growing
home shopping company, thinks that
is a good reason to merge with
National Media Corp., one of the larg-
er infomercial companies. But
National Media doesn’t agree.

As a result, ValueVision, which
during the past few months has accu-
mulated a 10% stake in National
Media, last week nominated its own
slate of directors in that company.
That, and a $10.50-per-share tender
offer already mounted by ValueVi-
sion, could lead to a contentious Na-
tional Media shareholders meeting.
The meeting is slated for March 21 in
Philadelphia.

ValueVision’s current tender offer,
which places a total value on National
Media of roughly $130 million, 1s 50
cents per share higher than the merger
consideration that the Minneapolis-
based home shopping network first
proposed on Jan. 13. That offer was
termed “inadequate from a financial
point of view” by National Media’s
investment bankers, who subsequent-
ly were directed by the Philadelphia-
based company to explore various
ways to “enhance stockholder value,

i

T

including continuing with strategic
initiatives under way in the United
States and overseas and the possibility
of a sale of the company.” ValueVi-
sion was denied the opportunity to
make a presentation to the National
Media board.

Among those on the alternate slate
of directors nominated by ValueVi-
sion are economist Arthur Laffer and
Anthony Cassara, president of Para-
mount’s TV station group.

Apparently after becoming aware
that an outside party was accumulat-
ing National Media stock, the compa-

Show with David Letterman.

terday at $311, down 2 1/4.

CBS revenue and profits up

For the first time in eight years, the CBS television network reported a
profit in the fourth quarter. Revenue increased, said the company, due to
better pricing of prime time advertising inventory and the debut of Late

Profit comparisons alse were helped by the absence of news expens-

- es incurred in‘the coverage of the elections in the prior year's fourth quar-

ter, and by previous write-downs of sperts rights costs. ‘Revenue and

profits also increased .at CBS radio and at the owned-TV-stations divi-

sion. CBS said double-digit gains were reported at wces-Tv New York,
~.weBM-Tv Chicago, wcau-Tv Philadelphia and weix-Tv Miami.

The write-down of certain syndicated programs in the fourth quarter-of

the prior year also helped profit comparisons. For the quarter, CBS

- reported operating income of $63 million on. net sales of $1,042,800,000.

- Results for the year were $411 million and $3.51 billion, respectively.

After the earnings anneuncement on Wednesday, CBS stock closed yes-

~GF

Home shopping company ValueVision wants lo do National Media’s production

work.
ny’s directors issued a “poison pill,”
designed to make it prohibitively
expensive for a hostile offer to suc-
ceed. As is often the case in such
takeover battles, certain shareholders
have sought to force National Media
to rescind the poison pill by filing suit
in state court in Delaware, where
National Media is incorporated.

What are ValueVision’s strategic
reasons for wanting to merge with
National Media? In its proxy materi-
als, ValueVision says little more than
that it is being advised by Mark Hersh-
horn, who briefly was president and
chief operating officer of National
Media until apparently being forced
out in April 1993.

But ValueVision’s chief financial
officer, Mark Payne, told BROADCAST-
ING & CABLE that the synergies be-
tween the two companies include Val-
ueVision’s ability to pretest consumer
interest in various products before pro-
ducing an infomercial. He also said
National Media contracts out much of
its infomercial production work, which
ValueVision can do in-house. Benefits
could flow the other way; ValueVision
could use National Media’s extensive
international contacts.

This week, National Media’s board
of directors has to formally advise
shareholders on its opinion of the Val-
ueVision tender offer. That offer is
due to expire on March 7. [
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Changipgibiancs

This week’s tabulation of station and system sales

Kuka{AM)-kKurD-Fm Tempe (Phoenix)
Ariz. 0 Purchased by Sandusky Radio
{Norman Rau, president) from G&C
Broadcasting Inc. (Robert Fish, presi-
dent} for $20 million (see box, p. 41).

KXRXx-FM Seattle o Purchased by
Alliance Broadcasting Co. (John
Hayes, president) from Shamrock
Broadcasting Inc. (Bill Clark, chair-
man/CEO) for $11.7 million. Buyer
oWNs KYNG-FM and KSNN-FM Dallas;
wDFX-Fm Detroit, and KFrRC-AM-FM San
Francisco, Calif. Selier owns kaBL-AM-
FM San Francisco; wexI(AmM)-Wwww-Fm
Detroit; kzrx{FM) Houston; WFOX-Fm
Atlanta; wwsw-am-FuM Pittsburgh; KMLE-
FM Phoenix; kKxkL-aMm-FMm Denver;
wHB(AM)-KuDL(FM) Kansas City, Kan.
KXRX-FM has ACR format on 96.5 mhz
with 100 kw and antenna 737 ft. Bro-
ker: Star Media Group.

wMxN-FM Portsmouth (Norfolk), Va. o
Purchased by U.S. Radio Inc. (Ragan
Henry, owner) from ML Media Oppor-
tunity Partners LP (Marty Pompadur,
president) for $3.5 million. Buyer
owns wowt-FM Norfolk and wsvy(am)
Porismouth, both Virginia, in addition
to 11 AMs and 5 FMs. Seller owns 3
AMs, 6 FMs and 2 TVs. wMmxn-FM has
oldies format on 105.3 mhz with 50 kw
and antenna 499 ft. Broker: Kalil & Co.

wwTn-FM Manchester, Tenn. o Pur-
chased by Nashville Acquisition Corp.
(John Robert E. Lee, president/CEQ)
from John C. McLemore, trustee for
estate of American General Media-
Nashville Inc., for $2.8 million. Buyer
and seller have ne other broadcast
interests. wwTN-FM has beautiful music
format on 99.7 mhz with 100 kw and
antenna 2,033 ft. Fiied Jan. 21
(BALHS40121GG).

WPTN{AM)-wGsa(FM) Cookeville,
Tenn. o Purchased by Paxton Com-
munications Corp. (Lowell Paxton,
president/director) from American
Network Group Inc. {Robert J.
Williamson, president/director) for
$2.5 million. Buyer owns wiNZ{aM)
Miami, wLve-FM and wzTa-FM Miami
Beach, wHnz(am) Pinellas Park, wHpT-
FM Sarasota, wwiz{am) Orlando, wJRR-
FM Cocoa Beach, wmaF-Fm Mt. Dora,
wzNz{AM), WNZS(AM) and wRrROO-FM all
Jacksonville, wara-Fm Callahan,
wsTF(FM) St. Augustine and wwzn(am)

Winter Park, all Florida, and wrks(am)
Colonial Heights, Tenn. Seller owns
wTMC(aM) QOcala, Fla. wpTn has
news/talk format cn 780 khz with 1 kw.
wasa has C&W format on 94.7 mhz
with 100 kw and antenna 1,319 ft.
Filed Jan. 20 (AM: BTC940120GE;
FM: BTCH940-120GF).

KQeo(AaM)-KMGA{FM) Albuquerque,
N.M. o Purchased by Citadel Commu-
nications Corp. (Lawrence R. Wilson,
president) from SpaceCem Inc. (S.
Walter Richey, president) for §1.45
million. Buyer owns 8 AMs and 16
FMs. Seller owns K0so(Fm) Patterson,
KTHT(FM) Fresno and kcpL Olympia, all
Washington. xaeo has oldies format
on 920 khz with 1 kw daytime, 500 w
night. kMGa has oldies format on 99.5
mhz with 19.5 kw and antenna 4,134
ft. Filed Jan. 20 (AM: BAL940120GG;
FM: BALH940120-GH). Broker: Gary
Stevens & Co.

KTrRO{AM) Port Hueneme and Kcaa-Fm
Oxnard, both Calif. o Purchased by
Alta Subordinated Debt Partners LP
(Craig L. Burr, general partner) from
Greater Pacific Radio Exchange Inc.
{Harold Frank, president/director) for
assumption of debt valued at $1.1 mil-
lion. Buyer and seller have no other
broadcast interests. KTRO has Spanish
format on 1520 khz with 10 kw day-
time and 1 kw night. KcaQ-FM has con-
temporary hits format on 104.7 mhz
with 2.85 kw and antenna 1,580 ft.
Filed Jan. 18 (AM: BTC940118GE;
FM: BTCH-940118GF).

wcwa(am)-wioT-FM  Toledo, Ohio O
Purchased by Enterprise Media Part-
ners (Edward Rogoff, president) from
Reams Broadcasting (Brian McNeill,
president) for $7 million. Buyer
recently announced purchase of
WHIT(AM)-wwaM-FM Madison, Wis.;
WMXW-FM/WMRV-AM-FM Binghamton
and wWBNR(AM)-wSPK-FM Poughkeepsie,
both New York. Seller has interests in
wBMQ{AM)-wixv(FM) Savannah, Ga.
wcwa has oldies format on 1230 khz
with 1 kw, wioT-FM has AOR format on
104.7 mhz with 50 kw and antenna
540 tt. Broker: Blackburn & Co.

KKMG(Fum) Pueblo, Colo. 0 Purchased
by Whale Communicaticns of Col-
orado Inc. (Michael Dixon, president)
from Citadel Communications Corp.

SOLD!

WKYD-AM/WWSF-FM,
Fr. Walton Beach, Florida from
MetroCities Communications,
Inc., to Riggs Radio Corp.,
Stephen C. Riggs, President
for $650,000.

Randall E. Jeffery, Jr.

Broker

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

GEORGE 1. OTWELL
513-769-4477

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

RANDALL E. JEFFERY
RANDALL E. JEFFERY, JR.
407.295-2572

ELLIOT B. EVERS
415-391-4877
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BRCKERACGE » APPRAISALS
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P

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO ¢ CINCINNATI
SAN FRANCISCO

Subject to F.C.C. approval

Broadcasting & Cable Feb 14 1994

43




(Lawrence Wilson, president) for
$912,500. Buyer has no other broad-
cast interests. Seller owns 8 AMs and
16 FMs. kkmG has urban contempo-
rary/CHR format on 98.9 mhz with 100
kw and antenna 1,715 ft. Filed Jan. 13
(BALH940103Gl).

KLTG-FM Sparta, Mo. o Purchased by
Champion Broadcasting Inc. (Michael
Crowder, president) from KLTQ-96.5
FM Inc. (James L. Gardner, president)
for $600,000. Buyer has no other
broadcast interests. Seller owns kzcb-
FM Lawton, Okla. kKLTQ-FM has adult
contemporary format on 96.5 mhz with
3.2 kw and antenna 453 ft. Filed Jan.
21 {(BALHS40121GG).

KsPA(aMm) Alamogordo, ksPa-Fm La
Luz and unbuilt kokn(Fm) Hobbs, all
New Mexico 0 Purchased by Western
Bank (Don Kidd, president/CEO/direc-
tor) from Cottonwood Communications
Corp. (Robert J. Flotte) for assumption
of promissory note worth $569,052.
Buyer and seller have no other broad-
cast interests. kspa has talk/modern
country format on 1230 khz with 1 kw.
KSPA-FM has country/adult contempo-
rary format on 92.7 mhz with 3 kw and
antenna 192 ft. KOKN is unbuilt,
licensed to 102.9 mhz with 100 kw and
antenna 518 ft. Filed Dec. 30 (AM:
BTC931223GN; FM: BTCH-
931223G0O; KOKN: BTCH931223GP).

KrOG(FM) Phoenix, Ore. O Purchased
by KROG Radio Inc. (Bob Esty, presi-
dent) from Bear Creek Broadcasting
Inc. (Tom Dole, president) for
$500,000. Buyer owns KRKT-AM-FM
Albany and Krvc(am)-kBoY-FM Medford,
both Oregon. Seller has no other
broadcast interests. kroG has adult
contemporary format on 105.1 mhz
with 52 kw and antenna 545 ft. Filed
Jan. 26 (BALHS40126GF).

wraex(Fm) Front Royal, Va. o Pur-
chased by Benchmark Radio Acquisi-
tion Fund VI LC (Bruce Spector) from
SRO/NOVA Inc. (Charles J. Wolf 11,
president/director) for $500,000.
Buyer owns 5 AMs and 10 FMs. Seller
has no other broadcast interests. wrax
has classic rock format on 99.3 mhz
with 3 kw and antenna 295 ft. Filed
Jan. 21 (BALH-940121GF).

keoL(FM) Spanish Fork, Utah o Pur-
chased by Bajamar Broadcasting
(William Garcia, CEQ) from Street
Stryder for $375,000. Buyer and seller
have no other broadcast interests.
KoL has adult contemporary format on
106.5 mhz with 7.5 w and antenna
2,709 ft. Filed Jan. 19.

WTAY-AM-FM Robinson, Ill. o Common
stock purchased by Jerry F. Tye from
Ann Broadcasting Corp. (Ernest W.
Patton, president) for $375,000. Buyer
and seller have no other broadcast
interests. wray(am) has MOR format on
1570 khz with 250 w. wtay-Fm has MOR
format on 101.7 mhz with 1.45 kw and
antenna 449 ft. Filed Jan. 25 (AM;
BTC940123GH; FM: BTCH940125Gl).

kKTLB-FM Twin Lakes, lowa o0 Pur-
chased by Ingstad Central Broadcast-
ing Inc. (James Ingstad, president)
from Twin Lakes Broadcasting Inc.
(Craig and Francis Donnelly) for
$370,000. Buyer owns 7 AMs and 13
FMs. Seller has no other broadcast
interests. KTLB-FM has country/adult
contemporary format on 105.9 mhz
with 25 kw and antenna 328 ft. Filed
Jan. 24 (BALH940124GR).

Proposed station trades
By dollar volume and number of sales
This week:
AMso$157,500 0 1
FMs 0 $22,105,500 0 13
Combos 0 $33,194,0520 8
TVs0$250,00001
Total 0 $55,707,052023

So far in 1994;
AMs0$12,162,014 o 25
FMs0$179,082,000 o 62

Combos 0 $254,631,052 0 41
TVs 0 $42,250,000 0 11
Total 0 $488,125,066 0 139

KGvw(Fm) Belgrade, Mont. o Pur-
chased by Gilbert Broadcasting Corp.
of Montana (Christopher T. Gilbert,
president) from Christian Enterprises
Inc. for $300,00C. Buyer owns xMMs-
am-FM Bozeman, Mont. Seller owns
KURL(AM) Billings and kKGvw(am) Bel-
grade, both Montana, and Kuyp(am)
Casper and kaLs(rm) Kalispell, both
Wyoming. xgvw has inspirational for-
mat on 96.7 mhz with 6 kw and antenna
150 ft. Filed Jan. 25 (BALH940125-GJ).

wMMK-Fm Destin, Fla. o Stock pur-
chased by Joseph Butler from Stephen
C. Riggs, president of Emerald Coast
Radio Corp., for $300,000. Buyer and
seller have no other broadcast inter-
ests. wMmk-FM has C&W format on
92.1 mhz with 3 kw and antenna 295 ft.
Filed Jan. 24 (BTCH940124GE).

wrGx-Tv Fort Walton Beach, Fla. o
Purchased by Television Fit for Life Inc.
(Carl Scarlata Jr., president) from Bow-
ers Network Inc. (Claud W. Bowers,

[ 3 U S | N S S

president) for $250,000. Buyer has no
other broadcast interests. Seller owns
WACX-Tv Leesburg, Fla. wrgx-Tv is
independent on ch. 35 with 635 kw
visual, 63.6 kw aural, and antenna 280
ft. Filed Jan. 21 (BALCT940114-KG).

wmsG(AM)-wxIE-FM Oakland, Md. o
Purchased by Southern Highlands Inc.
(Roger Ruff, president) from QOakland
Radio Station Corp. (Brenda Butscher,
president) for $200,000. Buyer has
interests in wWkHJ(FM) Mountain Lake
Park, Md. Seller has no other broad-
cast interests. wmsa has country format
on 1050 khz with 1 kw day, 75 w night.
wXIE-FM has classic rock format on 92.3
mhz with 1.4 w and antenna 689 ft.
Filed Jan. 13 (AM: BAL940113GE; FM:
BALH94-0113GF).

wsKR(FMm) Petersburg-Ocean City,
N.J. 0 Purchased by O'Donnell Broad-
casting (James Quinn and Joseph
O’Donnell, owners) from Joseph D.
Powers for $198,000. Buyer owns
wREY(aM) Millville, N.J. Seller owns
wDOX{FM) Wildwood Crest-Cape May,
N.J. wskRr has sports/talk format on
102.7 mhz with 6 kw and antenna 295
ft. Broker: Ray Rosenblum.

wssc(am) Sumter, S.C. o Purchased
by Magnolia Media Inc. (Michael A.
Switzer) from Mid-Carolina Communi-
cations Inc. (Charles A. Barton, presi-
dent) for $157,500. Buyer has no other
broadcast interests. Seller owns
waiz{am) St. George, wsus(FM) North
Charleston and wuuk(Fm) Mt. Pleasant,
all South Carolina. wssc has oldies for-
mat on 1340 khz with 1 kw. Filed Dec.
27 (BAL931227EC).

wcTs({Fm) Fairfield, Me. o CP pur-
chased by Mountain Wireless Inc.
(Alan Anderson, president) from Som-
erset County Broadcasters Inc. (R.
Stuart Graham Jr., president) for
$60,000. Buyer owns wWSKw{AM)-wTOs-
FM Skowhegan, Me. Seller has no
other broadcast interests. wcTs is dark,
licensed to 93.5 mhz with 13.5 kw and
antenna 440 ft. Filed Jan. 25.

wNDY(FM) Crawfordsville, Ind. o Pur-
chased by Xavier University (Dr.
James King) from Wabash College
Radio Inc. (Dean Gregory Griffin) for
$32,000. Buyer owns WXVM(FM)
West Union, WVXU Cincinnati and
WVXC Chiliicothe, all Ohio; WVXR-FM
Richmond, Ind., and permittee of
WOHO Mt. Gilead, Ohio. Seller has no
other broadcast interests. wnDY has top
40 format on 106.3 mhz with 3 kw and
antenna 77 ft. Filed Jan. 26
(BALED940126GE).
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Station presses case for PTAR repeal

WCPX-TV goes to court four years after filing petition with FCC

By Harry A, Jessell

ired of waiting, wCpx-Tv Orlan-
T do, Fla., has asked a federal

court to force the FCC to con-
sider repealing the prime time access
rule, which in essence prohibits net-
work affiliates in the top 50 markets
from airing off-network programing
from 7-8 p.m.

First Media, wCPX-TV's licensee,
told the U.S. Court of Appeals in
Washington that the FCC has ignored
its April 1990 petition calling on the
agency to declare the rule a violation
of the station’s First Amendment
rights.

“It’s been a long time since we filed
our petition—almost four years,” sta-
tion attorney Nathaniel Emmons says.
“And yet, there has been no indication
the commission has given active con-
sideration to it.”

Although the petition asks for a
declaratory ruling, Emmons says,

First Media will settle for ““any proce-
dure that leads to a decision in a rea-
sonable amount of time.”

“I've been pushing for a change in
this rule for a long time,” says Mike
Schweitzer, president and general
manager of the CBS affiliate. “In an
environment where viewers can
switch to any of 50 channels between
7 and 8 [p.m.], it doesn’t make sense
to bar three of them from airing off-
network at that time. That’s just not
fair competition.”

Schweitzer says he was outbid for
Home Improvement by a rival station
because his bid was based on the
smaller audiences of early fringe—4-
6 p.m. If he had been able to air the
show in prime time access, 7-8 p.m.,
he says, “I could have bid more and
gotten the show.”

The station now airs Inside Edition
and Hard Copy during the access
hour, Schweitzer says. “But if you

don’t have the King World products
[Jeopardy! and Wheel of Fortune],’ he
says, “you are going to struggle.”

The ordering of administrative pro-
ceedings by federal courts is rare but
not unprecedented. “It’s a fairly dra-
matic thing for a court to direct an
agency to do something,” Emmons
says.

According to Emmons, First Media
cannot take its case for repeal of the
rule directly to court. The law first
requires petitioners to exhaust all
available remedies at the agency.

In 1983, Turner Broadcasting Sys-
tem asked the Washington appeals
court to force a reluctant FCC to take
up Turner’s petition for elimination of
the must-carry rules. Before the court
could act, however, the FCC dis-
missed the petition Turner subse-
quently won repeal of the rule in
court,

First Media is not the only critic of

User fees are cash cow for FCC ’95 budget

Cable, telephone and broadcasting businesses
will contribute $95 million to the FCC's $168
millien budget for 1995 under the Clinton
administration proposal. The proposed
budget is up $7.1 million over the com-
mission's 1994 budget of $160.9 mil-
lion.

User fees will account for almost
56% of the budget, according to the
proposal, released last week. That's up
from $60 million for FY 1994, when fees
are expected to be collected for only part of
the year. The fee schudule will remain the
same for FY 1995, :

The Clinton administration instituted user fees in the
1994 budget in an effort to raise revenue. The fees must

| be paid by all industries regulated by the FCC.

. The FCC also expects to add $4.3 billion to the gener-
al U.S. Treasury in 1995 through the auction of non-

. broadcast radio licenses. During the next five years, the

- administration plans to add $12 billion to the federal trea-
sury through auctions.

The National Telecommunications and Information

' Administration grant program was a big winner in the
White House proposal, increasing from $26 million in FY
1994 to $100 million in FY 1995. The 285% increase in
explain National Information Infrastucture grants reflects

the administration priority of connecting schools,
hospitals and other nonprofit organizations to
the information superhighway. The budget
proposal states: “NTIA will place special
emphasis on emerging technologies,
including advanced video and radio
applications, and will develop and advo-
cate policies in the common carrier and
mass media fields to offer increased
consumer chances.”

Although the NTIA received an overall
increase in its budget of $63 million,
money for public broadecasting facility grants
was cut by more than $13 million, or 55%. That
money is earmarked for grants to improve public
broadcasting distribution and reach. The National
Endowment for Children’s Education Television saw a |
proposed increase of only $6,0600 to $1,006,000.

The Corporation for Public Broadcasting, which gets
its appropriations two years in advance, has asked for |
$345 million for FY 1997, However, the administration
has proposed the same level of funding it proposed last
year for FY 1996—%292.6 million. Congress ultimately |
increased the funding to $312 million. The budget reports -
that CPB's actual spending for 1993 was $318.6 million.
That figure includes satellite replacement costs of $65.3
million. -CS
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the prime time access rule. Disney,
syndicator of Home Improvement and
other off-network programs, tried to
force the issue at the FCC in 1992. On
several occasions, it appeared to have
the votes to at least begin a rule-mak-
ing to review the rule. But both times
the fragile majority fell apart at the
last minute.

Disney is expected to renew its
push sometime this year. “Our interest
in seeing changes to the rule contin-
ues,” says Richard Wiley, a Washing-
ton attorney representing Disney.

Disney’s effort probably will have
to wait at least until the FCC com-
pletes its rewrite of cable rate regula-
tions, which is now consuming most
of the agency’s policy-making energy.

A prime time access rule proceed-
ing likely will take time and is certain
to be controversial. Opposition to any
changes in the rules will be led by
King World and first-run syndicators
who have prospered because of the
access hour, and from independent

stations in the top 50 markeis who
don’t want tc have to outbid cross-
town affiliates for the popular off-net-
work shows.

With the big three networks now
involved in the syndication business
as a result of relaxation of the finan-
cial interest and syndication rules, the
prime time access rule is “more
important today than it was 20 years

I VY A S H 1IN GO N 15—

ago,” says David Donovan of the
Association of Independent Televi-
sion Stations.

Many independents rely heavily on
the appeal of off-network shows in
access, Donovan says. Without the
prime time access rule, the indepen-
dents will lose those programs, he
says. “The affiliates will always be
able to bid more.” |

Hollings seeks speed on superhighway bill

Senate Commerce Committee Chairman Ernest Hollings is wasting little
time in moving his information superhighway bill. A hearing is slated for
next Wednesday, Feb. 23, and Commerce Secretary Ron Brownand FCC
Chairman Reed Hundt have been asked to testify.

Hollings last week told:telephene industry executives that he wants to
schedule a series of hearings on the bill and get it out of commitiee and

onto the Senate floor quickly.

Hollings also told the group, who were participanis at a United States Tele-
phone Association conference in Washington, that he is open to amend-

. ments. Hollings’ statements came the day after USTA President Roy Neel
- said the bill “is not a good one for us.” Telephone companies are worried that
Hollings’ bill would grant too much 4eeway to the states in defining universal

service.

-KM

Federal radio spectrum up for bid

By Christopher Stern

he Commerce Department has
T taken a major step toward carv-

ing out a chunk of the federal
radio spectrum to be auctioned to pri-
vate industry for use in advanced
communications technologies.

The National Telecommunications
Information Administration, a Com-
merce Department agency, last week
announced that 50 megahertz of the
reallocation will be transferred to the
FCC within six months. That accounts
for one quarter of the total 200 mega-
hertz reallocation mandat-

the primary bidders for the additional
spectrum, the broadcast industry also
has an interest in expanding its spec-
trum use. In addition to expanded
spectrum needs for high-definition
television, broadcasters could use
spectrum for interactive and other new
services, says the National Association
of Broadcasters’ Michael Rau, senior
vice president for science and technolo-
gy. Rau added that overcrowded broad-
cast bands could get some relief from
the expanded spectrum.

While the NTIA identifies spec-

trum that eventually will be reallocat-
ed, it 15 up to the FCC to decide how
those bands will be used. Included in
the bands that are targeted for eventu-
al reallocation is the spectrum area
used by digital radio.

Under the NTTA’s guidelines, spec-
trum is considered eligible for reallo-
cation if it can be made available
within 15 years and will not cause an
excessive cost for the federal govern-
ment.

Much of the 50 megahertz spec-
trum the agency is making immedi-
ately available will be

ed by Congress in the sl ' ity | taken from the military,
1993 budget. Spectrum reaﬂocat’on p’a" | which now uses it for
Although the NTIA’s 7 ; | communications and ra-
final report on realloca- Reallocation Reallocation | dar. The military will be
tion is due Feb. 10, 1995, | Bands (mhz) ‘Status Schedule | the biggest overall loser
it is expected to take 10 1390-1400 Exclusive Jan. 1999 | when the federal spec-
years to complete the | 1427-1432 - Exclusive Jan. 1999 | trum is reallocated, but
transfer of the remaining | 1670-1675; Mixed Jan. 1998 other agencies also are
150 megaherltz of spec- 1710-1755 Mixed Jan. 2004 1 expected to take hits.
trum. The Clinton admin- 2800-2310 Exclusive Jan. 1996 Public comments on
istration plans to raise 2390-2400 Exclusive Now | the spectrum reallocation
more than $12 billion 2402-2417 Exclusive Now are due by May 11. A
from spectrum auctions 3650-3700 Mixed Jan. 1999 public meeting on the
during the next five years. 4635-4660 Exclusive Jan. 1987 preliminary report is
While the personal 4660-4685 Exclusive Now | scheduled for April 7 at
communications industry | Exclusive: exciusive non-federal use. Mixed: sharad federal and non-federal use. the Commerce Depart-
is expected ro be one of | : | mentin Washington =
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CNN and C-SPAN are among the leading “daily news
sources” senior congressional staff members rely on,
according to a survey conducted last month by Fleish-
man-Hillard. It was the ninth annual survey released by
the public relations firm’s Washington office. The survey
found that 90% of staffers relied on the Washingron Post,
followed by CNN at 70% and C-SPAN at 62%. NBC’s
Today was rated the most popular TV moring show for
the second year in a row, with Fox Morning News running
a close second. As for evening news shows, ABC’s
World News Tonight with Peter Jennings topped the list,
followed by NBC Nightly News with Tom Brokaw and
PBS's MacNeil/Lehrer

NewsHour.

The staffers chose The

McLaughlin Group as their £
favorite political talk show,

followed by This Week with Ty
David Brinkley and Meet the Press. Congres- |\ /)
sional staff also were asked what they would W/

do if Rush Limbaugh were elected to Congress. 11}
The results: 4% said Congress would declare a

1

J

ingt

I~
arcin

willing to join the commission at this time.”

Senator Conrad Burns [R-Mont.] wants to amend Sena-
tor Ernest Hollings’s information superhighway legisla-
tion to insure that rural Americans benefit from a nation-
al information infrastructure. “Southeast Washington,
D.C., and rural sections of Montana were the last to
receive...plain old telephone service, are currently the
last to receive cable television service; and unless pend-
ing communications legislation before Congress
is amended, inner cities and rural areas, I fear,
... will be the last to have access at affordable
: rates to the national information infrastruc-

ture.” he says. Burns, who spoke last week

at a United States Telephone
[OInN

Association conference, says

. he will offer amendments to
“strengthen the universal
service, information-sharing and
other sections of the bill.” Burns
will work with Vice President Al
Gore on Gore’s proposal to create a

—_—

the doors to the Capitol and 64% said they
would go about business as usual.

The Center for the Study of Commercialization wants
the FCC to reimpose commercial time limits on TV sta-
tions. In reply comments to the FCC, the National
Association of Broadcasters refutes claims that there is
a need to return to those regulations. “CSC’s attack on
television advertising is clearly contrary to the public
interest in maintaining a free enterprise system,” NAB
states. CSC’s proposal would change the system of
broadcasting from “one characterized by competition
into one characterized by government control.”” NAB
also challenges CSC’s allegations that the amount of
news and public interest programing aired by stations
has decreased. There is evidence that stations have
been devoting more resources to news since 1984,
when the FCC eliminated commercial time limits, NAB
says. That year, news department expenses accounted
for 23.3% of the average affiliate’s operating expenses
and 5.7% of the average independent’s. Now, NAB
says, the average affiliate spends 25.3% of its operating
expenses on news programing, and the average inde-
pendent 7.4%.

Public broadcaster Karen Watson has been named
director of the FCC’s Office of Public Affairs. Watson,
former deputy project director for Africans in America, a
series in development at noncommercial WGBH(TV)
Boston, assumed her new duties last week. Her other
experiences in public broadcasting: associate directer for
news and public affairs, PBS Programing; reporter and
researcher, WETA Washington’s Capitol Journal; assistant
producer and desk assistant, National Public Radio’s
Morning Edition, and production assistant,
MacNeil/Lehrer NewsHour. “She understands the needs
of reporters and also knows how to reach out to the com-
munity around us on issues of mutual concern,” FCC
Chairman Reed Hundt says. “T am grateful that she was

national holiday, 27% said they would padlock gdited By Kim McAvoy

section in the Communications Act
that would provide a more stream-
lined alternative regulatory regime for those promising
to build broadband, switched networks.

House Telecommunications Subcommittee Chairman
Ed Markey (D-Mass.) is keeping the heat on the broad-
cast networks. Markey wants them to endorse his V-
chip bill, which would mandate technology that would
enable parents to block programs with a violence rat-
ing. The release last week of a new TV violence survey
(story, page 30), presented Markey with another oppor-
tunity to pressure the industry. “Only broadcasters con-
tinue to resist giving parents the power to block violent
shows through the V-chip technology,” Markey said.
The survey, he said, shows that “we have made some
progress.” Still, “the amount of violence on TV will
ebb and flow from year to year, but parental concern
will not wane. It is incumbent on the broadcasting
industry to follow the lead of the cable industry, which
has already agreed to a rating system and viewer-dis-
cretion technology.”

Legislation about the electronic superhighway is moving
so fast, it might leave public utilities behind. Represen-
tative Rick Boucher (D-Va.) last week said “procedural
problems”™ may force him to postpone introducing an
amendment to House telecommunications legislation
that would allow public utilities into the communica-
tions business. Boucher said that when he does introduce
the amendment, it will require utilities to create a sepa-
rate subsidiary and will ban cross-subsidization of the
telecommunications businesses.

The FCC has postponed and canceled several regional
educational seminars on cable television regulations.
Canceled were seminars in Seattle and Atlanta. The San
Francisco seminar is schedules for April 12-14. The new
dates for rescheduled seminars are: Boston, March 8-10;
Chicago, March 15-17, and Kansas City, March 22-24.

L
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Promoting the promise of TV

Wright, King and Turner boost broadcast and cable at ANA conference
By Jim Cooper

itching the power of the televi-
P sion buy, specifically their tele-
vision buy, NBC's Robert
Wright, King World’s Michael King
and Turner Broadcasting’s Ted Turner
were optimistic about the future of
both broadcasting and cable at last
week’s Association of National
Advertisers Advertising Issues
Forum.
NBC President/CEO Wright used
NBC’s recent joint promotion with

Kellogg’s as an example of why net-
work TV should be the cornerstone of
any national media plan.

The “Breakfast Around the World”
promotion launched last fall was a
massive on-air and on-cereal box pro-
motion that Wright said contributed to
a 38% ratings increase for shows
associated with the promotion and
25% sales growth for Kellogg’s.
Wright also pointed out that NBC’s
90%-plus coverage of the U.S. deliv-
ers more demographically desirable

viewers with one episode of a show
such as Seinfeld than an entire week-
end of MTV.

Wright also pointed to the success
of the Subway sandwich chain, Ford
Explorer and Diet Dr. Pepper as
brands that built strong equity with
advertising on network television. “It
is still America’s viewing choice,”
Wright said.

“TV is still the most effective buy
you can have,” said King World Pro-
ductions President/CEO Michael

CBS, VCR Plus+ get attention with SPOTPLUS

CBS and Gemstar, the makers cf the VCR Plus+ instant
programer, are preparing to launch their overnight
infomercial system SPOTPLUS in about a month.
Although yet to sign any advertisers, the two companies
seem confident the system will succeed.

SPOTPLUS was conceived last fall as a service that
will allow viewers to tape early morning infomercials. It
has been promoted as a new platform for presenting
fong-form ads on a spot basis.

SPOTPLUS will work as follows:

m Advertiser-produced long-form ads air during inex-
pensive time periods on CBS-owned TV stations.

m CBS schedules nonpre-emptible time periods and
assigns VCR Plus+ code numbers to the ads.

m The advertiser's regular spots are tagged with a
CBS-produced promotion spot alerting consumers to
tape the late-night infomercial.

m Those interested punch in the VCR Plus+ code
number or manually program their VCR.

m The VCR Plus+ code system records the ad tc be
viewed at the viewer’s convenience.

SPOTPLUS is designed to attract large brand-
name advertisers. CBS reportedly is talking to Nissan,
Microsoft, Columbia Pictures, Panasonic, Sega,
Sharp and Sony, and is said to be close to signing
deals with three infomercial producers and an elec-
tronics retailer.

The spots will be between 10 and 30 minutes long
and will air in the early merning hours on Fridays and
Saturdays. The ads likely will run between movies and
other late night/early morning programing. "l think for
certain categories it’s great,” says Foote, Cone and
Belding's Howard Nass, who last fall met with SPOT-
PLUS point man Philip Press, vice president, sales and
marketing, CBS Stations, to discuss the service.

Nass said certain categories, such as cars and other
“considered purchases,” that traditionally have been
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Infomercials may now be taped with VCR Plus+.
advertised with 30-60-second spots supported by print
are good possihilities. VCR Plus+, he says, has the
potential to deliver the interest of TV spots and the detail
of print ads in one shot. “l think there really are some
categories that should test it,” says Nass,

Press expects SPOTPLUS to be on the air in 30 to 45
days. CBS owned-and-operated stations include wcas-
Tv New York, weem-Tv Chicago, kcBs-Tv Los Angeles,
wcau-Tv Philadelphia, wcix-Tv Miami, wceo-Tv Min-
neapolis-St. Paul and wrrv-Tv Green Bay, Wis.

The CBS stations division will be responsible for set-
ting aside overnight time periods, creating and booking
airtime for promoticnal spots to attract viewers to the
expanded advertiser message and securing an exclu-
sive VCR Plus+ code for the spots.

CBS affiliates in markets in which CBS does not own
a television station will have the first option of participat-
ing in the SPOTPLUS program. —IC
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King, who cited Ross Perot’s cam- | Wheel Watcher” promotional cam- | rise as more deals are forged between

paign infomercials as an example of
television’s potential reach and
power.

That reach, he said, also has led to
the explosion of direct marketing,
which King World has entered into
with King World Direct. “It can move
product,” he said.

King also discussed the “I'm a

paign that helped make Wheel of For-
tune the top show in first-run syndica-
tion.

Turner Broadcasting System
founder/chairman Ted Turner said
cable television continues to experi-
ence growth; it rose from a 17% audi-
ence share in 1985 to 34% in 1993.
That share, he said, will continue to

cable and telephone companies.

“The cable industry will be aligned
with the phone companies,” Turner
said.

Turner also noted that the television
industry, cable, network and syndica-
tion have become entwined to the
point where “it’s really hard to tell
who is what anymore.” ]

It’s the population that counts

Rapid increase in senior and ethnic segments of population forecast by agency executive

By Geoffrey Foisie

will grow older and more ethnic.

On average, households will be
smaller and their financial well-being
less certain. Those are the conclusions
of Joyce M. Rivas, senior vice presi-
dent, strategic development &
research, Earle Palmer Brown.

These demographic changes, culled
from the 1990 census, provide clues
to marketers and members of the
media about how to reach their
intended audiences, said Rivas, who
spoke at a recent meeting of the Cable
Television Administration and Mar-
keting Association.

Among the trends she discussed
was the rapid growth in the number of
people aged 75-plus between now and
2000. “In a 500-channel environment,
there’s clearly an opportunity to do
even more age-segmented marketing,”
Rivas said.

Another major demographic trend
is the continuing decline in the size of
households. While the population
grew 22% during 1970-90, the num-
ber of households grew by 50%. Rea-
sons for the shrinking size include the
formation of new households by baby
boomers, high divorce rates and more
people remaining single. “Households
occupied by married couples with
children—the traditional American
home—now account for just 27% of
U.S. households. That’s down from
44% in 1960.”

Rivas also noted the shrinking size
of households that could be defined as
middle class. As of 1990, 37% of
households headed by those aged 35-
54 had incomes of more than $50,000;
49% had incomes between $15,000
and $49,999. Fourteen percent had

I n the next few decades, the U.S.

incomes under $15,000. The late 20th
century, the advertising agency execu-
tive said, has “reduced upward mobil-
ity among the working class and pro-
duced persistently high poverty rates
for families with children. These two
opposing forces are draining Ameri-
ca’s middle class.” Marketers must
deal with this demographic fact by
offering “tiered pricing options,”
Rivas said.

A fourth demographic trend is the
continued growth of ethnic groups.
Blacks, who in 1991 constituted 12%
of the population, are expected to
make up 14% by 2021. Hispanics are
expected to grow from 9% to 15% dur-
ing the same three decades, while
Asians and others are expected to
grow from 4% to 7%. The fifth demo-
graphic fact Rivas reviewed is the con-
tinued growth of suburban areas. m

Commercial clutter skyrockets,
associations say

Time devoted to commercials during prime time reached a reccrd high in
1993, according to the 4As and the Asscciation of National Advertisers.

The latest Television Commercial Menitoring Report, which is jointly
released by the American Association of Advertising Agencies and the
ANA, says the increase in “nonprogram” time comes after a decline from
November 1992-November 1993 in time slotted for commercials in prime
time. The rise mirrors the ad clutter experienced from 1983-92.

The report presents findings from TV monitering that took place from
May 24-30 and Nov. 15-21, 1993, in the New York metro area. The moni-
toring was conducted by Competitive Media Reporting and Media Waich.
Monitored were commercial minutes and other categories of nonprogram
material on the four broadcast networks, a cross-section of the syndication
market and 16 cable networks, including TBS, ESPN, Nickelodeon, Life-
time, USA and CNBC.

The study shows that all other dayparts saw increases in commercial
minutes from the same time a year ago and that daytime is the most clut-
tered daypart. Total ad minutes also were up in all syndication programing
types. The only areas not cluttered, according to the study, were local
evening news and late night, which the study says reached new lows.

Of the networks, CBS recorded 19 minutes and 26 seconds per hour of
nonprograming in November, up from 18 minutes and 46 seconds in May
1993, making it the most cluttered in daytime, according to the study.

“If we don't continue to raise the industry's consciousness on this issue,
we're concerned that programing will become even maore cluttered,” says
Steve Grubbs, senior vice president, national TV buying, BBDO and chair-
man of the 4As National TV and Radio Committee. —IC
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Closing dates have changed. For rates and other information, see last page of classifieds

RADIO

HELP WANTED MANAGEMENT

Extracrdinary GM/GSM or salesperson opportu-
nities with Rockies resort radio group. Fax
resumes and references in confidence to 203-
938-3912. EOE.

SM, can you sell established 10,000 watt All-Talk
AM? With Rush, Larry, Alan, Bruce, etc. plus
local. SM, can you sell new C2 with Light Rock
format in a 12M market? Both vibrant economies,
excellent tiving areas. 501-521-0005. EQE.

KUNM radio station at the University of New
Mexico seeks applications for the position of gen-
eral manager. KUNM is an NPR affiliate and has
an eclectic music format. Deadline for receipt of
applications is April 10, 1994. For complete job
announcement and application procedures,
please write: Evereft Rogers, Search committee
Chair, ¢/o Vivian Valencia, Office of Academic
Affairs, Scholes Hall 226, The University of New
Mexico, Albuquergque, NM 87131-1001 or call
505-277-2611. The University of New Mexico is
an affirmative action/equal opportunity employer
and educator.

HELP WANTED PERSONALITY /TALENT

Sportsradio talk show host: Applicant should
possess strong. Dynamic, personality; a radio
entertainer, not a talking head. Sports knawledge.
Majar market experience, and a proven track
record. Rush tape and resume to: Tom Lee,
Sportsradio KJR, 190 Queen Anne Ave. N_,
Seattle, WA 98109. 208-285-2295. ECE.

HELP WANTED SALES

Radio sales: Working in New York but living in
New Jersey? Tired of the commute? Greater
Media's WMGO/WCTC in Central NJ is looking
for an exp. sales persan. Senior position, major
mkt. comp. EEO. Letter & resume to GSM Tony
0., Box 100, New Brunswick, NJ 08903.

N.Y. Network AE for blue chip product. First
class company. Experience necessary. All replies
confidential. Reply to Box A-38. EQE.

HELP WANTED NEWS

Number one radio station in top 20 market seeks
sports talk show host/sports reporier. We are fook-
ing for an energetic person with a fresh perspec-
tive. Must be a good writer, with at least 5 years
broadcast experience. Send resume and aircheck
to Box B-15. Equal oppantunity employer, M/F.

National radio host: Marketplace, American
Public Radio’s national business program, is look-
ing for an engaging, energetic host and journalist
for its highly successful morning program, now car-
ried on more than 200 staticns nationwide. We
want someone who will continue Marketplace’s tra-
dition of making business and gconomic news
accessible, interesting and entertaining. Credible
yet conversational writing and delivery style, and
understanding of business and economic news.
Minimum six years related experience. Overnight
schedule. Excellent salary and benefits package.
Send resume and tape to J.J. Yore, Marketplace,
University of Southern Califernia, Los Angeles, CA
90007 or call 213-743-0487. EOE.

If you are looking for a real break from “tradition-
al” broadcast opportunities with a company that
dominates a top 40 market, we should talk. We are
looking for a high profile, committed,
advertising/marketing professional for a top-list
position at a killer News/Talk/Sports station in the
Eastern Great Lakes Region, We offer a truly
unique compensation package with the best bene-
fits in the industry plus a management team that
will help you meet your career objectives. Our
sales associates are the most respected, hardest
working and best paid in the area. If this sounds
good to you, we want to hear from you. Letter and
resume to Box B-14. All talented applicants
encouraged. We are equal opportunity employers.

News anchor 1010 WINS-AM: New York's #1 All
News radio station, 1010 WINS, is looking for full-
lime and freelance news anchors for future paten-
tial openings. Candidates must have at least 10
years on-air experience in broadcasting. News
anchor experience necessary; all news experience
preferred. Person must be adept at working own
board (i.e. playing carts, bringing in live reports,
manitoring audio levels, playing spols, etc.). Strong
writing skills crucial since anchors write extensive-
ly. Ability to use Basys newsroom computer
required. Anchors also record commercials. Apply
only if you are energetic, enthusiastic, spirited, and
hard driving {all qualities necessary when deliver-
ing news to New Yorkers!). WINS gives the news
FIRST, FAST and NOW. Anchors’ style must
match. An equal opportunity employer. Send tape
& resume to: Steve Ziegler, News Adminisirator,
1010 WINS-AM, 888 Seventh Avenue, 10th FI.,
New York, NY 10106. (Absolutely no phone calls
accepted!)

News director: Rare opportunity to lead our
national award-winning public radio news depart-
ment, serving Rackford and other northern Minais
markets. Emphasis on leadership, editorial policy,
in-depth reporting and high production values.
Participates in fundraising and promotions.
Requires BA or equivalent plus two years experi-
ence, demonstrated journalism, writing, announc-
ing, praduction, leadership skills. News director
experience preferred. Salary $25-30,000, excellent
benefits. Non-smaking workplace. Letter, resume,
references, audition tape and transcripts received
by February 28th. Applications without all the
above nol considered. Michael Lazar, GM,
WNIJ/WNIU, Northern lllingis University, DeKalb,
IL 60115. AA/EOE.

HELP WANTED RESEARCH

Radio research: Reputable radio research firm
seeking radio research analyst for immediate open-
ing. Minimum 5 years radio research experience at
a radio station, group or research firm. Research-
related degree and hands-on radio experience pre-
ferred. Must relocate. Reply to Box B-3. EQE.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Help wanted: Applications, resumes, and tapes are
being accepted for several staff positions at a new
Chicagoland Christian AC format. Ministry-minded
professionals with at least three years experience
should send information to 1Bl Radio Ministries, PO
Box 140, Carlinvilte, IL 62626, 217-854-4600. EEQ.

SITUATIONS WANTED MANAGEMENT

GM/GSM: 20 years/6 as GM. Will move to
Indiana, lllinois, Wisconsin, lowa or Missouri.
Sales ariented. Promotion experience. Want
someone who wins? 915-695-2622. Sales, pro-
graming and management gualified. All replies
answered.

Winning GM/GSM: Young, intelligent radio pro-
fessional with 7 years of successful sales and
general sales management seeks GM position in
mid-size market. GSM position in large or mid-
size market would also be considered. I'll provide
excellent leadership, creativity and bottom line
performance for your radio station - proven frack
record and love of the business. Please send
inquiries to: Box B-16 or call 618-676-1248.

Don’t miss out! East Southeast only for Gary
Portmess to manage your broadcast property.
Call or fax 305-429-9265.

SITUATIONS WANTED ANNOUNCER

22 year professiona! looking for morning
drive/operations epportunity. If promotions and com-
munity involvement are important to you, we need to
speak. Country preferred, available to relocate.
Serious inquiries only please. Reply to Box B-17.

SITUATIONS WANTED NEWS

Anchoer/reporter: A total team player. Seeking
news/sports reporting position with small/medium
market station. Loves hard work and long hours;
can manage single-person department. Midwest
market wanted-lllinois/Wisconsin preferred, but
can relocate. Contact Brian Adams 815-236-3222.

MISCELLANEOUS

DJ’s: Have your own funny "Top Ten" list daily.
Funny, topical, changes daily-record & use on air.
1-900-773-5300 ext. 125. $2.00 min. AVG. 2-Min.

TELEVISION

HELP WANTED MANAGEMENT

Business manager: WGAL 8, the Susquehanna
Valley’s #1 rated TV station, is seeking a proven
professional to be part of its management team. The
properly qualified individual will head up our busi-
ness office. This position supervises a staff of four
people and is responsible for all phases of account-
ing at the station. The position also requires exten-
sive reporting to our corporate offices as well as to
the station's vice president and general manager.
Applicants should have a degree in accounting or a
related field. Broadcast experience or a CPA certifi-
cate would be a plus but is not required. Resumes
should be sent by March 4th to: Personnel Director,
WGAL 8, PO Box 7127, Lancaster, PA 17604.
WGAL 8 is an equal opportunity employer.

Marketing representative, local sales. Minimum
3 year's broadcast sales experience. Proven new
business development track record. Computer liter-
acy required. Experience using Harvard Graphics,
Scarborough and other qualitative research data
bases a plus. Send resume & salary requirements
and references to: Christopher J. Koch, LSM,
WCAU-TV, City Ave. & Monument Rd., Philadel-
phia, PA 19131. No phone calls. EOE. Drug testing
required.

Sales manager; WYZZ-TV Fox 43 seeks a man-
ager for its expanding sales operation in Peoria,
lllinois. This is a greal opportunity for an experi-
enced leader and motivator. Call in confidence
Dave Wittkamp 1-800-733-2065. EQE.

Manager: Career opportunity for experienced sales
pro with streng work ethic. Leadership, training
skills, and the ability to sell above the numbers are
mandatory requirements. The focus of this position
is centered on local retail and regional sales devel-
opment in two new adjacent market affiliated sta-
tions in Louisiana and Mississippi. Send complete
resume to: Pat Newberg, GSM, KADN TV, 1500
Eraste Landry Road, Lafayette, LA 70508, EQE.
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Exec. dir. for media programs in the former USSR
for Internews, a U.S. non-profit. Duties: Supervise
operations in Russia and Ukrainefrestructure and
expand operations in Russia/liaison to US head-
quarters, Qualifications: Management in network TV
or comparable experience/familiarity with culture
and politics of Russia and Ukraine/residence in
Moscow and travel required. Russian speaker highly
desirable. Resume to Deborah Mendelsohn,
Internews, PO Box 4448, Arcata, CA 85521, fax:
707-826-2136. EQE.

WOOD TV, Grand Rapids, Ml (36th DMA) is seek-
ing a local sales manager. WOOD TV has all the
tools needed to help achieve our goals: Qualitative
research, vendor deveiopment, S.T.AR., and inter-
active sales programs. Successful candidate must
have experience with all the above, be a creative
thinker, team player and coach, and possess a
proven track record of new business development.
This is a career opportunity to join a growing, pro-
gressive group. Send resumes to: General Sales
Manager, WOOD TV, 120 College Ave., Grand
Rapids, MI 48503. No phone calls please. EOE.

TV director of sales: Experienced sales executive
to lead our sales team. At least 5 years broadcast
sales experience including management. Send
resume (no calls) to Thomas P. Kane, President
and General Manager, WPVI-TV, Suite 400, 4100
City Line, Philadelphia, PA 19131. EQE.

Vice President, Ventures: Oregon Public
Broadcasting is looking for a unigue individual who
possesses both the creative energy and organiza-
tional skills to head up new ventures. Individual will
be responsible for a number of things, including:
production facilities rental; production for hire;
spectrum leasing and rental; relail development;
product development of production related materi-
als, including interactive media; market develop-
memnt, distribution and sales of OPB products; cata-
log develepment, etc. College degree preferred,
but not required. Requires demonstrated experi-
ence and documented success in marketing and
product development. You must have strong writ-
ing and proposal development skills, experience in
developing business plans, effective communica-
tion and computer skills. You must be resourceful
at building partnerships, strategic market planning,
budget development and management, and be
able to work flexible hours. To apply, send cover
letter and resume to: OPB Personnel, 7140 SW
Macadam Ave., Portland, OR 97213. Application
materials must be received by March 18, 1994.
Equal opportunity employer.

HELP WANTED SALES

Top 15 8.0.-5.0.-Fox affiliate has opportunity for a
serious career minded AE. Must be abie to sell
aggressive estimates. Bears, Bulls, Roseanne,
Coach, Star Trek: Next Generation, etc. Computer
literacy and BMP experience a plus. Mid-size, Mid-
west. Send resume & letter to: Matt Pryor-GSM,
KLJB, 937 East 53rd Street, Davenport, 1A 52807.
EOE.

Junior account executive: Genesis Entertainment
seeking an aggressive and motivated individual for
its NY office. Television and/or sales experience pre-
ferred. Must possess strong work ethics for outstand-
ing growth potential within company. Mail or fax
resume to: Maria Healy, Genesis Entertainment, 625
Madison Avenue, 11th Fl.,, New York, NY 10022; fax:
212-527-6401; phone: 212-527-6415. EOE.

Aggressive “Top Gun” local AE: Fox 45 television
in Baltimore, one of the fastest growing stations in
the country, is locking to add a "heavy hitter” to its
local sales staff. Candidates must have at least 3-5
years in local sales, be research & computer Iiterate.
Send resume, references and "why you” cover letter
to: Darren Shapiro/LSM, WBFF Fox 45, 2000 W.
41st Street, Baltimore, MD 21211. No phone calls
please. EOE.

National account executive: Sinclair Broadcasting
is growing and expanding. We are presently inter-
viewing for the position of national account execu-
tive. This individual will be based out of NYC and will
be our spot sales liaison between our stations and
our rep firms. This individual must have at least three
years of TV broadcast experience and have a
proven record of overachievement in their broadcast
career. Please send a detailed work history of
achievement to: Steve Marks, General Manager,
WBFF Fox 45, 2000 W. 41st Street, Baltimore, MD
21211. WBFF and Sinclair Broadcasting are equal
opportunity employers.

HELP WANTED SYNDICATORS

Syndication party: We are seeking experienced
syndication party(s) 10 make: 1. Sales of our Feature
Movies to the “cable channels” {(well budgeted
movies). 2. And make sales on three new syndicat-
ed TV series (one with award winning star) to the
“TV stations”. We are a company with a splendid
record in theatrical distribution. Call for interview
703-359-8733. EOE.

HELP WANTED TECHNICAL

Online editor for an established production and
post-production house in Central Connecticut. Must
have a minimum of 3 years experience. Must be
fluent with Sony 8000 Editor, GV 200, and multi-
channel DVE. Formats include Beta SP, 1" and D2.
Please fax resume to: 203-659-4548. EQE.

Chief engineer: Central PA Fox affiliate is looking
for a hands-on chief. Applicants must have station
studio and transmitter experience. Send resume
and salary requirements to Personnel Manager,
WPMT Fox 43, 2005 S. Queen St., York, PA
17403. EQE.

3 producer/director/TD’s wanted: Experience
needed in switching live, multi-camera shoots.
Heavy travel involved. Good bucks. Have fun and
be on the cutting edge of entertainment television.
Tape & resume 1o Mike Ousley, PO Box 20603,
Birmingham, AL 35216. EQE.

Maintenance engineers: Telemundo Television
Group seeks several highly gqualified technicians
for its Florida network facility, Candidates must be
experienced in the maintenance of various studio,
production or ENG field equipment. Salaries are
competitive. Send resume to: Telemundo Group,
Human Resources Department, 2470 W. 8th
Avenue, Hialeah, FL 33010. EOE.

Odetics Inc., manufacturer of Broadcast Cart
Machines has immediate opening for director of
engineering. Responsibilities include managing the
development of broadcast products, coordinating
electrical, mechanical and software engineering
activities. Position requires BSEE or BSME, 5+
years experience managing a multi-functional engi-
neering group and previous éxperience in commer-
cial product design and manufacturing. Odetics
offers a competitive salary and a comprehensive
benefits package. Equal employment opportunity
employer. Send resume and salary history to:
Linda Krumme, Odetics Inc., 1515 S. Manchester,
Anaheim, CA 92802.

Assistant chief engineer: Need hands-on, take
charge manager. Able to supervise and maintain
transmitter, production, master control, and studio
equipment, microwave truck, and post production
facility. Will also supervise regular work scheduling
as well as preventive maintenance, people skills
are a must. Diploma type First Class Radio-tele-
phone license required. Send resumes to General
Manager, WFMJ-TV, 101 Boardman Street,
Youngstown, OH 44503-1305. EOE/no phone calls
please.

Southwest VHF network affiliate seeks “hands on”
chief engineer. Responsibilities to include experience
in maintenance and repair of RF and studio equip-
ment. Computer skills a big plus. People skills a
must. Reply in confidence to Box B-18. EQE.

Aggressive and growing Sunbelt affiliate needs
an experienced engineer to maintain studio and
transmitter equipment in a brand new facility.
Equipment includes BTS and GVG switching and
graphics. 3/4” video tape. Fixed and mobile
uplinks, fiber optic and microwave ENG systems,
redundant VHF transmitters, as well as all the
basics. Please mail or fax resume to: Chief
Engineer, WCBI-TV, PO Box 271, Columbus, MS
39703. Fax# 601-327-0020. EQE.

KADY television is actively seeking a broadcast
maintenance engineer. Requirements include
experience with Sony BVU-U Matic 3/4 inch,
BetaCam/BetaCart 1/2 inch, 1 inch Grass Valley
switchers, CMX Editing systems, Abekas DVE sys-
tems, and related production equipment. RF and
microwave experience is a plus. Candidate must
be able to froubleshoot to the component level and
have an Associate's Degree in Electronics or
equivalent work experience. Two (2) years broad-
cast experience or SBE certification is preferred.
Send letter, resume, and salary history to: Chief
Engineer, KADY Television, 663 Maulhardt Ave.,
Oxnard, CA 93030. Fax 805-485-6057. EOE.

TV network maintenance engineer: Oklahoma
PBS affiliate has an opening for a microwave field
engineer. Component level trouble shooting skills
required. Must have UHF and VHF translator and
transmitter experience. In state travel required.
Benetfits include paid leave, insurance, and retire-
ment. Please send resume with salary history to
the Personnel Department, Oklahoma Educational
Television Authority, PO Box 14180, Oklahoma
City, OK 73113, AAJEEO.

Fox affiliate, WFFT-TV, Ch 55 in Fort Wayne,
Indiana seeks chief engineer with minimum 5 years
broadcast experience, transmitter, RF and trou-
bleshooting skilts. Personal computer use/repair
ability a plus. Must be organized, self-motivated
and able to work with people. Comprehensive ben-
efit package offered; drug screening required.
EOE. Send resume with salary requirements to:
Stephen Pozezanac, Operations Manager, WFFT-
TV, PO Box 8655, Ft. Wayne, IN 46898-8655.

Opening for asslstant chief engineer experienced
in maintenance of all types of studio, production and
ENG field equipment with emphasis primarily in
maintaining UHF transmitters, SBE certification nec-
essary. Strong interpersonal/communications skills,
computer literate and ability to conceptualize and
implement new ways of doing things. Individual
should have abilities and desire to assume responsi-
bilities of chief engineer in a very short time. Fax
resume to 703-528-2856 or mail to Personnel,
Urban Broadcasting Corporation, 3565 Lee
Highway, Arlington, VA 22207. EOE M/F.

Maintenance engineer: Responsibilities include
the maintenance of studio, video tape and elec-
tronic news equipment, including cameras, video
tape recorders, video switchers, digital effects,
editing and transmitting equipment. FCC license
preferred. Professional related maintenance expe-
rience required. Send resume to: Raymond Johns,
WABC-TV, 7 Lincoln Square, New York, NY
10023. No phone calls or faxes please. We are an
equal opportunity employer.

HELP WANTED NEWS

News director: Aggressive top 50 Fox affiliate
seeks news director for start up 10pm newscast.
News director experience is required, along with
strong people skills and a successiul track record.
Send resume to Personnel Manager, WPMT Fox
43, 2005 S. Queen St., York, PA 17403. EOE.

Producer/anchor/reporter: For a national, weekly
news program, Should have a broad knowledge of
the Middie East and the Jewish community. Must
possess strong writing and videotape editing skills.
Send resume, demo reel and references to:
Director of Production, JTN, 8021 Melrose Avenue,
Suite 309, Los Angeles, CA 90069. No calls. Send
material ASAP. EOE.
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Producer: KGW-TV is looking for a news producer
responsible for organizing, coordinating, and
directing the production activities of daily news-
casts. Requires excellent communication skills,
ability to develop a team approach to newscast
production, college degree, and at least three
years commercial news television production expe-
rience, preferably on a daily newscast. Send
resume and non-returnable 3/4” tape of a program
you recently produced to: Human Resource
Administrator, KGW-TV, 1501 SW Jefterson St.,
Portland, OR 97201. ECE M/F/D/V.

Assistant assignment editor: Applicants accepted
with the following gualifications only: Two years
experience on television news assignment desk in
top 50 market. Position requires self-starting, ener-
getic, highly organized individual with a good sense
of direction, ability to communicate effectively with
diverse newsroom staff and competitive motivation
to follow a story through to the end. Other candi-
dates need not apply. Please send resume to:
Mariann Krushefski, KDKA-TV, One Gateway
Center, Pittsburgh, PA 15222. No phone calls or
faxes. We are an equal opportunity employer.

Weathercaster: Award-winning news station in a
beautiful western mountain market is looking for a
weathercaster with authority. Familiarity with
Kavouris, AMS seal preferred, and background in
presenting user-friendly weather are important.
Minimum 3 years experience preferred. Reply to
Box A-55. EOE.

WHOI-TV, Peoria, lllinois is looking for a news
anchor 1o work in aggressive operation with estab-
lished female anchor. Writing, producing, reporting
and personal appearance are all part of this job.
Position calls for substantial news experience and
knowledge of issues. Tape and resume should be
sent to Jack Keefe, WHO!I-TV, 500 North Stewart,
Creve Coeur, IL 61611. EOE/MF.

WSYX-TV is looking to fill the position of news
photographer. Qualified candidate should be expe-
rienced in shooting ENG tape, editing news tape,
limited fact gathering and news gathering, basic
vehicle and equipment maintenance, live remole
broadcasts, using ENG microwave trucks, portable
microwave equipment. Limited field producing,
including direction, lighting direction, lighting and
coordination of reporters and other news talent.
Send resume and tape to: WSYX-TV, PO Box 718,
Coiumbus, OH 43216-0718 Attn: News
Photographer. No phone calls please. WSYX-TV is
an equal opportunity employer and does not dis-
criminate on the basis of race, color, religion,
national origin, disability, sex, age, or other factors
prohibited by law. Company is especially interested
in seeking qualified minority and women applicants.

Main sports anchor for aggressive mid-market
affiliate in the Southwest. Minimum two years
experience. Please send tape, letter and resume to
Box B-19. EOE.

News photographer: Need aggressive photogra-
pher/editor who can tell a story with video and nat
sound. Must have experience. Resume and non-
returnable tape to T. Hiebert, KTVA (CBS), 1007 W.
32nd Avenue, Anchorage, AL 99503. Close
2/27/94. EOE.

News manager: Are you aggressive, contempo-
rary, and a proven team leader? Are you ready to
move up? McHugh & Hoffman, a leading broadcast
consulting firm, is currently seeking news director
and executive producer candidates for client sta-
tions in top markets. Send resume, 3/4" newscast
tape and brief phitosophy to McHugh &
Hoffman/Talentbank, 8301 Greensboro Drive,
#4390, McLean, VA 22102. EQCE.

Producers: Two positions available, 5pm and
weekends. WSMV-TV is seeking two newscast pro-
ducers. Superior writing skills, high creativity and
organizational skills are a must. Minimum two years
experience. Submit resume and non-returnable tape
to Alan Griggs., News Director, 5700 Knob Road,
Nashville, TN 37209. No phone calls. EQE,

Assignment editor: Strong CBS affiliate locking for
an assignment editor. Ideal candidate has strong
people skills; can generate story ideas, and works
well under pressure. Mirnimum two years desk expe-
rience required; absolutely no beginners or recent
graduates. Good stepping stone to management.
Send resume, news philosophy and salary history to
Elliott Wiser, News Director, WTVR-TV, 3301 West
Broad Street, Richmond, VA 23230. No phone calls
please. Minorities and women strongly encouraged
to apply. M/F/EGE.

News photographer: Network-owned station look-
ing for photographers with one year or more experi-
ence. We want photo-journalists who can help make
our news unique and indispensible to our viewers,
and who expect to win! Send tape/resume to David
Hooker, WFRV-TV, 1181 East Mason Street, Green
Bay, W1 54301. CBS Inc is an equal opportunity
employer.

HELP WANTED RESEARCH

America’s #1 Fox affiliate, KMPH Fox 26, has an
opportunity for an experienced research director.
Work with Scarborough, BMP and PC based Corel
Draw and Pagemaker. Use your knowledge of quali-
tative research and Nielsen ratings to create sales
and marketing print support materials and client pre-
sentations. Send resume to: Personnet Department,
KMPH Fox 26, 5111 E. McKinley Ave., Fresno, CA
93727. Applications will be accepted until 2/28/94.
An EOE-M/F/D. Women and minorities are encour-
aged to apply.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Promotions manager: ABC affiliate in Palm
Springs, CA has an immediate opening for an ener-
getic, creative, hands-on individual to oversee all on-
air and station promotions. Must be a top performer
with excellent leadership, organizational, writing, and
producing skills. 1-3 years experience required. We
are a TQM company. Salary negotiable. Send
resume and non-returnable tape to GM, 42-650
Melanie Place, Palm Desert, CA 92211. No calls
please. EQE.

Promotion manager wanted: Powertul southeaslt
network affiliate with dominant #1 news needs a
promotion leader; someone who has the track
record, imagination and expertise to give this medi-
um market station a top 50 market look; group
owned; all the tools; we will pay for top talent.
EOE, drug-testing. Reply to Box B-9.

Creative services manager: ABC affiliate in Palm
Springs, CA. Market leader! 2 years experience
required in writing & producing local TV commer-
cials. We need someone to take us to the next
level in creative services, Send resume and non-
returnable tape to Bill Evans, General Manager,
42-650 Melanie Place, Paim Desert, CA 92211.
Salary negotiable. We are a TQM company. EOE.
No phone calls please.

Talk show producer: National lalk show based in
Chicago, looking for experienced producer.
Minimum 3 years talk show experience required.
Send resume only to Box B-8. EOE.

Graphic artist: |f you want to work in a very cre-
ative city for the most creative TV station, we want
you to come 1o Austin, Texas. We're looking for a
cutting edge news graphic artist with excellent
design and illustration skills, paint system expertise
and post production knowledge. Two years experi-
ence a must. Position clogses Feb. 18th. Send
resume to: Margaret Mohr, PO Box 490, Austin, TX
78767. EQE, M/F.

European network seeks photographer/editor for ils
New York bureau. Will help young and energetic
team cover hard news and features. Creative minds
with some experience should fax resume to RTL4.
212-975-7448. ECE.

Writer/producer/editor: 38th market CBS affiliate
in search of strang promation writer/praducer/edi-
tor. Candidate must have experience producing
creative and effective news, programing and sta-
tion promotion. Shooting and graphics production
experience a plus. Send resume, salary require-
ments, and non-returnable tape (3/4” or Beta) to:
Christopher Dominici, WTKR Televisian, 720
Boush Street, Norfolk, VA 23510. EQE.

Commercial writer/producer/director: Broadcast-
ing degree + expenence in extensive client contact,
commercial writing, videography, editing 3/4', and
graphics post. Must handie high volume/pressure
deadline environment. Prefer 2 yrs experience. Pay
DOE. Send resume to Bob Johnson, WAGM-TV,
Box 1149, Presque Isle, ME 04769. Deadline
February 22. WAGM-TV is an EEQ.

New York area national talk show seeking talented
producers and associate producers who are tired of
the same old talk show grind. We're different
because we try to push the envelope every day. If
you have a mountain of creativity that is going unre-
alized with a proven track record booking well spo-
ken relationship type guests, we should talk.
Minimum 3 years talk show experience required. All
resumes confidential. Reply to Box B-20. ECE.

Producer/director: 2 positions available. Strong
public television station seeks aggressive, energetic
and talented individual for the position of
producer/director. BA Degree in Broadcasting/Film &
Video or equivalent experience. Must have demon-
strated abilities in producing/directing broadcast com-
mercial and business television productions.
Practical experience with ENG/EFP and editing a
must. Experience with MIl, CMX3400, Grass Valley
200 Switcher and ability to supervise production
crews preferred. Responsibilities include all aspects
of teleproduction from program conception to produc-
tion. Salary commensurate with experience plus
excellent benefits package. Send resume to: Timothy
M. Scarpino, Production Manager, WGVU-TV &
WGVK-TV, 301 West Fulton, Grand Rapids, Ml
49504-6492. No tapes or phone calls. Please indi-
cate where you saw this ad. Deadline for application
is February 20. EEO/AA/ADA.

Express yourself! Fox WFTX-TV in sunny Ft.
Myers Florida is seeking a creative graphic artist with
the imagination and talent it takes to translate ideas
into art. Must have working knowledge of computer
graphics, print layout experience is a plus. Send non-
returnable tape and resume to: Jon Esther, Creative
Services Director, WFTX-TV, 621 Pine Island Road,
Cape Coral, FL 33931. We are an equal opportunity
employer.

Production manager: Midwest CBS affiliate seeking
aggressive individual to lead a well-established 13-
person production staff. Responsible for overall
news, commercial production and general look of
station; must be capable of improving on all aspects
of station’s production look. Send resumes to Jim
Grimes, General Manager, PO Box 123, Rockford, IL
61105. EOE M/F.

SITUATIONS WANTED MANAGEMENT

15 year veteran broadcast-cable specialist seeks
new challenges for 1994 and beyond. Hands-on (7}
new-launch TV station track recerd combines with
successful cable act works as consultant to 6 net-
work affiliates to make me a rare, valuable and pro-
duction addition o your team. Victor Fredericks 407-
574-0305.

SITUATIONS WANTED NEWS

Emmy winning film and video (lkegami HLV-55)
crew based in Florida and the Caribbean: News,
sports, documentary, maritime and underwater.
813-645-6331.

Tri-lingual British newshoundess/TV reporter
looking for growth opportunity. Broadcast
Journalism degree. Ready and willing to relocate.
617-773-8223.
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ENG photographet/editor: Young, well rounded,
highly motivated, seeking news/sports reporting
position al small/medium market station. Can do it
alll Opportunity importani, not localion. Contact
Ben Becker 202-362-3623.

SITUATIONS WANTED ANNOUNCERS

Calling all voice talent scouts! Looking for that
“distinct” voice? Please call 617-298-3437 for a
sample tape and resume.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Take advantage of a recent college graduate will-
ing to go the distance for your production company!
Interested in all technical aspects of corporate
video; familiar with Betacarm and 3/4 formats; will-
ing to work long hours and will relocate. How could
you go wrong? | have the potential, need the
opportunity. Call Brad at 410-268-6059.

MISCELLANEOUS

Career Videos: Our broadcast professionals pre-
pare your personalized resume tape. Unique for-
mat, excellent rates, job search assistance, proven
success. 708-272-2917.

TV news journalists! Looking for that job? Then
our up-to-date News Station Director is a ‘must’,
Get your copy. Send $29 check to: C...Marketing
Works, 18 Lisa Dr., Ste. B, Nashua, NH 03062, or
call 603-888-6788.

ALLIED FIELDS

HELP WANTED INSTRUCTION

Assistant professor: Tenure track. M.A. required,
Ph.D. or near preferred. Professional experience in
video production and university level teaching
desired. Successful candidate will teach courses in
studio production, ENG/EFP and editing, and
directing. Must demonstrate commitment to quality
teaching and engage in researchicreative activity.
Applications received before February 18 will re-
ceive priority consideration. Send resume and three
letters of recommendation to: Joe Hall, Schoo! of
Communication, the University of Central Florida,
Orlando, FL 32816. The university is an EEO/affir-
mative action employer.

Assistant professor, tenure-track: Candidate will
teach core course in broadcast news writing and re-
porting and other courses in broadcast journalism as
needed. Master's degree required, doctorate pre-
ferred. Significant professional experience in broad-
cast journalism required. Send application letter,
names, addresses and telephone number of three
references, and vita by March 15 to Dr. Maureen
Nemecek, Chair, Personnel Committee, School of
Journalism and Broadcasting, Oklahoma State Uni-
versity, Stillwater, OK 74078. OSU is an EEQ/AA
employer. Women and minorities are encouraged to

apply.

Middle Tennessee State University seeks a
tenure-track assistant/associate professor to develop
and teach courses in radioftelevision news and relat-
ed areas. Ph.D. (ABD considered) OR equivalent
media experience required. (Position Number
144140). Salary commensurate with background and
experience. Appointment effective August, 1994. The
department is especially interested in developing
radio newsftalk and/or sports reporting courses.
Review of applications will begin February 15, 1994
and continue until the position is filled. Applicants
should submit letter of intent referencing the position
number, college transcripts, proof of eligibility for
employment, current CV and three references to: Dr.
Albent Moffett, Search Committee, MTSU Box 58,
Murfreesboro, TN 37132. MTSU is an equal opportu-
nity affirmative action employer.

Assistant Prolessor, Mass Communications:
Teach full time in broadcast journalism, intermediate
TV production and introduction to mass communica-
lion. Co-curricular work wilt be assigned by chair and
division head. Terminal degree preferred. Must have
a master's degree and 18 hours in teaching field;
professional experience in broadcast journalism and
production of electronic news, and excellence in col-
lege teaching experience preferred. Application
deadline is April 1, 1994, Apply o Dr. Charles C.
Harbour, University of Montevallo, Communication
Arts, Station 6210, Montevalio, Al. 35115. Individuals
with disabifities who require a reasonable accommo-
dation in order io respond to this announcement
and/or participate in the application process are
encouraged 1o contact the Office of Personnel
Services at 205-665-6055 for assistance. The
University of Montevallo is an affirmative action/equal
opportunity institution.

Journalism educators: The UW-River Falls depart-
ment of journalism seeks applicants for two positions
in its ACEJMC-accredited program, beginning wilh
Fall semester, 1994-95: Broadcast journalism:
Tenure-track position teaching courses in radio/tele-
vision news and production, broadcast writing, man-
agement. Prefer additional ability in media history,
corporate television or print reporting. Strong profes-
sional experience necessary. MA required. Phd pre-
ferred. Position also involves supervision of student
electronic media (radio station and television news
program). #94-18. Lecturer: One year appointment
to teach courses in media writing, print reporting and
magazine writing. Three-quarters time. Media experi-
ence required. MA preferred, BA required. #94-19.
Both positions begin August 22, 1994. Letter of appli-
cation, vita and at least three letters of reference by
March 15, 1994 to: Chair, Search and Screen
Committee, Journalism Department, UW-River Falls,
River Falls, Wi 54022. Please indicate for which posi-
tion you are applying. AA/EEC. Women and minori-
ties especially encouraged to apply.

Assistant Professor, Speech & Theatre: Teach full
lime in speech & theatre content and design/super-
vise execution of costumes for the university theatre.
Appropriate co-curricular work will be assigned by
chair. Terminal degree preferred. Must have a mas-
ter's degree and 18 hours in teaching field; college
leaching and costume expertise is required.
Application deadline is April 1, 1994. Apply to Dr.
Charles C. Harbour, University of Montevallo,
Communication Arts, Station 6210, Montevallo, AL
35115, Individuals with disabilities who require a rea-
sonable accommodation in order to respond to this
announcement and/or padicipate in the application
process are encouraged 1o contact the Office of
Personnel Services at 205-665-6055 for assistance.
The University of Montevallo is an affirmative
action/equal opportunity institution.

HELP WANTED RESEARCH

Radio research: Reputable radic research firm
seeking radio research analyst for immediate open-
ing. Minimum 5 years radio research experience at
a radio station, group or research firm. Research-
relaled degree and hands-on radio experience pre-
ferred. Must relocate. Reply to Box B-12. ECE.

HELP WANTED ADMINISTRATIVE

Director/School of Journalism: The School of
Journalism at the University of Southern California
is seeking applications and nominations for a new
director 1o be appointed beginning August 1, 1994.
The candidate should have as many of the follow-
ing attributes as possible: A distinguished record of
achievement in journalism and the qualifications
immediately to become a tenured professor on the
School of Journalism faculty, an advanced degree;
and exiensive experience in higher education. The
duties of the director wiil include budget administra-
tion and fund-raising efforts. We seek a candidate
who understands and appreciates the technologi-
cal changes facing journalism and is able to help
the faculty integrate those changes into the curricu-

entore | o e et e et |

lum. The new director will appreciate the need for
professional accomplishment as well as research
and scholarship by our faculty. We also seek a
candidate with the ability to represent the School al
all levels of the university and with a strong interest
in developing interdisciplinary programs. The can-
didate will have the enthusiasm to represent the
School in national and international media organi-
zations and throughout the School's various con-
stituencies. The School has 420 undergraduates
and 75 graduate students. The Schocl offers
undergraduate and graduate sequences in print,
broadcast and public relations. The school includes
the Center for International Journalism and semes-
ters abroad. USC is an equal opporunity, affirma-
tive action employer. Nominations or applications
with resumes may be sent in confidence to:
Professor Sherrie Mazingo, Chair, Search
Committee, School of Journalism, University of
Southern California, Los Angeles, CA 90089-1695.
213-740-3916.

HELP WANTED MANAGEMENT

Sales managers/sales reps/franchise owners:
Fast growing direct mail division of Cox
Enterprises, inc. has openings for sales managers,
sales reps and/or franchise owners in various mar-
kets. 25 year old national company. Send resume
and letter indicating interest to: Joe Bourdow,
Exec. VP, Val-Pak Direct Marketing Systems, Inc.,
8605 Largo Lakes Drive, Largo, FLL 34643. Offering
of franchises is made by prospectus only. EOE.

Indiana High Education Telecommunication
System (IHETS): IHETS is recruiting for a new
position in program services and has re-opened
the search for director of the operations and devel-
opment division. Comptete job descriptions and
position requirements can be obtained from
gopher.ind.net. An EQ/AA employer, IHETS
encourages applications from afl qualified candi-
dates. Director of system operations and develop-
ment. Will develop and implement innovative dis-
tance education network services and applications
in a rapid growth environment. Responsible for all
aspects of information technology and administra-
tive systems, including coordination and planning
for the interinstitutional electronic communications
environment and ongoing implementation of new
technology applications using satellite and comput-
er-based technologies. Candidates must possess a
bachelor's degree and substantial experience in an
information technology related position with at least
10 years direct participation, 5 of which must have
been in a management capacity. Significant infor-
mation technology experience, preferably in higher
education or other complex institution.
Demonstrated ability to work with people.
Knowledge of video and computer networking tech-
notogies. Graduate degree in a related field and 10
years or more experience in the information tech-
nology environment, 7 or more supervisory pre-
ferred. Deadline for applications is March 1, 1994;
applications will be reviewed until the position is
filled. Send letters of application, resume, and 3
references to Dean Dale Dowden, Chair, Search &
Screen Committee, 957 W. Michigan St.,
Indianapolis, IN 46202-5184. EOE.

HELP WANTED NEWS

Internships: Spend six months interning with crack
professional journalists in lllinois Statehouse press-
room in Sangamon State University’s one-year MA
Public Affairs Reporting program. Tuition waivers,
$3,000 stipends during internship. Appfications due
April 1. Contact: Charles Wheeler, PAC 426, SSU,
Springfield, IL 62794-9243. 217-786-6535. EOE.

FINANCIAL SERVICES

Lease purchase option: Refinance existing equip-
ment, lease purchase new equipment, no down
payment, user friendly. Carpenter & Associates,
800-760-4020.

Broadcasting & Cable Feb 141994

53



e C LA S S | ] E DS

EDUCATIONAL SERVICES

Eckhert, ESP.

On-camera coaching: Sharpen TV reporting and
ancharing/teleprompter skills. Produce quality demo
tapes. Resumes. Critiquing. Private lessons with for-
mer ABC News correspondent. 914-937-1718. Julie

EMPLOYMENT SERVICES

list.

Government jobs $16,040-$59,230/yr. Now hiring.
Call 1-805-962-8000 ext. B-7833 for current federal

WANTED TO BUY EQUIPMENT

Betacam SP’s. Call Carpel Video 301-694-3500.

Used videotape: Cash for 3/4” SP, M2-90’s,

FOR SALE EQUIPMENT

884-0888, Fax 215-884-0738.

4531.

Network, NY at 212-456-4904.

2210.

877-2210.

for a catalog. 800-238-4300.

AM and FM transmitters, used, excetient condition,
tuned and tested your frequency. Guaranieed.
Financing available. Transcom. 800-441-8454, 215-

Broadcast equipment {used): AM/FM transmitters,
RPU's, STL's antennas, consoles, processing, turnta-
bles, automation, tape equipmeni, monitors etc.
Continental Communications, 3227 Magnalia, St.
Louis, MO 63118. 314-664-4497. Fax 314-664-9427.

Refurbished transmission line, 20 ft. sections of 6-
1/8", 75 ohm, EIA flange. 40 sections available @
$500.00 each (hangers available). Call 904-796-

Studio camera chains: lkegami HK-312D/E Multi-
core and Triax cameras using 30mm XQ1410
Plumbicons with full servo lenses (Canon 14 x 12.5,
18 x 16; Fujinon 28 x 15, 17 x 16.5, 16 x 17, MCU,
CCU). Mobile unit: 1979 Barth mobile video unit with
(4) Ikegami HD-79 cameras, Ward-Beck audio/IFB
system, GVG 1600-1L switcher, gasoline powered 32
ft LOA, 21,000 Ibs. Contact: Jim Richards, ABC-TV

Satellite uplink vehicle: 2.4 meter, RS offset,
phase combined MCL, 300 watt TWTA, redundant
exciters, 20 kw generator and much more! 508-877-

G.l. Videocipher 1l Plus: Single Thread Encoder
with custom cases, One year old, Ready to go! 508-

Lowest prices on videotape! Since 1979 we have
been beating the high cost of videatape. Call Carpel

CABLE

HELP WANTED MARKETING

RADIO
HELP WANTED SYNDICATORS

RADIOQO SYNDICATION SALES

Ground-floor opportunity with growing syndicator
representing programming in every formai.
Build your own account base.

Need good "cold caller” who can “close".
Paid Travel. Liberal Commission Structure
Relocation Not Necessary.

Send resume to: Syndication Services
P.O. Box 93421
Atflama, GA 30318 EOE.

LEASED TIME PROGRAMING

PRIME RADIO TIME AVAILABLE
FOR LEASE ON WEEKENDS
ROCKLAND COUNTY, N.Y.. UPPER WESTCHESTER.
N. BERGEN & NATIONWIDE SATELLITE

VERY COMPETITIVE RATES!

CALL: 212/769-1925 1-800-628-TALK
FAX: 212/799-4195

SITUATIONS WANTED ANNOUNCERS

FREE!

(Almost)
Recently relired award winning NFL PBP-Excels in all
sports broadcasting, fociball, baseball, basketball. talk,
hackey, soccer—full or part lime, terms negoliable.
Professional or major college. Radio or TV. A worka-

halic!
305-892-9768

SITUATIONS WANTED MANAGEMENT

Interim Available

By the Day, Week, or Month: former turn-
around GM with 15 years radio experience,
including Nashville market, available for
short, medium, or long-term sales and/or
management consulting. Can serve on
interim basis until replacement hired if
desired. Current principal in Growth
Consultants of America-Nashville since
1987 in relationship-selling and promotion,
customer/employee retention, recruiting.

John Haggard (800) 230-0550

Congress #3000, Austin, TX 78701. EOE M/F/D/V.

Director of marketing: Corp. office of Prime Cable in
Austin, Texas, seeks directar-level individual 1o pro-
vide support to cable systems in subscriber communi-
cations, retention marketing, PPV, telemarketing and
programing. Requires 5+ yrs cable marketing manage-
ment exp. within a large urban system, or in a regional
or corporate environment; strong track record with
proven results and college degree. Interested candi-
dates may forward resumes indicating current earm-
ings to: Human Resources, Prime Cable, 600

NEED HELP? 4
GRAB THE LINE

Call our lifeline.
It’s toll-free.

THE VOICE OF HOPE TAIIDIA’

1-800-572-1717 s oo

PROGRAMING SERVICES

SR s ete
OF HISPANIC RADIO STATIONS
Coming in March with 50 corres-
pondents worldwide, UPS unidad
de Prensa via Satelite. The most
exciting new hispanic satellite
news & music service. Varied pro-
gramming for each region. Serving
the U.S. and the carribean. To join
our service call today. Record
companies interested in sen-ding
promotional material or records
please cali for information or write
to the address below .
14{305) 649-8804
4150 NW 7th St., Suite 207
Miami, Florida 33126

CABLE
HELP WANTED SALES

CABLE
ADVERTISING
ACCOUNT EXECUTIVE

Chicago Cable Company is looking for a
seasoned radio or newspaper sales rep
to assume major list. Minimum 2 years
sales experience required. We offer
great earnings potential. Send resume
in confidence by 2/27/94.

Reply to Box B-21
eoe/m/f/dv

HELP WANTED PROGRAMING
PROMOTION & OTHERS

PRODUCER - SUNDAY JOURNAL

C-Span is seeking a producer o oversee the
on-going production of a live, multi-faceted sig-
nature program airing Sundays which comple-
ments as well as competes with the public
affairs programing on other networks. Five
years related experience required with supervi-
sory skills preferred. Knowledge of public
affairs and its key players in addition to proven
editorial judgment a must. Send resume and
salary requirement to:
C-SPAN,
Human Resources/BC,
400 North Capitol Street NW, Suite 650,
Washington, DC 20001
EOE.

PROMOTIONS
DIRECTOR

Nation’s first 24-hour regional cable
news operation is seeking a creative,
hands-on professional to run our
small, award-winning Promotions
Department. A minimum of two years
of relevant experience, excellent pro-
duction and writing abilities, and
demonstrated PR sKills are required;
knowledge of radio and print produc-
tion and familiarity with sales promo-
tion helpful. For confidential consider-
ation, please send resume and tape to:

Patrick Dolan
News Director
News 12 Long Island
1 Media Crossways
Woodbury, NY 11797

An equal opportunily employer

SITUATIONS WANTED NEWS

HIRE A POLK WINNER
Proven Excellence in Investigative Repaing
and Series/Documentary Proguction.

A can do... team player. Inlerest in investigations
and special projects production. Can have an
immaediate impact on your markel and
make a quality difference to your product.
Reply to Box T-17
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HELP WANTED PROGRAMING, PROMOTION & OTHERS

HELP WANTED NEWS

NEWSWRITER/PRODUCER
KGO-TV is seeking a newswriter for a daily
newscast. Candidates should have a minimum
of 3-5 years newswriting experience in a major
market with prior producer experience pre-
ferred. Application deadline is February 18,
1894. Please send resume and cover letter to:

KGO-TV Personnel
900 Front Street
San Francisco, CA 84111
EOE

NEWSWRITER/PRODUCER
KGO-TV is seeking a newswriter to
research, set-up, write and produce in-
depth, long form, issue oriented news
stories for the 8pm newscast. Ability to
generate original story ideas is a must.
Candidate should have a minimum of 3-
5 years of experience in segment pro-
ducing in a major market news opera-
tion. Experience in field producing for
special events coverage is preferred.
Application deadline is February 18,
1984. EOE. Please send resume and
cover letter to:

KGO-TV Personnel

900 Front Street

San Francisco, CA 94111
EOE

PUBLIC NOTICE

The National

Data 5] -:"%?
Broadcasting
Committee (NDBC)

N4B
BROADCASTERS

announces that it has issued a Request for Pro-
posal (RFP) for interested parties to submit pro-
posals for high-speed data broadcasting sys-
tems using the NTSC television service as a
delivery medium to be considered for evaluation
and eventual adoption as a voluntary national
technical standard for databroadcasting. Dead-
line for submission of proposals is May 2, 1994.
The NDBC is a joint committee of the National
Associationof Broadcasters{NAB)andthe Elec-
fronic Industries Association (EIA).

For a copy of the RFP or further information:

National Association of Broadcastiers
Science and Technology Department
1771 NSt N.W.
Washington, D.C. 20036-2891
202-429-5346 » Fax: 202-775-4981

ditional language. Travel is a pos:

environment a must. For consideration pl

SALES TRAINING

LEARN TO SELL
TV TIME
Call for FREE Info Packet
ANTONELLI MEDIA
TRAINING CENTER
(212) 206-8063

ALLIED FIELDS
EMPLOYMENT SERVICES

TV JOBS VIA SATELLITE
Entry Level to Major Market
—High impact = High Visibility

Talem
A [jnk Incorporated

1= 800« 766 » 3331

BEGINNING A TV NEWS CAREER?
PROVISION

Get an edge!

Now offering performance coaching and demo
tape production for news, weather and sports
anchors/reporters.
phone: 408-446-3323

CLOSING DATES
HAVE CHANGED

Deadline for submitting classified ads
is now Monday at 9:00 a.m EST for the
foliowing Monday’s issue

EMPLOYMENT SERVICES CONTINUED

1-900-40-RTNDA

RTNDA Job Service

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

Radlo-Television News Direclors Association
%l ) 1000 Conneclicul Ave., N.W.. Suile 615
|, Washington, 0.C. 20038

Updated Daily

| california Broadcast Job Bank
I For application information call

(916) 444-2237
I California Broadcasters Association

bon ow o o v o ow o ow o o

TAAIRT AT Fa A o
cJULADE TIUS I NTL
Tz b Openin (i} ez

Press[1] Radio jobs, updated daily

Television jobs, updated daily
[3] Hear "Talking Resumés”
[E] To record “Talking Resumés” and
employers to record job openings
&) Entry level positions

1-900-726-J0BS

5144 Per Minine =

« Cable & Broadcast TV, Film...
2x/month, 6 issues/$35, 12/$60, 22/$35,

Subscribe today. Send check/MO to:

ENTERTAINMENT EMPLOYMENT JOURNAL™
Dept. 550, 7095 Hollywood Bl. #815
Hollywood, CA 90028
For more info call: (800)335-4335
In CA: (213)969-8500

JOB OPPORTUNITIES NATIONALLY
« Professional, Technical & Production
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EMPLOYMENT SERVICES CONTINUED

The only service specializing in media!
Innovative (emporary
stafling solutions for ,

A Sales

A Promations

a Traffic

a Research

A Engineering

A Sales assistants

A TEMPS,INC™ 4

Chicago - New York « {800} 556-5550

IIIIIIXIIIIIIIIII

‘} Media
& Grapevine

3 Television Jobs.
3~ Jobs In Large & Small Markets.

" Inexpensive And Reliable.
To stort subscriction today call
1-602-745-1997
$6951issue $19.954 issues  $39.95 12 issues

o sand check to:  Media Grapevine
4702 E. Broadway Suite 110-263 Tucson, AZ 85711
1 Specity TV ¢

e

For jobs via the phene call

1-900-787-7800

Avsigge ol 23 men A Co 1585 $1.99 per min
Mus! have & 1 nemm \Byamuuue: pet

IIIIIIIIIIIIXIIII

) 9 6 0 8 0008 868 6608 4

FOR SALE STATIONS

&‘IIIIIIIIIIIIIIJ

W. John Grandy

BROADCASTING BROKER

117 Country Club Drive
. San Luis Obispo, CA 93301
Phone: (805) 541-1900
Fax: (805) 541-1906

e

MILLER ¢S
ASSOCIATES

(800) 632-2757
R Class A Combo $950K Terms
Class C1 Combo $925K Terms
Class B Upgrade $500K Cash
Class B1 Combo $600K Terms
Class C1 Regional $425K Terms
Class A Combo  $325K Terms

AtRAB/Dallas.
Contact via Anatole Hotel
or call for appointment.

BARRY
SKIDELSKY

Attorney at Law

655 Madison Ave, 19th Floor
New York, NY 10021
(212)832-4800

The Industry’s lawyer,

FOR SALE STATIONS CONTINUED HELP WANTED NEWS

The leading trade magazine covering
the TV and radio industry has an open-
ing at its New York office for a reporter.
Knowledge of the advertising/marketing
business, and/or radio business is a
plus for any interested candidate.
Broadcasting & Cable is an equal
opportunity employer. Please send

REDUCED FOR QUICK SALE!

FM/AM founder retiring after 20 years. Extraordinary
FM SIGNAL in NYS University town/Resort Mkt
$650,000 (terms) Ohio FM {only slation in cily) in expand-
ing MKT. Owners exiting radia. Buyer enjoys new. eslab-
lished FM $500.000 plus real estate & terms. Call Ron
Hickman 201-572-5232
HICKMAN ASSOCIATES
28 Manor Drive, Newton, NJ 07860

resume, clips and salary history to:

Successful AM-FM Combo in fast-growing
Arizona market. ldeal climate. Strong econ-
omy. State the art facilities. Valuable real
estate. Excellent billing. Selling due to
death of partner. $750K Principals only,
write to Mr. Dehnert: P.O. Box 187,
Cottonwood, Arizona 86326

245 West 17th St.,
New York, NY 10011

BROADCASTING & CABLE’S
CLASSIFIED RATES

All orders to place classified ads & all correspondence pertaining to this section should be sent to
BROADCASTING & CABLE, Classified Department, 1705 DeSales 5t.., N.W. Washington, DC
20036. For information call (202} 659-2340 and ask for Milzi Miller.

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

New Deadline is Monday at 9:00am Eastern Time for the following Monday's issue. Earlier deadlines
apply for issues published during a week containing a legal holiday. A special notice announcing the
earlier deadline will be published. Orders, changes, and/or cancellations must be submitled in writing.
NO TELEPHONE ORDERS, CHANGES, AND/OR CANCELLATIONS WILL BE ACCEPTED.

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

The publisher is not responsible for errors in prinling due to illegible copy—all copy must be clearly
typed or printed. Any and all errors must be reporled 1o the Classified Advertising Department within 7
days of publication date. No credits or make goods will be made on errors which do not materially
affect the advertisement. Publisher reserves the right to alter classified copy to conform with the pro-
visions of Title V1Y of the Civil Rights Act of 1964, as amended. Publisher reserves the right to abbrevi-
ate, alter or reject any copy.

Rates: Classified listings (non-display). Per issue: Help Wanted: $1.70 per word, $34 weekly mini-
mum. Situations Wanted: 85¢ per word, $17 weekly minimum. All other classifications: $1.70 per
word, $34 weekly minimum,

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

Rates: Classified display {minimum 1 inch, upward in half inch increments). Per issue: Help Wanted:
$148 per inch. Situations Wanted: $74 per inch. For Sale Stations, Wanted To Buy Stations, Public
Notice & Business Opporlunities advertising require display space. Agency commission only on dis-
play space (when camera-ready art is provided). Frequency rates available.

Blind Box Service: (In addition to basic advertising costs) Situations Wanted: No charge. All other
classificalions: $20 per issue. The charge for the blind box service applies to advertisers running list-
ings and display ads. Each advertisement must have a separate box number. BROADCASTING &
CABLE will now forward tapes, but will not forward transcripts, portfolios, writing samples, or other
oversized materials; such are returned to sender. Do not use folders, binders or the like. Replies to
ads with Blind Box numbers should be addressed lo: Box (letter & number), c/o Broadcasting &
Cable, 1705 DeSales St., N.W., Washington, DC 20036.

Confidential Service. To protect your identity seal your reply in an envelope addressed to the box
number. In a separate note list the companies and subsidiaries you do not want your reply to reach.
Then, enclose both in a second envelope addressed to CONFIDENTIAL SERVICE, Broadcasting &
Cable Magazine, at the agdress above.

For subscription information
call 1-800-554-5729.
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Turkish pay TV

comimes from page 36

plans. Aksoy hopes to have between
100,000 and 150,000 subscribers
within the first year. Cine 5 is also in
negotiation with the government to
gain cable access. Cine 5 has four
transponders reserved on the delayed
Turksat bird and expects to offer a
direct-to-home service with more

into orbit this swnmer.

Although currently 100% owned
by Aksoy. equity investment in the
service remains a possibility for one
or more of the studio programing part-
ners. “For us it’s simply a good licens-
ing deal,” said MGM’s Gary Marenzi
of what he termed the “pay TV feed-
ing frenzy™ in Turkey.

The pitched battle between start-up
channels in new markets such as

niche channels once the satellite goes | Turkey is indicative of the pace of

development in some emerging mar-
kets., Yet while MGM is confident
about 1ts Turkish move, Marenzi
remains cautious about leaping into
such markets. Having hung back from
any output deals with new Czech ser-
vice TV NOVA (see story, page 36),
Marenzi is concerned about maintain-
ing the value of U.S. films in interna-
tronal markets. “I'm against rushing
into a market too soon and setting the
prices too low,” he says. |

Valenti looks to mend fences in Monte Carlo

By Meredith Amdur

the Monte Carlo TV programing

market last week, MPAA head Jack
Valenti offered a peace pipe to Europe’s
production cominunity.

After months of bitter wrangling
over GATT and European cultural
quotas, Hollywood’s pre-eminent tob-
byist told a press conference gather-
ing that, while conceding defeat on
the GATT exclusion of film and TV
product, he believed the pending com-
munications revolution would render
national restrictions obsolete, “Great
new opportunities will open up, and
the individual viewers in Europe,
Asia, Latin America and the U.S. will
be the beneficiaries,” he said.

While dazzling his audience with
the scope of the digital future, Valenti
remained cauttous on the highly sen-
sitive issue of European program quo-
tas on U.S. programing. I just don’t
believe that in the future quotas will
work,” he said. Instead, he beckoned
Europe’s film producers to market
more heavily in the U.S., carving out
their own lucrative niche in a market
that will be increasingly hungry for
high-quality product. Valenti suggest-
ed that rather than fight the market
with quotas and subsidies, France
should consider investing in U.S. the-
ater chains and studios.

Some studio executives quietly
conceded that the MPAA’s persistent
championing of a free TV market may
have done as much harm as good 1o
their relations with European network
buyers. One senior executive told
BROADCASTING & CABLE that the best
strategy for the future should be to
continue behind-the-scenes diploma-
cy and work to support those Euro-
pean broadcasters most hurt by the

I n a much-heralded appearance at

quotas, such as TF1.

In a charged political atmosphere,
Valenti has become a lightning rod for
French resentment of what is per-
ceived as U.S. cultural imperialism.
Yet Valenti ardently defended his
position. “We’re not dictating any-
thing; all we want to do is make prod-
uct that people want to see,” he told
BROADCASTING & CaBLE. Now that the
GATT battle is lost, Valenti says he

will turn his attention to other battles,
particularly those involving copyright
violations and rampant piracy in new
markets. “In Russia and China there
is no legitimate business...it’s total
anarchy with regard to intellectual
property,” said Valenti, who says he
will keep out of Murdoch’s battle
with the Chinese government over
that government’s current ban on
home satellite dishes. |

Program packager formed

Marvin Koslow

Veteran New York advertising and television production executives Marvin' |
Koslow and Merrill Grant have formed & TV series packaging agency
designed to place series or special programing on broadcast and cable net- -
works for major corporate advertisers. Koslow, a former president of Bristel
Meyers Squibb Co.’s consumer group worldwide division, and Grant, most
recently chairman/CEQ of Reeves Entertainment, founded Koslow-Grant
Associates following a charter-retainer from Clairol to develop:a series of
“fashion-related” specials for network broadcast in 1994. “Basically; we go
to a marketer or advertiser and present research data that gives them the
insight to the marketing oppertunities that exist with television programing
and how we can translate this on creative terms,” Grant says. “We then
work with the marketing, advertising and Hoflywood' agencies to get the
programing into a suitable time period.”

e
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OWNERSHIP CHANGES

Granted

WBMG(TV) Birmingham, AL; WNLS{AM)-
WTNT(FM) Tallahassee, FL; KWLC{AM)-
KFMW(FM) Waterloo, 1A; WTVQ-TV Lex-
ington, KY; KALB-TV Alexandria, LA;
KJJO-AM-FM St. Louis Park, MN; WNCT-
AM-FM-TV Greenville, NC; WPAT-AM-FM
Paterson, NJ; WHEN-AM-FM Syracuse
and WUTR(TV) Utica, both New York;
KWJJ-AM-FM Portland, OR; WNAX-AM-
FM Yankton, SD; WDEF-AM-FM-TV Chat-
tancoga and WJHL-TV Johnson City, both
Tennessee; WTVR-AM-FM-TV Richmond
and WSLS-TV Roanoke, both Virginia;
KEZX-AM-FM Seattle (WBMG: BTCCT
940110KK; WNLS: BTC940110LP; WTNT:
BTCH940110LQ; KWLO: BTC940110LM;
KFMW: BTCHS40110LN; WTVQ-TV: BTCCT
940110L0; KALB-TV: BTCCT340110LR;
KJJO(AM): BTC940110KO; KJJO-FM:
BTCH940110KP; WNCT{AM): BTC940110
Kl; WNCT-FM: BTCH940110KJ; WNCT-TV:
BTCCT940110KG; WPAT(AM): BTC940110
LK; WPAT-FM: BTCHS40110LL; WHEN
(AM): BTC940110KU; WHEN-FM BTCH
940110KV; WUTR: BTCCT940110KW,;
KWJJ(AM): BTC940110KM; KWJJ-FM:
BTCH940110KN; WNAX(AM): BTC940110
KQ; WNAX-FM: BTCH940110 KR; WDEF
(AM): BTC940110LA; WDEF-FM: BTCH
940110LB; WDEF-TV: BTCCT940110KY;

Abbreviations: alt.—alternate; ann.—announced; ant.—
antenna; aur.—avral; aux.—auxiliary; ch.—channel, CH-
critical hours; chg.—change; CP—construction permit;
D-day;DA~directional antenna; Doc.—Docket; ERP—
effective radiated power; Freq.—frequency; H&VY—hori-
zontal and verlical; khz—kilohertz; kw-kitowalts; lic.—
license;m-metsrs; mhz—megahertz; mi.—miles; mod.—
modification; MP-modification permil; ML—modification
license; N-night;, PSA-presuniise service authority;
pwr.—power; RC—remcte control; SH-specified hours;
SL-studio location; TL-transmitter location; frans.—
transmitter; TPO-transmitter power outpul; U or
unl.—unlimited hours; vis.—visual, w—watts; *—noncom-
mercial. One meler equals 3.28 feet.

WJHL-TV: BTCCT 940110LC; WTVR(AM):
BTC940110LF; WTVR-FM; BTCH940110
LG; WTVR-TV: BTCCT940110LH; WSLS-
TV: BTCCT940110LH; KEZX{AM). BTC
940110LJ; KEZX-FM: BTCH940110LI}—
Action Jan. 27.

KOLD-TV Tucson, AZ; WSAV-TV Savan-
nah, GA; WJTV(TV) Jackson and WHLT
(TV) Hattiesburg, both Mississippi;
WECT(TV) Wilmington, NC; WKEF(TV)
Dayton, Ohio; KSFY-TV Sioux Falls,
KABY-TV Aberdeen and KPRY-TV Pierre,
all South Dakota (KOLD-TV:
BTCCT940120KE; WSAV-TV: BTCCTS94120
KI;, WJTV: BTCCT940120KK; WHLT:
BTCCT940120KL; WECT: BTCCT940120
KJ; WKEF: BTCCT940119KJ; KSFY-TV:
BTCCT940120KF; KABY-TV:. BTCCT
940120KG; KPRY-TV: BTCCT840120
KH)-Action Jan. 31.

KQBR(FM) Davis, CA (BALH931115

GG)~Action Jan. 31.

KRBK-TV Sacramento, CA (BALCT
940105KF)—Action Jan. 18.

KRCA(TV) Riverside,
940111KQ)—Action Jan. 26.

WQNF(FM) Valley Station, KY (BAPH
940121GH)—Action Jan. 27.

KLKL-FM Benton, LA (BALH931112
GF)—-Action Jan. 28.

KEEL{AM)-KITT-FM Shreveport, LA (AM:
BAL931110EC; FM: BALH931110ED)
—Action Jan. 28.

WCCY(AM)-WOLF-FM Houghton, Ml (AM:
BALG31203GE; FM: BALH931203GF)
—Action Jan. 26.

KMRS(AM)-KKOK-FM Morris, MN (AM:
BTC931124EA; FM: BTCH931124EB)
—Action Jan. 26.

KHKR-AM-FM East Helena, MT (AM:
BAL920601EA; FM. BAPHS20601GV)
—Action Jan. 26.

WRDC(TV) Durham, NC (BTCCT931130KL)
—Action Jan. 27.

KOLO-TV Reno (BALCT830924KI)-Action
Jan. 26.

WKEF-TV Dayton, OH (BTCCT940119K.J)
—Action Jan. 31.

CA (BTCCT

SERVICES

BROADCAST DATABASE

[

dataworld

MAPS
Coverage/Terrain Shadowing
Allocation Studies - Direclories
P.O. Box 30730 301-652-8822
Bethesda, MD 20814  B00-368-5754

i)

? - i =
- 5 1§
BROADCANT DATR BRYICRS
A Div. of Moffer, Larsun & Johnson, Ine
© AM, FM, TV, H-group databases
* Coverage, allocation and terain studies
* FCC research

703 824-5666 FAX: 703 824-5672

c UNICATIONS INC

* Radio and Television System Design
* Transmitter and Studio Instellation
* Microwave and Satellite
Engineering and Instaliation
627 Boulevard J

@ sfahﬂess, inec.

New Towars, Antenna Structures
Engineering étudlaa, Modifications
inspections, Erection, Appraisais
North Wales, PA 1
215 699-4871 FAX 595-9597

Shoolbred Engi?eers, Inc.

trucrural Consulianss

Towers and Antenna Structures
Robert A. Shoolbred, PE.

1049 Morrison Drrive
Charleston, $.C. 29403 » (803 577-448)

@ &RJ&CATIONS. Inc.

BF DESIGN & INSTALLATION SPECIALISTS
LARCAN SOLID STATE TRANSMITTERS
ALAN DICK ANTENNAS & COMBINERS
LEBLANC & ROYLE TOWER SYSTEMS
14440 CHERRY LANE CT. LAUREL MD 20707

TEL: 301-498-2200 FAX: 301-498-7952

808-245-4833  Kenllworth, NJ 07033
FOR WORLDWIDE
g IDB SATELLITE
TRANSMISSION
SERVICES CONTACT:
1IDB COMMUNICATIONS GROUP
10325 WEST WASHINGTON BLVD.
CULVER CITY, CA 90232-1922
213-870-9000 FAX: 213-240-3904

NATIONWIDE TOWER COMPANY

ERECTIONS - DISMANTLES - ANTENNA - RELAMP
ULTRASOUND - STRUCTURAL ANALYSIS - PAINT
NSPECTIONS - REGUY - ENGINEERING

P.0. BOX 130 POOLE, KY 424440130
PHONE {502) $33-6600 FAX (502) 533-0044
24 HOUR EMERGENCY SERYICE AYAILABLE

Broadcast Video Tape

Gredl Service « Excellent Prices

New Qualty Slock « Custom Reloods
BETACAM « U-MATIC » VHS

1-800-888-4451

DON'T BE A STRANGER

T Broadcasting & Cables 117 323 Headers
Cuanlay your Prolessional or Seeace Cata bee
1 will e seen by stalion and cable TV sysiom
Queirs ANd Jecision Makers

T 1968 Aeadershpy Sotvay showing 37 fenoues
pet copy
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BROADCASTING MAGAZINE
1705 DeSales St., N.W.
Washington, 0.C. 20036
tor availabilities
Phone: (202 659-2340

PROFESSIONAL/SERVICE
DIRECTORY RATES

52 weeks - $55 per insertion

26 weeks - $70 per insertion
13 weeks - $85 per insertion

Thers |8 a one Lime typesetting charge
of $20. Call (202} 659-2340.
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PROFESSIONAL CARDS

Consulting Telecommunications Engineers
Two Skyline Place, Suite 800
5203 Leesburg Pike
Falls Church, VA 22041
703-824-5660
FAX: 703-824-5672
MEMBER AFCCE.

CONSULTING ENGINEERS
Box 280068
San Francisco, California 94128
{415) 342-5200

HE (202} 396-5200

Member AFCCE

CONSULTING ENGINEERS
AM-FM-TV Engineering Consultants
Complele Tower and Rigging Services
"Serving the Broadeast Industry
Jor over 30 Years"

Box 807 Bath, Ohio 44210
(216) 659-4440

du Treil, Lundin & Rackley, Inc. =CARLT, JONES= LOHNES AND CULVER COHEN, DIPPELL AND
_ A Subsidisry of AD. Ring, P.C. CORPORATION CONSULTING RADIO ENGINEERS EVERIST, P.C.
240 North Washington Blvd. CONSULTING ENGINEERS 8309 Cherry Lane CONSULTING ENGINEERS
. Laurel, MD 20707-4830
(813) 366-2611 (703 ) 569-7704 09 2680111 "
MEMBER AFCCE MEMBER AFCCE Since 1944 Member AFCCE Member AFCCE
MLJ HAMMETT & EDI
Moffet, Larson & Johnson, Inc. SON, INC. CARL E. SMITH

Jules Cohen & Associates, P.C.
Consulting Electronics Engineers
Suite 600
1725 DeSales, N.W.
Washington, D.C. 20036
Telephone: {202) 659-3707
Telecopy: {202) 659-0360

Member AFCCE

E. Harold Munn, Jr.,
& Associates, Inc.
Broadcast Engineering Consuyltants
Box 220
Coldwater, Michigan 49036
Phone: 517—278-7339

Mullaney Engineering, Inc.
Consulting Telecommunications Englneers

9049 Shady Grove Court
Gaithersburg, MD 20877
301.921-0115

Member AFCCE

HATFIELD & DAWSON

CONSULTING ENGINEERS
4226 SIXTH AVE. NW.
SEATTLE, WASHINGTON 98107
(206) 783-9151; Facsimile: (206) 789-9834
WMEMBER AFCCE

F.W. HANNEL & ASSOCIATES
Registered Professional Engineers
911 Edward Street
Henry, Illinois 61537

(309) 364-3903
Fax (309) 364-3775

STRUCTURAL SYSTEMS
TECHNOLOGY, INC.
J. Cabot Goudy, P.E.
PRESIDENT
TOWERS, ANTENNAS, STRUCTURES
New Tall Towers, Existing Towers
Studies, Analysis. Design Modiflcalions,
inspections, Erection. Kte.

6867 Elm St., McLean, YA 22101(703) 156-9765

C.P. CROSSNO & ASSOCIATES
CONSULTING ENGINEERS

P.C. BOX 180312
DALLAS, TEXAS 75218
TELECOMMUNICATIONS (FCC, FAA)
CHARLES PAUL CRCSSNO, PE.
(214) 3219140 MEMBER AFCCE

JOHN F.X. BROWNE
& ASSOCIATES, PC.
525 Woodward Ave.
Bloomtield Hills, Ml 48013
(313) 6842-6226
Washington Office
(202) 293-2020
Member AFCCE

D.C. WILLIAMS, P.E.
Consulting Radio Engineer
Member AFCCE
Post Office Box 1888
Carson City, Nevada 89702

(702) 885-2400

OMMUNICATIONS TECHNOLOGIES INC.
BROADCAST ENGINEERING CONSULTARTS

Clarence M. Beverage
Laura M. Mizrahi

PO. Bos 1130, Marlon, NJ 08053
(609) 9850677 + FAX: (609) 985-8124

LAWRENCE L. MORTON
ASSOCIATES

1231 MESA OAKS LANE

MESA OAKS CALIFORNIA 93415

TECONMUNICATIONS ENGINEERS

LAWRENCE L. MORTON, P.E.
AM « FM o TV

APPLICATIONS = FIELD ENGINEERING
MEMBER AFCCE

(B05) 733-4275 / FAX (805) 733-4793

L I

STEVEN |. CROWLEY, P.E.
Consulting Engineer

1133 15th S, N.W,, Suite 1200
Washington D.C. 20005
Telephone (202) 223-1101

Fax (202) 223-0806

Member AFCCE

AFCCE
Asgsociation of
Federal Communications
Consulting Engineers
P.O. Box 19333
20th Sureet Station
Washinglon, DC 20036

(313) 642-6226

52 weeks - $55 per insertion
26 weeks - $70 per insertion
13 weeks - $85 per insertion

PROFESSIONAL/SERVICES DIRECTORY
NEW RATES, EFFECTIVE JANUARY 1, 1994
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Chairman’s reply

Editor: In the Jan. 3! issue of
BROADCASTING & CABLE, you report-
ed on my speech to the INTV/NATPE
convention on TV violence.
Your article was generally accurate in
its quotation of my speech, but dead
wrong in at least one respect. You
wrote that [ “expressed skepticism
about the so-called V-chip technolo-
gy” in an appearance on NBC’s
Today show.

In my interview with Katie Couric
I expressed not skepticism but admi-
ration for the creativity and vision of
Congressman Ed Markey’s V-chip
proposal.—Reed E. Hundt, chairman,
FCC, Washington.

Cut the fat

Editor: I've been in radio 34 years.
I'm age 52 and a radio sales promo-
tion consultant for small-market
radio stations. I have never written to
you before, but after I read where
National Association of Broadcasters
President Eddie Fritts gets an annual
salary of $410,000—double what the
President of the United States gets—I
damn near choked to death.

There is no way in hell Fritts is
worth $34,000 a month or $8,000 a
week or $1,600 a day. No way!
Something is wrong. NAB has a $25
million budget, but $7 millien of
that goes to administrative costs—
way too high. Someone should cut
the fat, big time.—Jerry Hennen,
president, Common Sense Radio
Co., St. Cloud, Minn.

International question

Editor: We are now in the middle of
the 1990s, a decade in which interna-
tional is the number-one word.

Viewers have been offered a pro-
liferation of “news’” magazines,
tabloids, talk shows and reality pro-
grams.

Where are the international maga-
zine shows? We should either start
giving viewers the information we
claim they need or stop repeating the
rhetoric about the new international
era.

Where are the book reviews?
Where are the consumer magazines?
The health magazines? The work
magazines? The education maga-

zines? The environmental maga-
zines?

Where is the regular, in-depth
information/editorial programing?
Does anyone want to remedy any of
these situations?—Dexter Slaughter,
Benton, Ky.

Canadian identity

Editor: Your Jan. 24 article,
“Producers walk fine line between
Canada and U.S.)” states that
Atlantis, along with several other
Canadian preducers, “grew up ser-
vicing U.S. producers and broad-
casters.” This is not true and creates
a false impression of our corporate
industry. We grew up initiating,
developing and producing TV pro-
jects that were licensed by Canadian
broadcasters. U.S. broadcasters
began to license those Atlantis pro-
jects. Soon we were initiating,
developing and producing programs
that were simultaneously pre-sold to
both Canadian and U.S. networks.
Almost invariably we retained inter-
national distribution rights to pro-
jects we produced through our dis-
tribution arm Atlantis Television
International {which later became
Atlantis Releasing).

Since its founding in 1978,
Atlantis has been involved in only a
couple of service productions out of
more than 65 productions. While
those service productions were
made with the same attention to cost
and quality as the rest of our shows,
they remain an atypical aspect of
Atlantis’s growth as a company.
—Jeremy Katz, vice president, pub-
licity, Atlantis Films Ltd., Toronio.

Help us help you
get your magazine
delivered on time

If you are now receiving
BroaDcAsTING & CaABLE via hand
delivery, your issue should
arrive before 8 a.m. each
Monday. If not, please call 800-
554-5729 prior to 9:45 a.m. for a
same-day replacement copy.

THIS WEEK

Fab. 13-17—Freedom Forum Media Studies
Center research and technalogy studies serinar,
Columbia University, New York. Contact; {212}
EE00.

Feb. 14—Nebraska Bmdﬂsm

annual state legisiative mesting and hall of fame
‘banquet. Cornhusker Hote, Lincoln, Na’a Gnmam:
Richard Palmauist, {408} 333 3034,
Feb, 16—National Academy of Telavision m
and Sclences, Washington chapter, hrgh-ﬁéch ™
toys semingr, WOOA-TV, Bethiesda, Md Contact
(301 587-3993,

Feh. 16— Wisconsin Broadmster-v .mmum
wirter convantion. Edgewater Hotel, Madison, Wis
Contact: John Lagbs, 503}255=260IJ

Feb. 17—Federal Communications arumm
mnrthly linchean. Washington Marriol, wmumr.
Canfact. (202) 736-9148,

FEBRUAH\' S
Feb 17-20—Radio ‘Bureau managing
sales conferance and examihnesympo&mm Loaws
Anatole Hotel, Dalfas. Contact: Gall Steffens, 800-
7227385,

Feh. 21 za—meauakas Emadcamucoimr-
;ncsmd axpa. Lansing, Mich. Contact: (517) 484~

444

Feb. 23-25--1994 Texas Cable Show. San Antonio
‘Convention Center, San Antonia, Tex, Gontact: (512} 474, :

2082 :
Feb. 25—Columbia Institute for Tsfe-:"
Information conference. Columbia Unluersnye_
New Yark, Contact: (2120854-4549;

MARCH

March 4—Deadline for entries for Radio-Marcury
Awards sponsored by Radio Creative Fund.
Contact: {212} 387-2156.
March 15—Deadline for entries for National Press
Club Awards In consumer jourmalism, diplomatic
and environmental reporting. Contact: Barbara
Vandegrift, (202) 662-7523,
March 18-21—Broadcast Education
Association Las Vegas. Contact: [202}42&5354
* March 21-24—National Association of
Broadcagters. |as Vegas. Conlact: (202} 429-5300,
March 24—National Association of Black
Owned Broadcasters 10th annual commiunica- -
tions awards dinner. Sheraton Washington,
Washinglon. Contact: Fred Brawn, (202} 463-

8970.

APRIL
April 6—International Radio and Tefevision
| Society Gold Medal Dinner. Waldorf-Astaria Hotel,
Mew York. Contact: (212) B67-5650.
. April 10-12—Cabletelavision Advertising
| Bureau. New York: Contact: (212) 781-7770,
¢ April 12—50th annual Radle and Televisien
| Correspondents’ Association dinner. Washington
- Hilton. Contact: Ivan Goldbarg, (202) 828-7016
April 12—'The Business of Enteriainment:
The Big Picture," conference sponsored by
Werthelm Schroder and Variety. Plerre Hotal,
New York, Contact:(212) 492-6532.
: * April 15-20—MIP-TV. Cannes, France. comam :
| (212] 689-4220,

MAY-SEPTEMBER
* May 22-25—Ngtional Cable Tefevision
. Association. Mew Orleans, Contact: {202) 7753689,
May 22-25--Natlonal Association of Minorities in
k C.':sbla New Crleans. Contact: (310) 404-5208.

* June 1-4—CBS affilates mesting. Century Plaza -
- Hotel, Century Plaza, Calif. Contact {212} 975-4321.
June 8-11—PAROMAX International and
Broadcast Designers Assoclation, New Orieans.
Comact: (213) 465-3777. :
June 23-24—Fox Broadcasting affiliates
meeting. Cantury Plaza Hotel, Century Plaza,
Calif. Contact: Ciro Abate, {310} 203-1169.

* Sept. 16-10_Infernational Broadcasting
Convention. Amsterdam. Gontact: 44-71-240-3838.
* Major Meetings
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hen Ray Rodriguez was 16,
Whe took a job at a Miami hard-

ware store owned by a man
who didn’t take vacations.

Soon after he started, Rodriguez,
now president of Univision, the
largest Spanish-language network in
the nation, was left in charge of the
store when the owner took his first
vacation in 25 years.

Working hard and establishing trust
has been Rodriguez’s style ever since
his mother, father and three brothers
immigrated to Florida from Cuba
with $300 to their name in 1960. It
was shortly after Fidel Castro took
power.

Rodriguez could well have learned
the importance of trust at the age of 9
when, shortly after coming to the
U.S., his mother left $40, a huge sum
for the family at the time, in a wallet
in a grocery store. She returned to
find the walilet untouched. “This
country is OK,” Rodriguez remem-
bers thinking.

Strongly influenced by his father,
who used the analogy of a foot race to
drive home the importance of persist-
ing until the end of a challenge,
Rodriguez learned early on how suc-
cess 1s won and lost.

The '60s was a time of change for
many, including young Cuban Ameri-
cans growing up in Miami, who had
to deal not only with the changing
American society, but also with the
one they left behind.

In his teens and 20s at the time,
Rodriguez says he almost forgot to
speak Spanish, but later re-embraced
his language and culture. “We left and
returned to Spanish, although we kept
the roots and enjoyed the music
throughout,” he says.

During that time, Cuban entertain-
ers in Miami “swept floors and did
whatever they could to make a buck,”
which rarely added up to high-profile
broadcasts or performances as the
community struggled to established
itself, Rodriguez says.

After graduating from the
University of Miami, Rodriguez took
a job as a financial consultant with
Deloitte Haskins & Sells (now
Deloitte & Touche), one of the top
financial consulting firms in the

Ray Rodriguez

world. He worked with a variety of
industries, including banking, real
estate, insurance and manufacturing.
His experience at Deloitte taught him
that to be successful, one must first
master the basics. “1 wasn’t just going
through the motions,” Rodriguez
says.

Along with his relationship with
his father, Rodriguez counts his

given the job of bringing together the
top names in Spanish entertainment
for a tribute to singer Lola Flores.
The program aired in prime time in
every Spanish-speaking country in
the world, and in the United States,
on Univision,

Shortly after Rodriguez joined
Univision in 1990 as director of tal-
ent, owner Hallmark sold the network
to three parties: majority owner Jerry
Perenchio, Televisa of Mexico and
Venevision of Venezuela.

The sale, Rodriguez says, caused
an uproar in the Spanish-language
press that the network was being
taken over by foreigners who would
ruin shows and fire employes. The
competition tried to take advantage of
the hype, raiding Univision’s talent
“when the company was in total
flux,” Rodriguez says.

“That was one of the most chal-
lenging things 1 have ever done,” he
says, recalling the scramble to hold
on to important employes and to keep
the network going. To do this, Rodri-
guez recognized the need to make
Univision leaner and more responsive
to audience needs. He relied heavily
on Nielsen.

“Univision was very fat,” says
Rodriguez, who scrapped 18 shows
and added 18 new

friendship with Julio
Iglesias as among
the most influential
in his life. Spending
six years with
Iglesias, first as his
financial director,
then business man-
ager and finally
worldwide manager,
Rodriguez produced
programs, CONCErts
and a variety of mar-
keting initiatives in
70 countries. His

President/CEO, Univision Tele-
vision Network, Miami: b. Jan. 31,
1951, Camaguey, Cuba; BA,
University of Miami, 1973; finan-
cial consultant/manager, Miami
office, Deloitte Haskins & Sells,
Miami, 1973-83; financial manag-
er/business manager/worldwide
manager, Julio Iglesias, 1983-89;
director of talent, Univision,
1990-91; senior vice president,
Univision; 1991-92; current posi-
tion since 1992; m. Liana Garcia,
June 27, 1975; children: Liana,
17; Reggie, 16; Claudia, 10.

programs that
Nielsen said would
perform better. “We
had to look at it like
business people.”
While initially
unpopular with the
Hispanic audience,
the new programing
caught on, as evi-
denced by Univis-
ion’s 70% market
share.
J “We're making

friendship and pro-
fessional experience with Iglesias
echoed his father’s lesson; he learned
never to stop working on an entertain-
ment project until it is on stage or on
the air,

Five years ago, Rodriguez set out
to produce television programing
independently. Approached by an
executive at Sony, Rodriguez was

money for the first
time ever,” Rodriguez says.

Univision prides itself on being fast
on the draw and will tweak morning
television shows for an afternoon air-
ing if the ratings show signs of trou-
ble, Rodriguez says.

“It doesn’t sound very dramatic,
but I try not to do it by the gut,” he
says. [ ]
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BROADCAST TV

James Burnette,
executive VP,
Dorna USA, New
York, joins Fox
Breadcasting Co.

| there as VP, sports
! sales.

Diana Foster, VP,
sales, domestic
television distribu-
tion, Republic Tel-
evision, Los An-
geles, joins Grove Television Enter-
prises there as VP, sales, western
region.

Burnette

Carol Lee, director, broadcast/video
production, RCA/Columbia Home
Video, Los Angeles, joins Sony
Wonder, Santa Monica, Calif., as
senior director, marketing, West
Coast. Alexandra Beeman, coordi-
nator, product marketing, Columbia,
New York, joins Sony Wonder there
as production manager.

Amy Sprecher, manager, current
programing, production, Lifetime
Television, New York, joins Lancit
Media Productions there as director,
program development,

David Bishop, president/COO, Live
Home Video, Los Angeles, joins
MGM/UA Home Entertainment, San-
ta Monica, Calif., as executive VP.

Carole Easterling, manager, TV
operations, BMI, Nashville, named
director, TV operations, there.

Phylis Geller, former senior VP,
KCET-TV Los Angeles, joins Maryland
Public Television, Owings Mills,
Md., as senlor VP.

Bob Walker, director, marketing,
WXIA-TV Atlanta, named VP, broad-
cast.

Appointments at KOMO-TV Seattle:
Sandy Montgomery, press relations
director, named VP, television broad-
cast operations; Rebecca Rodriguez,
anchor/reporter, KVUE-TV Austin,
Tex., and Terri Taliaferro, anchor/
reporter, wMC-TvV Memphis, Tenn.,
join as general assignment reporters;
Shirley Enebrad, producer, KoMo-
TV’s Town Meeting, named investiga-
tive producer, news; Michele Morin,

news producer, joins as weekend
news producer; Peggy Mapes, week-
end news producer, KREM-TV
Spokane, Wash., joins as preducer,
Morning Express, Tina Edwards,
temporary on-call assistant, KOMO-TV-
AM, named executive assistant to the
news director; Amy Chiu, advertis-
ing sales representative, Bellevue
Journal-American, Bellevue, Wash,,
joins as newsroom assistant, con-
sumer/healthwatch reports; Bryan
O’Donnell, producer/editor, Official
Film, 1992 winter Olympics,
Albertville, France, joins as photo-
journalist; Doug Pigsley, news pho-
tographer/editor, KXLy-Tv Spokane,
Wash., joins as photojournalist.

Peter Spartano, executive news pro-
ducer, WTVH-TV Syracuse, N.Y.,
named news director.

Joe Ducey, investigative/consumer
reporter, WFLA-TV Tampa/St. Peters-
burg, Fla., joins wxy2z-Tv Southfield,
Mich., as general assignment re-
porter.

Appointments at KDFW-TV Dallas:
Rebecca Agnilar, general assignment
reporter, KNBC-TV L.os Angeles, joins
in same capacity; Rick Ericson, news
director, KRLD-AM Dallas, joins as
assignment editor; Vince Gonzales,
trainee, CBS Evening News and Up to
the Minute, joins as reporter trainee,
CBS News, there.

Appointments at wvIT-TV West Hart-
ford, Conn.: Nancy Andrews, 6 p.m,
news producer, named assistant news
director; Cindy Hawk, producer, 6
p.m. news, WFSB-TvV Hartford, joins in
same capacity; Rob Ewert, national
sales manager, named local sales
manager, Steve Smith, account exec-
utive, named national sales manager.

Sherry Sissac, public information
director, KDNL-TV St. Louis, elected
regional VP, National Broadcast
Association for Community Affairs.

Appointments at WALA-TV Mobile,
Ala.: Charles Johnson, Marianna
(Fla.) bureau chief, WIHG-TV Panama
City, Fla., joins as reporter, Pensa-
cola, Fla., bureau; Rhonda Keith,
part-time production operator, named
production operator; Christine Arm-
strong, marketing executive, Accent
Specialty Advertising, Mobile, Ala.,

joins in same capacity; Stephen
Jansa, graphic artist, WTvD-TV Dur-
ham, N.C., joins in same capacity.

Appointments at wupw-TV Toledo,
Ohio: Shelia Oliver, local sales man-
ager, named GSM; Arika Zink, ac-
count executive, named national sales
manager; Larry Blum, GM, assumes
additional responsibilities as VP,
operations, Ellis Communications,
there.

RADIO

Appointments at Greater Media Inc.,
New Brunswick, N.J.: Thomas
Milewski, executive VP, assumes
additional responsibilities as COO;
Barbara Burns, general counsel,
named VP/general counsel.

Ron Jones, program director, KCUR-
FM Kansas City, Mo., joins WGBH
Boston as program manager.

Ken Moultrie, marketing/promotion
manager, KRPM-FM Tacoma, Wash.,
joins Broadcast Programming there
as national programer and consultant.

Appointments at National Public
Radio’s Living on Earth, Washington:
Jan Nunley, writer/anchor/co-pro-
ducer, named director, development;
Lucia Small, associate director,
development, leaves to start her own
film and video production services
company.

Sam Gennawey, local promotion
manager, Mercury Records, Chicago,
joins WKQK-FM Chicago as marketing
director.

Margaret Murphy, national sales
manager, WMIX-FM Boston, joins
WLUP-AM-FM Chicago in same capaci-
ty.

Hank Nevins, senior director, pro-
motion, marketing, Music America
Promotions, Buffalo, N.Y., joins
wGY-FM Albany, N.Y., as operations
manager,

Donald St. Sauveur, regional man-
ager/director, sales, Major Market
Radio, Boston, joins woDs-FM Boston
as national sales manager.

Mel Dolezal, GM, kppL-Fm Colusa,
Calif, joins KQMS-AM-KSHA-FM
Redding, Calif., in same capacity.
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Ronald Miller, GM, wiMs{AM)
Michigan City and wiiy-Fm Crown
Point, both Indiana, joins WEFM-FM
Michigan City, Ind., as station man-
ager.

Jeane Taylor, customer service repre-
sentative, Society Bank, Dayton, Ohio,
joins WHIO(aM)-WHKO-EM Dayton,
Ohio, as account executive manager.

CABLE

Appointments at Turner Home
Entertainment, New York: Michael
Tabakin, director, domestic licens-
ing, named executive director; Char-
lene Milano, account executive,
domestic licensing, named manager;
Naomi Fraser named manager,
international licensing.

Bruce Dickinson,
VP, emerging
industries group,
Daniels & Associ-
ates, Denver,

| named senior VP,

Stephen Saville,
director, network
engineering, USA
Networks, New
York, named VP,

Jo Delaney Smith, senior publicist,
Turner Program Services, Atlanta,
named senior manager, public rela-
tions.

Dickinson

Paul Fitzgerald, senior manager,
marketing, Comcast Cablevision,

Philadelphia, named area director,
marketing.

Peggy Giordano, preducer, CNBC,
Fort Lee, N.J., named director, week-
end programing.

Appointments at National Cable Ad-
vertising, Washington: Peggy Back,
senior account executive, Home Team
Sports, there, joins as sales manager;
Nancy McKinley, national/local sales
manager, XTRA-AM-FM San Diego,
joins as sales account executive.

WASHINGTON

Appointments at Motion Picture
Association of America: Dr. Paul
Mclntyre, deputy director, world-
wide market research, named direc-
tor; Lori Bushman, statistical ana-
lyst, worldwide market research,
named manager, statistical services.

Thomas Rowland, supervisor, public

Career Studies.

Emory honcors Jones
Quincy Jones, co-chief exécutive officer of Quincy Jones/David Salzman ¢
Entertainment and president of wnoL-Tv New Orleans, received the
Legend in Leadership Award presented by Emory Business School’s: ¢
Center for Leadérship and Career Studies during a dinner in Atlanta. The |
Legend in Leadership Award identifies and celebrates key figures in |
Ametrican enterprise. Pictured {I-r): Atlanta Mayor Bill Campbell, honoree
Jones and Jeffrey Sonnenfeld, director of the Center for Leadership and

utilities division, Cook County State
Attorney’s office, Chicago, joins
National Cable Television Asso-
ciation as director/counsel, state reg-
ulatory affairs.

INTERNATIONAL

Helios Alvarez, VP/GM, Latin Am-
erican operations, Columbia TriStar
International Television, Sao Paulo,
Brazil, retires effective March 1.
Dorien Sutherland, executive VP/
manager, McCann, Erikson, Sao
Paulo, Brazil, joins TriStar Interna-
tional Television there as senior VP,
Latin America.

Appointments at ESPN Internaticnal,
Bristol, Conn.: Andrew Brilliant,
senior VP/GM, named executive
VP/GM; Jeffrey Ruhe, president/
CQQO, Prime SportsChannel Net-
works, New York, joins as senior VP.

DEATHS

Joseph Field Jr., 78, West Palm
Beach, Fla., broadcast pioneer, died
Feb. 3 of bone cancer at the Hospice
of Palm Beach County. In 1947 Field
founded wiRK(AaM) West Palm Beach.

He added sister station WIRK-FM in
1965 and remained the principal
owner of the duo until 1983, when
the stations were sold to Price
Communications. Field also put
WIRK-TV—West Palm Beach’s first
TV station and the third TV station in
Florida—on the air in 1953. It signed
off in 1956. Survivors include his
wife, Lois, and two daughters.

Jim Bormann, §2, former news
director for wcco{am) Minneapolis
died Feb. 5 in Golden Valley, Minn.
Bormann was news director at wCco
from 1951 to 1971. After his tenure
as news director, Bormann was the
station’s community affairs director
until his retirement in 1976.

Gary Clare, 32, public television
executive, died Jan. 28 of AIDS at his
Manhattan home. Clare was director
of creative development for the per-
formance programs department of
WNET-TV New York, where he over-
saw program development, funding
and co-preduction activities for Great
Performances, the performing arts
series produced for PBS by WNET-TV.
Survivors include his parents, Doro-
thy and Robert, and one brother.
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Sony Pictures Entertainment is
expected to announce a restructur-
ing of Columbia Pictures Television
and Tri-Star Television divisions this
week. According to reports at press
time, John Feltheimer, president, Tri-
Star Television, is expected to move
into a new position with responsibility
for both divisions. As of late Friday
there was no word as to the future of
Scott Siegler, president, Columbia
Television. Spokespersons for both
Columbia and Tri-Star issued “no
comments” when queried about the
restructuring.

Fox programing chief Sandy Grushow
last Friday called for a Washington
summit on violence to tackle the on-
going TV viclence issue. Speaking at
an IRTS tuncheon featuring the four
networks’ top programing executives,
Grushow said: “To continually point
the finger and use the four of us as
scapegoats doesn’t solve the prob-
fem.” Added ABC’s Ted Harbert:
“We're a little weary of being the
spokesperson for television world-
wide.”

House Telecommunications Subcom-
mittee members will vote on key
telecommunications policy bills Feb.
23 and 24. The parent Energy and
Commerce Committee is expected to
take up the measures the following
week. Under consideration: H.R.
3626, the Brooks-Dingell bill, which
would permit RBOC delivery of long-
distance telephone service, and H.R.
3636, the Markey-Fields bill, which
would allow local telephone compa-
nies into the cable business in their
service territories and would pre-empt
state and local laws that prevent
cable operators from offering local
telephone service.

Group W Broadcasting’s wiz-Tv Balti-
more and Group W’s regional Home
Team Sports secured long-term

Notes from Monte Carlo

Among the deals conducted at last week’s programing marketplace in
Mente Catlo:

B CBS had a successful first outing with off-beat comedy talk host
David Letterman, selling Late Night with David Letterman into at least five
maijor international markets, including the Premiere channel in Germany,
BSkyB in the UK, RTL-5 in Holland, Australia’s Nine Network and
Televisa in Mexico. Despite the fact that American comedy talk shows
have rarely performed well in foreign markets, CBS executives said they
were confident that the show would engender a strong cult following in
certain markets. In addition, CBS continued to generate strong sales for
its popular one-hour Dr. Quinn, Medicine Woman (which already has
been sold in 75 countries), Rescue 911 and Evening Shade. The network
also is involved with the international co-production Buffalo Girls. Since
CBS is awaiting the increased distribution powers that the relaxed fin-syn
rules will ultimately afford it, CBS hopes to acquire further rights.

m In an effort to increase its offerings, U.S. independent Harmony Gold
picked up international distribution rights to The Masters of War, a one-
hour docudrama produced by U.S. News Productions and scheduled to
air this spring on A&E. Harmony Gold will retain selected home video
rights for the 13-episode series.

m Enjoying the continued strength of children’s programing, Westing-
house International cleared Speed Racer and The New Adventures of
Speed Racerin more than 50 countries. Produced by Fred Wolf Films, the
series were sold to TF1 in France, RTL in Germany, Nickelodeon in the
UK, Latin America and the Middle East. A full-scale international mer-

chandising effort will roll out later this spring. u

broadcast and cable rights to the
Baltimore Orioles baseball telecasts.
wJz's acquisition of broadcast rights
came as somewhat of a blow to
Scripps-Howard Broadcasting's
wMAR-Tv, which has held the local
rights for the last 10 years. Although
a Group W spokeswoman declined to
confirm the length of the deal and fi-
nancial terms, Group W's cable outlet
and station are believed to have ob-
tained all advertising and licensing
rights to O’s games. wJz (an ABC
affiliate) will air 32 games (18 home
games) and has agreed to sublease
another 40 games to ABRY Com-
munications-owned independent
wNUv-Tv. HTS will cablecast 90
games {78 regular season/12 spring
training). Group W also plans to syn-

dicate as many as 72 Orioles games
as part of a regional network stretch-
ing from Harrisburg, Pa., to Raleigh,
N.C.

Mort Slakoff, a 37-year marketing
veteran and MCA TV's senior VP of
creative services for the last 13
years, has announced his retirement.
According tc MCA TV President
Shelly Schwab, Slakoff will continue
to serve as a special consultant to the
syndication division, overseeing the
company's cregtive services activities
for this June’s PROMAX coniference
in New Orleans and next year's
NATPE convention in Las Vegas.

ABC announced upcoming schedule
changes, including slotting the net-

license. “Reg. U.S. Patent Offica.
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work’s fourth news magazine, Turn-
ing Point, in the Wednesday 10-11
p.m. time period beginning March 9,
Also, Byrds of Paradise, the new
Steven Bochco drama, will take over
the Thursday 8-9 slot on March 3
from Missing Persons, which com-
pletes its 18-episode run. Thunder
Afley, from Wind Dancer Productions,
which produces Home Improvement,
will get Wednesday at 8:30 from
Home Improvement beginning March
9. Aliey takes over the time period
from The Critic, which completes its
six-episode order and will return to
the schedule later this season, ac-
cording to ABC. Also making way for
the new shows is Birdland, which had
aired Wednesdays at 10 p.m. The
show is now on hiatus. In addition,
ABC renewed Matlock for another
season. The renewal marks the ninth
season of the series, starring Andy
Griffith. The order is for 18 episodes
of the one-hour show, which debuted
and ran on NBC for its first seven
Seasons.

NBC ordered two additional episodes
of The Mommies last week, bringing
the total number of episodes ordered
for the season to 24. The first-year
show airs at Saturday 8-8:30. The
writing and production team of Dennis
Rinsler and Marc Warren signed an
exclusive multiyear contract with War-
ner Bros. Television that calls for the
pair to create, develop and produce
all forms of television for the company
as well as continue as executive pro-
ducers of Fuil House. Rinsler and
Warren have risen in the ranks under
the Miller*Boyett Productions banner,
moving from producers of Full House
in 1988 to their current positions.

CHICAGO
NBC’s kind of town

NBC Entertainment is planning to
produce prime time programing in
Chicago, according to Entertain-
ment chief Warren Littlefield. It’s
the latest in a series of NBC pro-
jects outside Hollywood, which
includes Law & Order (New
York), Homicide: Life on the Street
(Baltimore) and the upcoming
Patty Duke series in Seattle.

NEW YORK

Home shopping abroad

QVC Network, which last fall
launched two overseas home shop-
ping networks with BSkyB and
Televisa. continues to map out
future growth abroad. The compa-
ny is in negotiations that could
lead to additional spin-off services
in Denmark, Norway, the Nether-
lands and Germany.

Lifetime originals

Lifetime Television on Tuesday
(Feb. 15) will unveil a slate of ori-
ginal programing, including four
or five new series. One of those is
The Marriage Counselor, a sort of
People’s Court-type show hosted
by clinical psychologist Wendy
Ledoux. The network will also
announce new specials and made-
for-TV movies, including the lat-
est in its Spenser series, “The
Savage Place.” The new program-
ing will debut in early second
quarter.

NASHVILLE

Comedy test

The Nashville Network in the sec-
ond quarter will begin testing orig-
inal sketch comedy, one of three
entertainment forms in active dev-
elopment at the network. TNN al-
so is eyeing new variety program-
ing and more made-for-TV mo-
vies, prompted by the success of
its last original title, Proud Heart.

PRAGUE

Czech it out

TV NOVA, Czechoslovakia’s new
private national network (see
story. page 36), has just gotten on
the air, but it is already targeting at

least one of its programs for inter-
national distribution. Although the
channel has programing deals with
Columbia, Fox, CNN, Disney and
National Geographic for their pro-
duct, it is planning to pitch U.S.
outlets on the format of its Russian
Roulette game show production,
which features personalities acting
out short stories live on air.

LOS ANGELES
Still rolling in access

Syndicators hoping for the demise
of King World’s Whee! of Fortune
and Jeopardy! to free up access
time periods will have to wait
awhile. According to sources the
company has renewed the two
games through the 1998 season on
ABC’s owned-and-operated WLS-
Tv Chicago. The syndicator is also
near completion on an overall
renewal deal with the rest of the
ABC O&O’s locking the two
shows in place until 1998.

‘Crusaders’ climb

After a somewhat slow start,
Buena Vista Television’s
Crusaders news magazine appears
to be picking up steam in the
weekly syndication ratings with
shows centering on gun control
and children’s safety issues.
Compared with its 4.0 rating
nationally (NTI, December 1993)
two months ago, Crusaders’ par-
tial January average was a 5.2 rat-
ing, a 23% growth and a 41%
improvement over its September
debut (3.7 rating). Stronger num-
bers have also helped bring
renewals up to 80% of the U.S.,
according to a studio source, and
include the re-signing of five of
the six NBC O&O stations. WNBC-
Tv New York is the fence sitter.

Drawn [or BROADCASTING & CABLE by Jack Schmidt
“Iitonight’s ski veport I'd like to call vour
aiteniion io a big boulder ai,.."
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COMMITTED TO THE

Phasers on tickle

A study was released last week that fingered {irst-run
syndication as the most violent province of prime time
TV. The reaction of Capitol Hill was immediate, with
requests from both houses for a copy of the findings.
We got a copy ourselves, and the red flags went up
immediately when we saw the show tapped as the fifth
most violent in all of series television: Star Trek: The
Next Generation, with 17 separate acts of serious vio-
lence in a single hour (make that 52 minutes or so with-
out commercials). The study defined serious acts as
armed and unarmed assaults, gunplay, sexual assaults
and suicides. Star Trek is certainly not without blood—
of various colors shed in intergalactic battles—but if
the U.S. statistics on phaser-related assaults are any
indication (none, last we checked) the show is not at the
root of crime in America.

A study that totes up violent acts while ignoring
overall content or consequences, and which bases its
conclusions on a single episode (the premiere) of each
show, is tailor-made for sound bites on morning talk
shows, or to be waved like the enemies list at congres-
sional hearings. The Center for Media and Public
Affairs professes merely to be the messenger of these
bad tidings for syndicators, but its co-director, sociolo-
gist Robert Lichter, was co-author with his wife, Linda
Lichter, of “The Media Elite,” a book that identified
media executives to the end of making them account-
able for their programing and its perceived effects on
society. Those executives responsible for Star Trek:
TNG or its spin-off, Deep Space Nine, or Steven Spiel-
berg’s SeaQuest DSV on NBC (all of which made the
list) may understandably be proud of their creations,
and surprised to find them so tarred. This doesn’t mean
that producers and distributors of syndicated action
shows are absolved of responsibility for the programs
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they create. They should and must be sensitive to vio-
lence, both as a political and as a social issue. It means,
instead, that this study should not be allowed to
become ammunition against the syndication industry.

P.S.—As if to put a fine point on it, Telcomsubcom
Chairman Ed Markey released a statement last week
commenting on the study and its findings as though
they were a barometer of the state of the industry.
Momentum is building for Markey’s violence-blocking
technology—Ilast week the Association of National
Advertisers threw its support behind the V-chip. While
that may prove ultimately the law of the land, its adop-
tion should not rest on the “evidence” of such studies.

Here’s looking at you

It is a red-letter day in the history of TV advertising, or
at least a “projected” red-letter day. The volume of TV
advertising in 1994 is predicted to top newspaper ad
dollars for the first time in the medium’s history. That’s
according to TVB, by way of Saatchi & Saatchi’s crys-
tal ball (its Zenith Media Worldwide division, which
specializes in media forecasting). TVB had been look-
ing at 1995 as the likely target date for overtaking the
medium’s arch rival for ad dollars, but Saatchi’s num-
bers appeared to jive with those of other media watch-
ers, and so the trumpet was sounded last week.

While TVB must get its share of credit for helping
make TV'’s case to advertisers, so must the thousands of
local and national television broadcasters who have
been working for half a century to make television an
indispensable medium to viewers. With that charter, the
advertisers were bound to catch on. We’ll save our toast
until the numbers are on the books, but last week's
news was enough to put the nonalcoholic champagne
on ice.
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unday, March 20 - Thursday, March 24
Las Vegas Gonvention Center

INNOVATION

EVERYWHERE
YOU TURN!

Inno-. :.onis sasy o indat NAB '94. Itis all
around you.

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

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

Register today! Call 800 342
2460, 202 775 4972 or send
a fax to 202 775 2146.

Get up-to-the-minute convention regis-
tration and program details by calling
the NAB °94 Fax-On-Demand Service in
the US at 301 216 1847 from the touch-
tone handset on your fax machine and
follow the voice instructions,
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For exhibitor information,
call Eric Udler at 202 429
5336
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MTM HAS MOVED

MTM has relocated offices due to earthquake damage.
Please make a note of the following current phone numbers
and addresses for MTM personnel.

The following divisions have relocated to 12700 Ventura Boulevard, Studio City, CA 91604:

ADMINISTRATION BUSINESS AFFAIRS
Phone (818) 752-4984 Phone (818} 752-9962
Fax (818) 752-2939 Fax (818) 752-9051
CREATIVE SERVICES TELEVISION
FoET AND RESEARCH DISTRIBUTION
Phone (818) 752-2690 Phone (818) 752-7472

Fax (818) 752-2939 Fax (818} 752-2939

The following divisions remain at their former address of 4024 Radford Avenue, Studio City, CA 91604:

PROGRAMMING AND _ POS T_
PRODUCTION PRODUCTION
MTM Trailers | & 2 Phone (818} 760-5646
Phone (818) 760-3942 Fax (818) 760-6381

Fax (818) 760-5826

All other sales offices in New York, Chicago, Atlanta, Dallas and London remain unchanged.

WE APPRECIATE YOUR PATIENCE
DURING OURRELOCATION, 43




