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Since its inception as the nation's first advertiser-
supported basic cable network in 1980, USA
Networks has aggressively fulfilled its mandate to
create a cable network providing a wide variety of
programming for all family members.

USA's programming is seen in over 98 percent
of America’s cable households. Our network features
exclusive original dramatic series and situation
comedies. We produce over 24 origi-
nal World Premiere movies per year
featuring top Hollywood stars, and
we continue to license top-rated off-
network series. To our coverage of
The Masters, we've added 11 PGA
Tour Golf Tournaments. In 1994, we'll add the
French Open Tennis Championships to the
more than 90 hours of the U.S. Open Tennis
Championships.

[n 1992, we launched the Sci-Fi Channel,
now in 15 million homes nationally, and in April,
1994 we will launch USA Neiwork for Latin
America. The Sci-Fi Channel formula blends classic
favorites and contemporary off-network sci-fi shows.
Its movies are theatrical blockbusters and original
productions that are part of our “Planetary
Premieres” seties.

To accommodate our expanding networks,

USA created a completely digital Broadcast Center

LEADTERS.

in Jersey City, NJ. The new Center handles all of
our post-production needs and our entire network
origination, including the signals for USA’s East
and West Coast feeds, the Sci-Fi Channel and our
blackout programming.

At the heart of our

facility is the Panasonic

Digital M.A.R.C. Type llI

“THE LOOK VIEWERS DEMAND,
AND THE EFFICIENCIES A
GROWING COMPANY..REQUIRES

automated record/playback
library system. The system
uses 10 Panasonic
AJ-D350 D-3 VTRs with a
completely redundant
backup system, and is the
major source of all program

and commercial material

seen on USA Network and
the Sci-Fi Channel throughout the day.

In post-production, we are using the first non-
linear edit systems with Panasonic D-3 VTRS.
Our four edit suites connect to a “"pool” of videotape

machines, including 12 Panasonic D-3s.

=or more information call: 1-800-528-8601 (Upon reques!, enter product code 18) One Panasonic Way, Secaucus. NJ 07094
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Our decision to use the Panasonic M.A.R.C. system was
the right decision. We've achieved the look our viewers demand
and the efficiencies that a growing company in a highly competi-
tive field requires. Panasonic worked with us to develop the right
software and provided extensive training to our employees.

The Digital M.A.R.C. has run so much faster and more

accurately that we got an unexpected bonus: a few extra minutes

of air-time in our schedule. We're using it to promote more of our
programming to our viewers.
We firmly believe that we have the highest-quality, best

designed Broadcast Center anywhere.

NAB Booth 18001

Panasonic’s strategy offers a
simple, combined composite and
component digital system that pro-
vides all digital solutions for diverse
video recording applications through
the eventual HDTV era.

Panasonic believes that digital
composite and component
signal equipment will
continue to co-exist for
many years. The company
sees interrelated D-3/D-5
facilities with each equip-
ment performing the tasks
to which it is best suited.

Kay Koplovitz is
founder, president and
chief executive officer of
USA Networks. She contin-
ues to be one of America’s
most influential corporate
executives, charting new
territory and keeping her
network in the vanguard of
the television industry.

Whether it's buying
off-network series, making
World Premiere movies, or
building the cable industry’s
first all-digital Broadcast
Center, Kay Koplovitz and USA
Networks have never been reluctant
to be first.

It's the industry’s visionaries who

see an ali-clear path to the future.

Panasonic

Broadcast & Television Systems Company
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Five more for Warner’s fifth Serving notice that the race to establish a fifth network is far from over,
the Warner Bros. network has signed as affiliates three stations in the top SO markets. It is in final negotia-
tions with two more. Warner expects to debut with 80% coverage of the country. / &

Cold shoulder for new cable rules 1f the FCC thought the release of its new cable rules would miti-
gate fears among cable operators, it was wrong. The rules are a “‘burcaucratic nightmare,” says CATA Presi-
dent Steve Effros. “It will take weeks for the cable industry to decipher what the FCC is requ1r1ng, > says

NCTA President Decker Anstrom. / 8 : -

FCC’s Katz: Regulation by numbers The appointment of Michael Katz as
the FCC’s chief economist marks the beginning of a greatly expanded role for eco-
nomics in the agency’s decision-making process. / 10

A chilly February for syndicated reality programs Despite efforts by
the syndicated news magazines to ride the Olympics’ coattails by way of the Hard-
ing-Kerrigan affair, year-to-year viewing levels for the shows in the key demos
were largely down or flat in February. / 12

CBS names new media chief CBS is tuning up for the information highway
500. Mark Harrington has been named senior VP of new media. He will explore
and develop CBS’s relationships with new technologies and oversee the network’s
new media activities. / 14

Mark Harrington will be
CBS’s scout on the infor-
mation superhighway. / 14

ABC eliminates presidency The ABC Television Network, in a move just opposite of CBS’s two
weeks earlier, is eliminating the post of president with the May 1 retirement of Mark Mandala. / 14

REPORT: SITCOMS '94 ness, few situation comedies have
the kind of appeal that makes them
strong performers in late fringe.
Currently, Married.. With Children
1s the top-rated sitcom in late

fringe. / 23

Original programing

comes fo life on cable

| Cable programing executives

".| have traditionally shied away
from producing the type of big-
budget sitcoms that fill the
broadcast networks’ schedules.
But some recent big-budget cable
attempts—such as HBO’s The
Larry Sanders Show and USA’s

% Duckman—are attracting the kind
of attention that could lead to
more of the same. / 24

First-run sitcom success elusive
MTM believes it has a winning formula for success in

PECIAL

Laugh track to profitability

Like old soldiers, good sitcoms
never die. They are recycled, run on
cable, sent overseas, and sold to fans
on home video. All of which adds
up to staggering revenues. / 15

Off-net on a roll

Fall 1995 is shaping up to be an even
bigger launch scason than last fall’s
with the syndication debuts of three
high-profile sitcoms: Twentieth Tele-
vision’s The Simpsons, Buena Vista’s
Home Improvement and Columbia
TriStar’s Seinfeld. Each of the entries
is widely cleared, with only smaller
markets left to be signed. / 22

Laughter is best
counterprograming medicine
For many independent stations, the best remedy for

Off-net
‘Married...
With Children’
is tops in late
fringe; MTM
has revamped | .58
‘Boogie's Diner’ |f
in searchofa §
successful first
run syndicated |
show./ 15

talk show and local news competition in the late-night
daypart is off-net sitcoms. However, despite their gen-
erally strong demographics and advertiser attractive-

the first-run sitcom business. With Boogie's Diner, the
formula combines strong international sales with tar-
geting a younger demographic. / 26
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Only the largest cable companies will “survive this paperwork avalanche.”
— Steve Effros, president, Cable Telecommunications Association,
on the FCC’s new cable rules and regulations

Emmy returns to
network rotation

The Academy of Tele-
vision Arts & Sci-
ences will return to
the traditional rotation
of hosts for the Emmy
awards. Each of the
four major broadcast
networks will host

the show once in the
years 1995-98. Fox
gets the Emmys first,
followed in turn by
ABC, CBS and

NBC. /

Producers Entertainment Group buys DSL

Producers Entertainment Group Ltd. has agreed in
principle to acquire cable programer DSL Productions
Inc. for a combination of cash and stock. DSL. will
continue producing a product mix similar to its current
slate, which includes Future Quest, Forces Beyond and
Superstars of Action. /

ATAS President Richard Frank
helps determine which network
will host the Emmys first. / 28

Brockway bankrolls those with the goods

Infomercial producer Brockway Direct Response Tele-
vision is taking what it claims is a new step in the
infomercial business: It will bankroll inventors or
manufacturers with interesting products or services,
produce infomercials based on their products and help
distribute them. /

On the Cover:

Sitcoms are timeless, and
sometimes, the older the
better. On the cover, clock-
wise from top left: ‘All in
the Family,’ ‘Cheers,” ‘The
Andy Griffith Show,” ‘"Home
Improvement,’ ‘The Cosby
Show,’ 'Dream On,” ‘Rose-
anne,” ‘Murphy Brown,’
‘The Simpsons,” ‘M*A*S*H,’
‘I Love Lucy,’ "Seinfeld.’
Graphic illustration by
David R. Borucki./ 15
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Infrastructure bill's cost: money, FCC staff

If the House version of an information superhighway
bill is enacted, the FCC likely will need more money
and staff to carry out the measure’s extensive mandate.
The legislation would require the commission to initi-
ate at least six inquiries, six proposed rule-makings
and 16 reports to Congress. It could be passed this
summer. And if the measure passes, the agency will go
to Congress to ask for additional resources. A similar
measure is pending in the Senate. /

Compression’s quality quid pro quo

Digital compression technology may be able to slip
less-than-full-bandwidth pictures past all but the most
discerning eye, broadcasters say. But the proliferation
of compression machines may cause problems as
pictures squeeze through one compression system
after another en route from the camera to the televi-
sion set. /

The shape of transmission to come

While the video-storage business was looking to
replace tape, the transmission business was moving to
replace tube technology with new products. Equip-
ment-makers recently brought new versions of solid-
state transmitters to NAB. Although not yet ready to
replace the larger transmitter, the technology repre-
sents the shape of things to come. /

Company that Park
built on the block
Park Communications is
for sale. The proceeds
could be more than $500
million, according to one
investor, with all but 10%  |§ k-
going to the estate of it i
founder Roy H. Park. How- | -
ever, analysts are unsure

whether the
publisher/group owner of
22 radio stations and 8 TV
stations will be sold as a
whole or piecemeal. /

PG

Shortly after Roy
Park’s death last Octo-
ber, speculation began
that his company
would be soid. / 42

................... 52 Fifth Estater ...........c..c.e......53
................... 58 For the Record ....................50
................. 54 In Brief oovviviir i 56
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Five more for Warner’s fifth

Warner signs three more affiliates for fifth network, closes in on two others,
rival Paramount promises news of additional affiliates this week

By Steve Coe

erving notice that the race to
Sestablish a fifth network is far

from over, the Warner Bros. Net-
work has signed wBFS-TV Miami and
two unidentified stations in the top 50
markets as affiliates, BROADCASTING &
CABLE has learned.

What’s more, Warner Bros. is in
final negotiations with WFTY(TV)
Washington and KTTY(TV) San Diego,
Calif.

The three that are signed would
bring Warner Bros.” coverage of TV
homes to 42.1%, and 73% when the
cable coverage of superstation affili-
ate WGN-TV is factored in. If the Wash-
ington and San Diego stations come
aboard, the network’s coverage jumps
t0 44.9%, 75.8%.

“We're in final negotiations, and we
anticipate getting corporate approval
in the next couple of weeks,” says
Michael Nurse, vice president and
general manager, WFTY.

“We’re close to signing [the affilia-
tion contract], so I'm quite sure we’ll
be a Warner Bros. Network affiliate,”
says a source at KTTY.

This latest batch of signings comes
more than three months after Warner
announced its last affiliation agree-
ment. During that time, fifth-network
rival Paramount continued to sign sta-
tions. It currently claims 33 stations
and 45.8% coverage.

After Viacom won the battle with
QVC to acquire Paramount, some
observers felt Warner might drop out

| of the network race. Warner’s new

Ownership change doesn’t
cut Lifetime’s lifeline

Viacom sells interest in network, no imminent changes

By Rich Brown

here might be a
Tchange in ownership [Z<

at Lifetime Televi-
sion, but don’t expect to
see major shifts in strategy
at the women’s cable net-
work.

Lifetime plans to contin-
ue its present course g
despite Viacom’s decision |
to sell its one-third interest
in the network, says Ray
Joslin of The Hearst Corp., §
now a 50-50 owner in the
service along with Capital
Cities/ABC Inc.

Viacom last Tuesday decided to sell
its interest in Lifetime Television for
$317.6 million in cash. 1t was the first
major asset to be sold by the newly
formed Viacom-Paramount media
colossus.

ey e T R S
heavying up on original production, such
as ‘Lie Down with Lions,’ its first original miniseries.

[ronically, Viacom last year trig-
gered the buy-sell clause in the Life-
time partnership with the intention of
possibly buying out partners Hearst

Continued on page 14

signings end such speculation,

Indeed, Warner’s Jaime Kellner was
declaring victory. “There’s not a race;
we’ve already won,” he says, citing
his network’s 73% coverage.

Kellner would not comment on spe-
cific new affiliate signings, but
acknowledged the upgraded coverage
percentage. Kellner says he expects
Warner will debut with 80% coverage
of the country. If so, he adds, Para-
mount can expect to clear “in the
60%’s using only independents.”

“If they get everyone else, they can
launch, but we’d also still go ahead,”
Kellner says. “However, only one of
these [networks] will be alive three
years from now. Both will lose money
in those first three years, and because
there are two new networks, they will
lose even more,” he says. “It’s unfor-
tunate for both sides.”

Kerry McCluggage, chairman,
Paramount Television Group, agrees
that both networks may go into busi-
ness, but only if Warner is willing to
rely on its cable coverage.

“If you're talking about a broad-
cast-based network, both sides have
said there isn’t room for a fifth and
sixth network,” he says. “But if
they’re willing to go with a cable-
based network, they can go forward.”

Kellner acknowledges that Warner
cannot live forever on cable coverage.
The deal with Tribune’s WGN-TV stays
in effect only “until the Warner Bros.
Network starts bumping into their
sports programing, which should hap-
pen when we expand to three nights.
Then we’ll have go to broadcast affil-
iates or cable systems.”

McCluggage says Paramount is
close to announcing three more affili-
ates, possibly as early as this weck,
but he would not discuss market size
of the newcomers.

He expects Paramount will launch
with 65%-70% of the country in pri-
mary affiliates, with an additional 15%
coverage via secondary affiliates.

WFTY’s Nurse says the sticking
point to signing the affiliate contract

Apr 4 1994 Broadcasting & Cable




with Warner Bros. at this point has
been the ‘incremental profit’ clause,
which some have described as reverse
compensation.

Warner affiliates will have to pay
the network 25% of any profits real-
ized during dayparts when they are
airing Warner programing.

The amount will be determined by
comparing the stations’ revenue
before affiliation with performance of
the time period with network-supplied
programing.

“It’s certainly a risk,” Nurse says.
“It’s not simply like a barter deal. The
risk is tying your horse to that wagon.
If it works, we all make money, but if
it doesn’t, then maybe something else
would have.”

The source at WBFS-TV Miami says
the station has “no problem with the
clause. It’s based on success, and if it
doesn’t work, we don’t pay.”

Agide from the incremental profits
clause and other points, the two net-
warks also differ in the length of the
affiliation contracts. Warner is signing
stations to either a two- or four-year
pact, while Paramount’s agreements
are for three years. u

ABC TV Network
eliminates presidency

Capcities/ABC, in a move just
opposite that of CBS two weeks
ago, said it is eliminating the post
of president of the ABC Television
Network, effective with the retire-
ment of Mark Mandala on May 1.
Mandala, 56, has held the post
since 1985. CBS refilled the post,
after a five-year vacancy, with
CBS Broadcast Group Executive
Vice President Peter Lund. ABC
said the five executives who have
been reporting to Mandala now
will report to Robert Iger, execu-
tive vice president, Capital
Cities/ABC. They are sales head
Marvin Goldsmith; affiliate rela-
tions head George Newi; network
public relations chief Pete Barrett;
network operations head Mark
Roth, and program administrator
Steve Nenno. Mandala, a 32-year
veteran of ABC, said his life was
getting “a little too predictable,”
and that he will seek new opportu-
nities on the West Coast. He is a
native Californian. —SM

Rysher, Skyvision
to produce ‘F/X’

‘Robocop’ team to make Orion film into hour drama for TV

By David Tobenkin

oping to dupli-
cate the initial
success of Robo- |

cop: The Series, syndi-
cator Rysher Entertain-
ment and producer Sky-
vision Entertainment
will team again to
launch a new weekly |
action hour television

the development stage,
with none of the princi-
pals cast. The produc-
tion cost of “F/X” will
be $1 million per epi-
sode, somewhat less
| than “Robocop”’s, said
Ross. Rysher will hold
| discussions with Euro-
pean entertainment
companies later this

series by fall 1995
based on another Orion Pictures Corp.
movie, “F/X,” company officials told
BROADCASTING & CABLE last week.

Rysher President Keith Samples
said that the companies have not yet
decided whether the show will be
licensed to a network, syndication or
cable, but described its tone as similar
to that of Robocop: The Series, which
debuted in syndication to streng rat-
ings three weeks ago on stations cov-
ering 81% of the country.

“‘F/X’ is tailor-made for a series
because of the characters involved and
because of its potential for fun and in-
teresting visual effects,” says Samples
confidently.

The show will be financed equally
by the twe partners, with Rysher re-
ceiving domestic and fereign distribu-
tion rights, according to Skyvision
President Brian Ross. Rysher holds a
minority stake in Robecop and has
only domestic distribution rights in
the show.

“This show will be a combination of
MacGyver and Mission Impossible,
except that the lead character will use
high-tech special effects instead of safe-
ty pins to foil the bad guys,” says Ross.

Orion’s two “F/X” movies featured
Australian Bryan Brown as a Holly-
wood special effects wizard recruited
by the government to mimic a murder.
He is later betrayed and pursued by
police after the murder actually takes
place. “F/X,” rated “R,” was released
in 1986 and grossed $20.6 million
domestically. Its sequel, “F/X 2,” was
rated PG-13 and grossed $21 million
in 1991,

Samples said that the show is still in

month to discuss their
participation in financing the show in
return for foreign distribution rights.

The initial production commitment
likely will be 20-24 shows if the show
is syndicated or six episodes for a net-
work, said Samples.

If the show goes into syndication,
Samples said he may target the same
stations that have bought “Robocop,”
but probably will not attempt to create
a Rysher programing block with the
company’s other shows. “The logis-
tics—with Robocop and Thunder in
Paradise already out there—would be
too difficult,” says Samples.

Orion officials said that they con-
sidered selling the movie’s television
rights to other companies but decided
to again sell to Rysher and Skyvision
based on the success of Robocop. “We
think the production values are strong
and the ratings have certainly gone
favorably,” says Orion’s executive
vice president of Domestic Distribu-
tion, Joseph Indelli.

Although Samples wouldn’t say how
much he paid Orion for rights to the
show, he said it consists of an up-front
fee, a per-episode royalty and a per-
centage of the merchandising revenue.

“Orion has gotten a little more diffi-
cult to negotiate with” following the
success of Robocop, says Samples.
He also said that the pessibility of a
fifth and sixth network, and a predict-
ed squeeze on time slots for first-run
action hours they could bring, does
not concern him.

“If both networks exist, we’ll hope t
be a supplier to them,” says Samples.
“There’s always room for another
good show.” ]
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Cable feels weight of new rules

FCC delivers 500 pages of rates, costs and relief for the industry

By Chris Stern and Kim McAvoy

he FCC last week released the
T rules, regulations and incentives

that will guide the cable industry
into the next century.

The regulations force cable opera-
tors to trim rates an additional 7% and
give details on cost-of-service rules,
price caps and external costs.

The FCC also outlined a proposal
aimed at giving cable systems incen-
tive to add new programing and ser-
vices.

Cable was no happier with the rules
than it was when they were unani-
mously adopted last month, The rules
are a “bureaucratic nightmare,” said
Cable Telecommunications Associa-
tion President Steve Effros. The new
cable benchmarks are “now so com-
plicated that many more systems and
companies will effectively be forced
to use the cost-of-service rate regula-
tions to continue to operate,” Effros
said.

“With hundreds of pages of new
regulations and complex forms
expected, it will take weeks for the
cable industry to decipher what the
FCC is requiring in the rules issued
today,” said Decker Anstrom, presi-
dent of the National Cable Television
Association.

By reducing cable cash flow,
Anstrom said, the rules “cannot help
but reduce our options when it comes
to introducing new programing, new
services and new technologies.”

CATA and NCTA say they will
challenge the rules in court.

The FCC has said it wants cable
systems to use cost of service as a last
resort.

The FCC delayed release of the
rules for a week in hopes of making
them more understandable. It has
promised to deliver computer soft-
ware to aid cable systems in their rate
calculations. It will also provide help
by phone and fax.

‘Paperwork avalanche’

But Effros pointed out that operators
must fill out both an old and a new
form, “constituting more than 60
pages, just to begin to understand
what their rate is supposed to be.” And

’The rulés at ak g!ance

i 17% reduction from Sept. 30, 1892, levels adjusted forward for

snﬂatlon and external costs.

= External costs that will be allowed include programlng costs, taxes
on the provision of cable service, franchise fees and the costs of

meeting franchise requirements.

= Tr’ansiﬁon' relief for small- and low-priced systems.

» Revised guidelines for & la carte offerings. -

% Price caps that limit the amount by which cable Systems can raise
thelr rates after initial rates have been set,
= Cable systems may adjust their rates annually for inflation, as mea-
sured by the Gross National Product-Producer Index.

he thinks it’s likely that only the
largest cable companies will “survive
this paperwork avalanche.” Con-
sumers, he said, “will be the ultimate
losers.”

At the heart of the new rules is a
new benchmark that mandates a 17%
reduction in rates from Sept. 30, 1992,
levels. Cable operators have until May
15 to come into compliance.

While an FCC official confirmed
that the rate freeze will be lifted on
May 15, the commission is giving
cable systems an extra 60 days to
come into compliance with the rules if
they agree not to change or restructure
any regulated rate for programing or
equipment.

Intangible costs can be included

In the much anticipated cost-of-ser-
vice rules, the FCC affirmed its inten-
tion to value tangible plant at its orig-
inal cost. Some intangible costs can
be included in the rate base, including
accumulated startup losses, customer
lists and franchise rights. The FCC
will not allow cable systems to
include acquisition costs in their rate
bases.

The FCC also decided against pro-
scribing depreciation rates. The com-
mission did say it will “closely moni-
tor industry depreciation practices and
carefully review depreciation show-
ings in individual cost proceedings.”
The cost-of-service rules also affirm
the FCC’s intention to establish a rate
of return at 11.25%. In establishing a
uniform rate of return, the FCC decid-
ed against breaking down debt and

other costs by region or size of sys-
tem. In the ruling, the commission
said it will set the cost of capital at
11.25%.

In another critical area, the FCC
provided more details on its “Upgrade
Incentive Program.” Under the plan,
cable operators would be given “sub-
stantial flexibility in setting rates for
new regulated services” introduced,
such as new tiers offering additional
program channels. In return, the sys-
tems would agree to keep their current
services “stable and reasonable.” The
FCC will approve cable systems for
the incentive program on a case-by-
case basis.

Under the former benchmark, cable
systems were required to reduce their
rates by 10% or to the competitive
benchmark, whichever was less. Sys-
tems will qualify for transition relief
if the 17% brings them below their
new benchmarks. They will have to
reduce their rates only to the bench-
mark, pending the FCC’s completion
of its study of costs and prices.

Small systems, defined by the com-
mission as those with fewer than
15,000 subscribers and not affiliated
with a large operator, also qualify for
transition relief. The small systems
will not have to cap their rates at their
March 31, 1994, levels, also pending
completion of the study.

Because channels offered individu-
ally to consumers are not regulated,
the FCC is concerned that some oper-
ators may have used & la carte to avoid
regulation. In response, the FCC has
established detailed guidelines to help
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Funny, he looks clean to us.

Nobody transmits higher quality
television remotes than AT&T
ACCUNET* Digital Television Service.

No matter what the picture, only
ACCUNET Digital Television Service
can transmit the cleanest picture
possible —to over 80 locations.

Some carriers may have to relay their
signals over other's facilities, With each
“hand-off,” quality can be lost, and a
“dirty” picture resufts. The more hand-offs,

erthe potential loss in quality.

Butwith over 35000 riles of high

© 1994 AT&T

speed fiber optic lines, and the best
codecs and switches, AT&T can always
offer 100% end-to-end contribution
quality broadcasts. So you can extend
the reach of your television services as
far as you need, and never worry about

adrop-off in the quality of your picture,

Of course, with AT&T's highly
reliable network, backed by our
patented AT&T FASTAR™ restoration
system, there's little else to worry
about either.

You wouldnt expect anything less

from the quality leader in the remote
broadcast industry.

We'd like to tell you more. Just call
usat 1 800 248-3032.

We'll give you the dirt on how we
transmit the cleanest pictures you've
ever seen.

AIXT’ The Best in the Business”

ATsl




local franchising authorities deter-
mine if the offerings are, in fact, rate
evasions.

One particular concern for the FCC
is that some operators have created
dramatically discounted packages
compared with the price of an individ-
ual channel. 1t’s a strategy that cable
operators used to herd subscribers into

“WTOP OF THE WEEK s

a la carte packages, while discourag-
ing customers from exercising their
option to drop individual channels.

In its guidelines, the FCC says it
will “weigh against allowing unregu-
lated treatment of collective offerings
of 4 la carte channels” if:

m A significant number of channels
in the package are removed from reg-

ulated tiers.

m The channels taken from the reg-
ulated tier are not traditionally mar-
keted on an a la carte basis.

m A subscriber must pay a signifi-
cant equipment charge to purchase an
individual channel in the package.

B A negative option billing is used
for the offering. |

FCC’s Michael Katz: Regulation by numbers

New chief economist will play greater role in Hundt commission

Katz:

By Christopher Stern

he FCC has had chief econo-
T mists before, but with the

appointment of Michael Katz,
Chairman Reed Hundt began what he
hopes will be a greatly expanded role
for economics in the agency’s deci-
sion-making process.

“Economics has become a much
more critical component to everything
we do here,” says Robert Pepper,
chief, Office of Plans and Policy, who
says it 15 one of Hundt’s priorities.
“The [chief economist] really is a
much more important staff position
[under Hundt],” Pepper says. Katz is
based in Pepper’s office but operates
independently, with access to Hundt
and other commissioners.

Katz, who has no staff of his own, is
responsible for coordinating the work
of economists in all the bureaus. The
goal is to make sure economic analy-
sis is an intrinsic part of the agency’s
decision-making process. “If the
economists are in there from the start,
the lawyers will have to listen to
them,” Katz says. To that end, he
hopes to bring in more economists to

=
“If the economists are in there...the lawyers will have to listen.”

the commission and increase their vis-
1bility.

Katz also wants the commission to
gather more data from the industries it
regulates. He acknowledges that pro-
viding the information will make
some people nervous. “It shouldn’t be
a controversial issue, but I wouldn’t
be surprised if it becomes one,” Katz
says. “People can regulate without
Information; you just can’t do a good
job of it,” he adds.

Katz joined the FCC in January,
just as the commission was wrapping
up its latest analysis of cable rates for
the cable regulations and cost-of-ser-
vice rules. He came too late to shape
the study. but he generally agrees
with the direction taken by the staff
economists. Even so, Katz has logged
marathon days preparing the final
version of the regulations and rules.
He has gained a reputation as a night
owl, sometimes sleeping during one
of his 24-hour days on the job, some-
times not.

The forms that cable operators must
submit under the new benchmarks are
important to Katz: “The forms they

will fill out and the process they go
through 1s, in essence, the rules.”

Working under tight deadlines is a
different experience for Katz, who
comes from an academic environ-
ment. As a professor of business
administration and economics at the
University of California at Berkeley,
Katz was part of a group that created a
form for students to evaluate teachers.
He and his colleagues took 18 months
to agree on a final version of the 10-
question form. At the FCC, he had
one month to come up with hundreds
of pages of regulations.

Despite the long hours, Katz has no
regrets about leaving academia for
public service. “It’s exciting,” he says.

Once the commission moves past
the new cable regulations and cost-
of-service rules, Katz has a host of
other issues to examine, including
broadcast ownership rules, system
compatibility, universal service-and-
access rules and local-exchange
price caps.

Katz says one of his strengths as an
economist is making complex materi-
al understandable. In the past, he has
served as an economics expert in
antitrust cases. As a Hundt appointee
at the FCC, Katz says he has a similar
mission. When he looks at an issue,
whether it is broadcast ownership or
rate regulation, he looks at the overall
effects of competition—or the lack
thereof—and adds public interest to
the equation. Although the FFCC is not
conducting antitrust investigarions,
Katz says some of the principles
involved are fundamental to economic
regulation.

Katz appears to have been warmly
received at the commission. One
source there says Katz is “‘surprisingly
independent” and is not just a “plant
by the chairman.” The source says
Katz has let it be known that he will
make decisions independently. ]
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Television managers come to Odetics looking
for on-air systems that are futureproof. Systems that
will help them avoid costly errors in light of ap-
proaching digital tape and disk technology. That's
where we come in.

We’re Futureproof

Odetics is the master of futureproof television
technology. That's how we got to be the world leader
in large on-air library management systems. Since
day one, Odetics on-air automation systems have
been completely format-independent. This means
we can handle any tape format from S-VHS to digi-
tal Betacam. It also means we're ready to imple-

ment emerging digital technologies in a seamless
evolution — not a costly “start over” process.

Automation Is Our Middie Name

And what about automation? It's the technol-
ogy that made Cdetics famous. So we can guide
you in the development of phased-in “islands of au-
tomation” that let you expand productivity at a cost-
effective pace — without forsaking your on-air qual-
ity or reliability,

With Odetics there’s no need to fear your fate at
the hands of an unproven supplier. Odetics is the
leader in on-air automation technology for today and
tomorrow. Call us to talk about your future.

1515 South Manchester Avenue, Anaheim, California 92802-2807
Phone (714) 774-2200 or (800) 243-2001

Southeast
Emerson Ray
(813) 960-0853

Northeast
Ray Baldock
(201) 305-0549

Director of Sales
Bill Keegan
(714) 774-2200

South Central
David Scally
(404) 917-9506

West
Chuck Martin
(818)999-9796

North Central
Bill Boyd
(612)894-2121



for syndicated

reality programs

By Steve McClellan

espite efforts by the syndicated
D news magazines to ride the coat-

tails of the Olympics by means
of the Harding-Kerrigan affair, year-
to-year viewing levels for the shows
in the key demos were largely down
or flat in February.

That’s according to a Petry Televi-
sion analysis of the February books.
Also according to Petry:

Among reality programs, the off-
Fox Cops turned in the best early fringe
young adult demos (men and women
18-34) of any nationally syndicated
magazine or reality show. In prime
time access, Cops was the top per-
former with men 18-34 in the category,
averaging a 5.4 rating and a 21 share.
With women 18-34, the show was sec-
ond only to Entertainment Tonight.

Among magazines in access, Inside
Edition was highest rated in house-
holds, thanks to a sizable persons-55-
plus rating. That was the only demo in
which the program showed a gain
from a year ago.

ET was second in households and
first with women 18-34 and 25-54. Edi-
rion was tied with A Current Affair for
third among women 18-34, and tied

ISSEEETOP OF THE WEEK =

February proves chilly

with Hard Copy for
second among we-
men 25-54. Copy
was the third-ranked
access magazine in
households, fol-

lowed by Affair and ‘Cops’ scored high with men in early frmge )

newcomer American Journal.

In its first February book, Journaf
improved on its early fringe household
lead-in by 6% (averaged over 43 mar-
kets), but dropped 14% off its access
househeld lead-in (averaged over 26
markets). In early fringe, the program
showed slight gains among women
25-54 and comparable declines with
women 18-34 versus year-ago time
periods. Access demos were down
compared with a year ago, except for a
5% gain in persons 55-plus.

Two other reality shows, Rescue 911
and Real Stories of the Highway Patrol,
had impressive February outings. In
31 access markets, Highway showed
double-digit gains across the board in
the key demos versus a year ago. In 28
access markets, Rescue also showed
solid gains across the key demos.

Among daytime talk shows, Regis
& Kathie Lee was tops in households
and with women 25-54. Sally Jessy

T —"

Sony, Warner in radio business

At a time when the radio business is undergoing a dynamic resurgence, the
two largest music groups in the world—Sony and Warner Bros.—are form-
ing a joint venture to develop and distribute radio networks and syndicated
programs. Company sources confirmed the plans but said that no details
will be available until the deal is signed. That's expected to occur shortly.
The new venture, SW Networks, will be run by Sony’s Susan Solomon and
will create a slate of music, talk and drive programs for radio broadcasters
and digital audio services. The news was received enthusiastically by radio
industry executives. “It's great to have. two companies as strong as them
getting into the radio business,” said Infinity Broadcasting President Mel
Karmazin.

Local and national radio advertising sales are up sharply for the first two
months of '94. Gordon Hastings, president, Katz Radio Group, said nation-
al spot showed record growth in that period, up 20%. Local gains are in the
high teens, he said.

SW Networks is the latest of a series of ventures between Sony and
Warner. The companies are two of five partners creating a music channel
to compete with MTV. They also are investors in Digital Cable Radio; Viva,
a German music channel, and several direct-mail ventures. —SM

Raphae! was second in households
and Maury Povich was third, bumping
Donahue to fourth. Povich was fol-
lowed by Geraldo, Vicki!, Jenny Jones,
Jerry Springer and Ricki Lake.

But newcomer Ricki Lake, in its
first February book, showed dramatic
gains in its time periods compared
with a year ago. The program, with 83
daytime clearances, was No. | among
women 18-34, up 164% versus a year
ago. Ricki was up 30% in household
ratings and up in every demo except
persons 55-plus. Sally Jessy and Jenny
Jones were tied for second among
women 18-34, and Sally was second
in the women 25-54 demo. Geraldo
was third with younger women, and
Montel Williams was fourth.

Can We Shop?!, the new talk-home
shopping hybrid, had the lowest num-
bers of any nationally syndicated pro-
gram in recent memory. However, part
of the show’s appeal to stations is the
revenue they receive from home shop-
ping purchases generated by the pro-
gram. In its first book, the show aver-
aged a 0.6 household rating in day-
time, a 0.3 rating among women 18-
34 and 0.2 among women 25-54.

Rolonda Wazrts, which debuted in
January, struggled in its first book.
The show, with 65 daytime clear-
ances, was down in households, the
key demos and from its lead-in com-
pared with year-ago time periods.
Rolonda averaged a 2.8 household rat-
ing and rounded up to a 2 rating
among women 18-34 and 25-54.

In early fringe, Oprah Winfrey con-
tinues to dominate. It averaged a 32
household share and was first in all
the key women demos. Ricki was sec-
ond with women 18-34, averaging a
5.5 compared with Oprah’s 8.3. Jenny
Jones was third in the category, and
Montel was fourth. ]
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Something's
missing
from your
| programming.

But now you can fill the void. More
than half a million children in the United
States disappear each year. These
children are your neighbors, your
child’s classmates, maybe even your
child. Who will give these silent
thousands a voice?
Bring Them Home America, a
program designed to help locate
missing children, can be that voice.
Home Shopping Club®™, in conjunction
with the Missing Children...Help Center,
offers you this opportunity to earn the
respect of your community by airing
Bring Them Home America on your
public service channel on May 25th,
National Missing Children Day. The
Bring Them Home America program, as
well as a complete promotional kit, will be
provided by Home Shopping Club free of
charge.
The time for action is now. You can
help join in the search for missing children

currently taking place

across the country.
For your copy of Bring
Them Home America,
or for more information,

-

SHOPPING _
NETWORK call Home Shopping
—— Club/Debbie Alpi at (813) 572-8585,

extension 7326, or fax your request to
(813) 572-8854.

©1994 Heme Shapping Club. Inc.
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Lifetime

Continued from page 6

and Capcities/ABC. But when the
partners refused to sell, Viacom
decided to sell its stake rather than
continue to hold a minority interest in
the network. The deal was to be com-
pleted by last November, but the Via-
com-Paramount negotiations pro-
longed the process.

Wall Street analysts say that selling
the stake for $317 million in cash
made sense in the wake of Viacom’s
$10 billion purchase of Paramount.

The ownership shift comes during a
transitional period for Lifetime. The

TOP OF THE WEEK

network one year ago named a new
president/CEO, Doug McCormick,
who now will become president/chief
executive officer of the network.
McCormick has assembled a manage-
ment team that includes Senior Vice
President of Programing Judy Girard,
who is orchestrating a programing
overhaul. Lifetime is investing up to
$60 million in a new programing line-
up that will kick off this spring.
Lifetime now reaches roughly 59
million households nationally and is
the eighth most-watched basic cable
network in prime time with an average
576,000 households, according to
recent A.C. Nielsen Co. data for the
first quarter. u

CBS names new media chief

Mark Harrington to head new tech exploration

By Chris McConnell

ith other net-
works chasing
new media pro-

jects, CBS has decided [
to tune up for the infor- |
mation highway 500. |

The network last [
week named Mark Har-
rington senior vice pres-
ident of new media.
Harrington will
“explore and develop”
relationships for CBS
with new technologies,
as well as oversee the
network’s new media
activities.

CBS said Harrington will serve as
its “link to technology companies,
software producers, media outlets and
others.” He will coordinate all new
media business opportunities inside
and outside the company as well as
coordinating CBS retransmission
efforts with cable companies.

Some new media possibilities cited
by the network included ventures with
cable and telephone companies as
well as interactive, online services,
CD-ROM projects and partnerships
with emerging media companies.

At least one of the network’s com-
petitors will be working with Bell
Atlantic on the company’s planned
video-on-demand market trial in
northern Virginia. Harrington said he

Harrington will keep an eye on
new media for CBS

has not talked with Bell
about joining that trial,
but is interested in the
project.

“It sounds like some-
thing I'd like to know
about,” Harrington
said. The new media
chief added that he has
not yet set his sights on
" any particular project
or technology, but
plans to learn about the
possibilities. “This is a
new area for me,” Har-
rington said, adding
that the purpose of the
job is “not to next Mon-
day announce three new things.”

“I"m going to talk to a lot of peo-
ple,” Harrington said. “The trick is to
find those people.”

Harrington, who will report to
CBS/Broadcast Group President
Howard Stringer, also will lead a
companywide “futures group” at
CBS. The group, which has not yet
been assembled, will consist of repre-
sentatives from programing, market-
ing, sales, technology, research,
finance and other areas of the net-
work.

Harrington moves to the new posi-
tion from his role as vice president,
Olympics, CBS Sports, where he
recently headed coverage of the Lille-
hammer games. ]

Allbritton,
ABC join Bell
Atlantic test

Will provide programing to
Stargazer interactive service

By Harry A. Jessell
c ton Communications will be

among the companies supplying
programing for Bell Atlantic’s inter-
active TV trial in suburban Washing-
ton this summer.

Capcities/ABC will provide the
programs primarily to gauge con-
sumer interest in time shifting—the
making available of programs after
their original network broadcasts,
says Steve Weiswasser, senior vice
president, general counsel, and presi-
dent of the multimedia group.

Capcities/ABC’s involvement is
“experimental, not commercial,”
Weiswasser said.

Allbritton, licensee of WILA-TV
Washington and four other stations,
will also provide programs—mostly
local news—industry sources say.
Neither Bell Atlantic nor Allbritton
executives would comment.

Bell Atlantic’s Stargazer service,
which is delivered via conventional
telephone lines, permits viewers to
order movies and other programs
whenever they want.

This summer’s trial in the Virginia
suburbs will involve 1,000 homes. If
all goes well, Bell Atlantic plans to
extend the service to as many as
250,000 homes in Virginia and
Maryland as part of a commercial
rollout,

According to Bell Atlantic, Home
Box Office, USA Network, National
Geographic, NBC and most of the
major Hollywood studios also will
participate in the trial.

Capcities/ABC already is involved
in time-shifting experiments with Dis-
covery Communications’ Your
Choice TV, a cable near-video-on-
demand service, and Allbritton’s
Channel 8, a regional cable news ser-
vice serving Washington. Channel 8
rebroadcasts Nightline, World News
Tonight and other ABC News pro-
grams. |

apital Cities/ABC and Allbrit-
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Ona Iaugh track to profltablllty

Whether newly minted or evergreen, comedies remain potential goldmine

By David Tobenkin
ike otd soldiers, good sitcoms
never die.

L They are recycled, run on

cable, sent overseas and sold to fans
on home video. All of which adds up
to staggering revenues for their own-
ers.

Twentieth Television's M*A*S*H
has generated more than $1 billion for
the studio, with roughly $600 million
of that from domestic syndication of
the show after its network run, says
Dave Davis, an analyst at Paul Kagan
Associates Inc. And in some markets,
The Andy Griffith Show, which went
off the air in 1968, continues to best
recent syndicated programing and
powerhouses such as Letterman.

Many syndicators say that ever-
green sitcoms like M*A*S*H and
Cheers—shows whose lifetimes on
broadcast are measured in decades
rather than years—are still among the
most valuable off-network product
they have. “Theyre like autos: If you
keep a new car in good shape and wait
25 years, 1t’s a ¢lassic, and it’s worth
more than when it was new,” says
Chuck Larsen, president of MTM
Television Distribution, which syndi-
cates shows such as The Mary Tyler
Moore Show, The Bob Newhart Show,

Rhoda and WKRP in Cincinnati.

[t’s easy to see why, when shows
such as M*A*S*H and Cheers contin-
ue to garner higher ratings than recent
syndication launches such as Famify
Matrters and Empty Nest.

In the November sweeps, Cheers
earned a 5.6 rating in 168 markets and
M*A*S*H a 3.8 in 130 markets, both
ahead of Family Matiers’s 3.6 and
Empty Nest’s 3.3, according to
Nielsen Media Research data.

But the evergreens are few in num-
ber. Of those sitcoms that reach the
90-100 episodes necessary for syndi-
cation, only a handful become ever-
greens. Scarcely a dozen merit the
title, with many concentrated in tele-
vision’s early years, say syndicators.

The past decade has yielded only
two or three evergreens: Cheers,
Roseanne and perhaps The Cosby
Show. Many question whether shows
such as Night Court and Family Ties,
while initially strong, will persist.
And the debate rages over whether a
trio of prominent sitcoms soon to be
syndicated—Home Improvement,
Seinfeld and The Simpsons—will join
the short list.

What separates an evergreen from
the rest? Quality 1is the short answer,
but syndicators cite specific attributes.

The greatest predictor of how long a
sitcom will last is its number of
episodes. More episodes means the
show lasted longer on the air and that
viewers were already exposed to
reruns during its first run. Too, more
episodes means that when a show is
stripped in syndication there is less
repetition and potential for burnout.

Also key is the demographic
breadth of audience. Appeal to males
and older viewers-—who are more
artuned to watching reruns-—greatly
extends the play of a show. That usu-
ally requires an ensemble cast com-
posed of men and women. “The
biggest trap is the fad sitcom based
around a single character or a gim-
mick—those tend not to wear as
well,” says Ken Solomon, Twenticth
Television executive vice president
and general sales manager.

The ensemble cast also makes the
show easier to tailor to any daypart.
Shows such as M*A*S*H and Cheers
can run in early and late fringe and
access; shows skewing heavily (o
males tend to end up in access and late
fringe, while those skewing to kids,
teens and females land in early fringe.

In addition, many evergreens tend
to have a timeless quality and lack
style and speech fads that can date a
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"Dream On" is that rare program--daring
and innovative, with just the right amount of
cutting edge adult comedy--with 2 Emmys,
_ 11 ACE Awards and 4 years at the top of
Clectronic Media's Critics' Poll. Executive Produced







show. M*A*S$*H’s historical setting or
[ Love Lucy’s abstract guality help
them age gracefully, svndicators say.

Many evergreen sitcoms have
increased license fees in their second
and third four-year syndication
cycles, reflecting the growing popu-
larity of the shows. M*A*S*H’s value
soared from $250,000 per episode
(when its first 242 episodes were syn-
dicated in 1979) to $900,000 per
episode for the final total of 255
shows in 1985—and to $1.1 million in
1989 in its third cycle, says Kagan’s
Davis. He says that Cheers has exhib-
ited a similar pattern, with the show’s
license price rising from $1.3 million
to roughly $2.3 million in its second
cycle.

Popular sitcoms also generate
considerable merchandising rev-
enue. Interest usually drops off
several years after a show enters
syndication, but evergreens prove
the exception.

Viacom Enterprises last year
published its second “Mayberry
Catalog” based on The Andy Griffith
Show. An “Aunt Bee’s Kitchen Col-
lection” cookbook based on the
show character has already sold
800,000 copies. Disney and Warner
Bros. aggressively market products
tied to sitcoms such as Home
Improvement and Murphy Brown in
their studio stores, and Paramount
has indicated it may do the same with
Cheers in parent Blockbuster’s retail
outlets.

Many of the studios’ home video
divisions are also releasing sitcoms,
or specials based on them, on home
video. Sony Pictures Entertainment
this June will release three retrospec-
tive episodes of its camp hit Soap,
starring Billy Crystal. That coincides
with the relaunch of the show on
Comedy Central.

“A lot of this is marketing,” says
Barry Thurston, president of Colum-
bia TriStar Television Distribution.
“You don’t just put these older shows
on the air. You have to buy and pack-
age them in a certain way.”

However, the earning power of all
sitcoms eventually fades. The first
dramatic drop-off—at least since The
Cosby Show ploneered its use—is in
barter. After the first cycle, most sit-
coms lose the necessary coverage to
include a barter element in their com-
pensation. Gradually, shows are
licensed by fewer stations and by

smaller independents in each market.
Increasingly, shows are moving to
cable networks, which can justify run-

ning them with lower numbers and |

also have the flexibility to better ex-
ploit them.

Leading that trend has been Via-
com’s Nick at Nite programing block,
which dubs itself the home of classic
sitcoms and runs blocks of sitcoms in
prime time and overnight.

“We think we are in a unique posi-
tion to celebrate these shows,” says
Rich Cronin, senior vice president and
general manager of Nick at Nite. “No
one else can present them the way we
do.”

The network has spent millions to

TV viewers—and station
program directors
—still love ‘Lucy.’

promote interest in the programing. In
addition to advertising on co-owned
Viacom networks like MTV and VH-
1, it launched its airing of the The Par-
tridge Family with a 10-city cross-
country tour by David Cassidy in the
famous Partridge Family bus. The
acquisition of The Dick Van Dyke
Show for cablecasting resulted in Van
Dyke’s appointment as Nick at Nite’s
honorary chairman. The network also
bills itself as the guardian of classic
sitcoms, airing [ Love Lucy, for
instance, in its original running time
of approximately 26 minutes—18%
longer than is normally seen in broad-
cast syndication.

The strategy earned the cable block
growing ratings, with fourth quarter
1993’s 1.1 prime time rating good
enough for seventh place among basic
cable networks.

Syndication executives also are
looking for new uses for the shows.

“We’re trying to find out what kinds
of shows could be given a life beyond
cable—on an interactive network or in

| CD-ROM games—although we

haven’t reached any decisions yet,”
says Scott Carlin, senior VP of sales
at Warner Bros. Domestic Television
Distribution.

So which are the evergreens of
tomorrow? A nearly sure bet is
Roseanne because of its wide audi-
ence, say syndicators and station reps.

However, other hits of the late
1980s and early 1990s remain ques-
tion marks. Cosby and Who's the
Boss? have not lived up to their multi-

million-dollar deals in syndica-

tion. Nearly 80% of the stations
that bought Cosby dropped it in
the second round, although Via-
com’s president of domestic mar-
kets, Rick Jacobson, says they were
largely affiliates replaced by inde-
pendents that could better showcase
the show.
Among upcoming shows, Home
Improvement may be most likely to
make the cut, say station reps. “[lt
has] the most going for it because it
appeals to kids, teens, women and
men,” says Dick Kurlander, vice pres-
ident at station rep firm Petry Televi-
sion Inc. “It has that macho plot that
has tremendous male appeal.”
Opinion on Seinfeld is divided, with
some calling the show a classic
because of its fine writing and others
saying it will appeal primarily to a
male-skewing audience in later time
periods.

Because of its unigue nature as a
prime tume animated show, the jury is
out as to whether The Simpsons’
appeal will fade.

David may be the king of late night
in most of the nation, but Andy, Opie
and Aunt Bee reign in Charlotte. The
Andy Griffith Show, which ended its
network run in 1968, earned a 10.1
rating and a 28 share at 11:30 p.m. on
ABC affiliate wsoc-Tv in February,
ahead of Leiterman’s distant second-
place rating of 8.7/25 that half-hour,
according to Nielsen Media Research
numbers. That’s no fluke for the show,
which continues to rank among the
top 15 syndicated sitcoms nationwide
and much higher in the South. Anoth-
er measure of the show’s enduring
popularity is sales of 800,000 “Aunt
Bee’s Mayberry Cookbook.” ]
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Sitcoms: Off-net on a roll
‘Simpsons’ hits syndication market this fall, followed by
bumper crop next fall with ‘Seinfeld’ and ‘Home Improvement’

By Steve Coe
his fall will see the syndication
T debut of one of the most eagerly
awaited off-net sitcoms: Twenti-
eth Television’s The Simpsons. Given
the show’s track record as one of
Fox’s highest-rated programs, and its
popularity with the younger demos
the network courts, observers predict
the series will perform equally well in
access, where it will play on the
majority of stations.
Fall 1995 is shaping up to be an

even bigger launch season than last

g P

fall with the debuts of two other high-
profile sitcoms: Buena Vista’s Honie
Improvement and Columbia TriStar’s
Seinfeld. Joining those will be MCA
TV’s Dream On and Buena Vista’s
Blossom and Dinosaurs. Other possi-
ble entries for the fall of 1995 are
Warner Bros.” Srep by Step and Buena
Vista's Herman's Head and Nurses.
Joining The Simpsons in the Class
of '94 are Twentieth’s other entry |
Doogie Howser, M.D.; MTM’s

Programing handicappers are
high on ‘Seinfeld’ for fail '95.

Evening Shade, and Warner Bros.” The
Fresh Prince of Bel Air. In addition, the
approximately 65% of the country that
didn’t exercise the option to trigger
Coach early, including the top three
markets, will debut the series this fall.

“This year’s group of shows is con-
sidered to be very strong,” says Dick
Kurlander, vice president and director
of programing, Petry Television. “lt’s
an excellent crop, with some of them
appealing to a different audience. The
Simpsons will draw a wide, general
audience, while Evening Shade will

ol shows 1S
X

P oy I vm et
ent and director

etry Television

have an older skew, and Fresh Prince
will have a younger skew and heavier
btack audience. Doogie, although cer-
tainly not the caliber of Fresh Prince,
will do well, and Coach will do very
well in the markets that haven’t trig-
gered it yet,” he predicts.

As to the long-term success of the
new sitcoms, Kurlander predicts The
Simpsons has the most potential for
longevity. One benefit for The Simp-
sons, says Kurlander, 1s that the kids

never outgrow their parts.

Each of the fall 1994 entries,
with the exception of Evening
Shade, 1s widely cleared, with
only smaller markets left to be
signed. The Simpsons 1s cleared in
143 markets representing 92% of
the country. Doogie Howser is
cleared in 131 markets (86% of the
country). Fresh Prince 1s cleared in
90%, and Evening Shade has been
sold in 69 markets representing
47% of the country. Coach is cleared
in 94% of the country.

The Simpsons, like Coach, has an
early trigger clause that allows sta-
tions to debut the show n strip this
fall or wait until 1995. “More people
are accelerating the launch because of
the show’s anticipated strength,” says
Ken Solomon, executive VP and gen-
eral sales manager, Twentieth Domes-

Bart and company are heading
for syndication this fail.

tic Television, who notes that approx-
imately 60% of the show’s total clear-
ances will debut this fall. “That num-
ber could increase in January if it
comes out of the box strong,” he says.
One feature of the contracts for The
Simpsons that Solomon says will pro-
long the life of the show is a clause
that disallows stations from double-
running the series in its first year. In
fact, Twentieth has not set a timetable
for when stations can double-run, but
Solomon says it probably won’t be
until the third year of the contract.
“It’s a nice component to give the
show a good launch and not overex-
pose it right off the bat. It helps to
keep the show special,” he says.
Although it comes into the market
with less fanfare than its animated
competitor. Warner Bros.” Fresh
Prince is expected to follow in the
footsteps of two other Warner Bros.
successes. “We’re on a run with Fami-
Iy Matters and Full House, and we
think Fresh Prince will continue that
trend.” says Scott Carlin, senior VP,
sales, Warner Bros. Domestic Televi-
sion Distribution. *“Fresh Prince is the
third leg of the Miller-Boyett triumvi-
rate,” says Carlin, who adds, “it has
something the other two shows didn’t
have, which is two established stars in
Patrick Duffy and Suzanne Somers.”
One of the advantages of £vening
Shade, according to Chuck Larsen,
president, MTM Distribution, is the
show’s ability to play in a number of
time periods. ““We think it will do well
in late night, early fringe and access,”
says Larsen. “The show has strong
adult 25-54 composition. Burt
Reynolds appeals to both men and
women, and it certainly has kids and
teens in the cast but doesn’t rely on
that age group for an audience.” ]
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Right kind of laughter is best
counter programing medicine

Late night favors male-skewing sitcoms

By Steve Coe

or many independent stations
F the best remedy for talk show

and local news competition in
the late-night daypart is off-net sit-
coms. However, despite their general-
ly strong demographics and advertis-
er attractiveness, few situation come-
dies have the kind of appeal that
makes them strong performers in late
fringe.

“The performance of a sitcom in
late night is determined by its male
skew,” says Dick Kurtander, vice
president, director of programing,
Petry. “If you have a good male com-
position, you’ll do well.” That fact is
no better illustrated than by Mar-
ried. .With Chifdren, the top-rated sit-
com in late fringe, according to num-
bers from the February ratings book.

Columbia’s Married is followed by
Cheers and Roseanne, tied for second,
with old-timers M*A*S*H, Designing
Women, and Coach and Murphy
Brown following in the third, fourth
and fifth slots.

Not only is Married the highest-
rated show, it 1s also the most heavily
cleared sitcom in late night. The off-
Fox show is cleared in 110 markets in
the country in late fringe. Cheers and
Designing Women are cach cleared in
84 markets, and M*A*S*H airs in late
night in 80 markets.

“Married. .With Children’s perfor-
mance in late night is not a surprise if
you look at a couple of ingredients,”
says Barry Thurston, president,
Columbia TriStar Television Distribu-
tion. “First, these comedies [those that
are successful in late night] are more
adult in nature and appeal to a
younger audience, and they usually
have more male appeal in their mix of
demographics. The stronger the male
appeal the better they do in late
night,” he says. Thurston notes that
Cheers and M*A*S*H, two of the
most popular sitcoms in late night, are
older shows but have those ingredi-
ents.

One sitcom that on first look
doesn’t appear to fit the typical profile

for a successful late-night show is
Designing Women, which airs primari-
Iy in late night. However, Thurston
says the show’s numbers shouldn’t
surprise those familiar with its run on
CBS. “Designing Women draws both
men and women. Critics of the show
said it wouldn’t draw men in syndica-
tion, but they didn’t look at its profile
during its prime time run,” he says.

Most observers say the next big
late-night performer may be Colum-
bia’s Seinfeld, which was just launched
into the marketplace and in the past
month has cleared New York, Los
Angeles and Chicago. “Seinfeld will
do very well in late night,” predicts
Kurlander. “It’s the one sitcom coming
into the market that stands out as the
best late-night player. Roseanne has
done well in late fringe, and [ think
Evening Shade has the potential to do
well in late fringe as well,” he says.

“Seinfeld is one show that would
look to do well in late night,” says
Chuck Larsen, president, MTM Dis-
tribution.

Another show that appears to fill
the late-night criteria is HBO’s Dream
On, distributed by MCA, which will
be available for a fall 1995 launch,
according to Shelly Schwab, presi-
dent, MCA TV, who says the
company is still working on a
marketing plan for the series.

“We think we’re in a great posi-
tion,” says Schwab. “Here is a
show with a multiyear track record,
and yet, when it goes into syndica-
tton, 80% of the audience will be
seeing it for the first time.”

A broadcast television version of
each episode was produced in addi-
tion to the cable version to remove
nudity and language. “We don’t
think there’s anything different in
this show than in Seinfeld,” says
Schwab. “Seinfeld is an excellent
show that deals with issues in a
mature and intelligent way, and we
think we’'ve done the same thing.”
Schwab says the broadcast version
has been cut, “but [is] mere seconds
different from the HBO version.”

According to Lonnie Burstein,
senior VP, research, MCA TV, when
compared with the betrer-known The
Larry Sanders Show, Dream On pulls
in bigger numbers. “Diream On beats
The Larrv Sanders Show either as a
lead-in or a lead-out.”

Dream Qn’s performance against
network is equally strong, says
Burstein. In HBO homes, Dream On
is the number one show among adults
18-49. In Dream On’s three full sea-
sons, the show has averaged a 9.1 rat-
ing and 16 share versus NBC’s 8.6/15,
CBS’s 7.7/13 and ABC’s 7.5/13. “We
think it'll be the perfect late-night
vehicle,” says Schwab, adding that the
show “can also run in access.”

“You can’t program a sitcom in late
night without a certain profile. They
have to be adult sitcoms like Dream
On or Coach, among others. Family
sitcoms can’t play there,” says
Schwab, who notes “we have the
number one male-appeal show on
television in Dream On.”

“What’s great about a good sitcom
i late night is it’s great counterpro-
graming against news at 11 p.m. and
against the talk shows at 11:30 p.m.,”
says Rick Feldman, station manager,
KCoP-TV Los Angeles. The station airs
Roseanne at 11 p.m. and beginning
this week moves Arsenio to midnight
to schedule Night Court as a lead-out
to Roseanne. “The demographics are
usually better than news and talk
shows, especially with a show like
Cheers, which is strong with men and
women.” ]

‘Married...With Children’ is jate
fringe’s highest-rated sitcom.
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Original D

programing

on cable

Networks push envelope

By Rich Brown
able still has nowhere near the
c number of original sitcoms as
does network television, but the
number is growing.

Traditionally, cable programing
executives have shied away from pro-
ducing the type of big-budget sitcoms
that fill the broadcast networks’
schedules. But some recent big-bud-
get attempts by cable—such as HBO’s
The Larry Sanders Show and USA’s
Duckman—are attracting the kind of
attention that could lead to more of
the same.

In a review last week, the Wall Street
Journal described USA’s animated

Cable’s hand has been
strengthened by shows like
‘Dream On.’

comes to life

with shows such as ‘Duckman,
‘Larry Sanders’ and “Clarissa’

lJ(,{/v‘d//

Duckman as a show “that blows away
competitors such as The Critic and The
Simpsons with its twisted imagina-
tion.” Ratings so far for Duckman and
another USA newcomer, Weird Sci-
ence, show they are performing better
than earlier, low-budget USA sitcoms
like Check It Out and Doghouse. Dick-
man is averaging 967,000 homes with
a L.6rating; Weird Science is averaging
a 2.3 rating.

“We think that we’ve gotten a better
product as a result of better invest-
ment,” says David Kenin, executive
vice president of programing, USA.
He says USA and other cable net-
works are more likely to spend on

original sitcoms today than they
were in the past because
increased distribution has
changed the cost-value equation.

“It used to be you would spend

way out of proportion in dollars to

“You can
develop
talent, and
you can give
people chances
in cable.”

—-Herb Scannell,
senior vice president of
programing, Nickelodeon

i Channel is eying off-cable domestic

what the delivery was and what the
impact was,” Kenin says. USA’s plan
is to eventually create a two-hour
original sitcom block, he says. Sever-
al sitcoms are now in development at
the channei, and Kenin says he hopes
to have two more on the air by Janu-
ary [995.

The Family Channel also is produc-
ing two original sitcoms, Big Brother
Jake and The Mighty Jungle. Paul
Krimsier, the network’s senior vice
president of programing, says original
sitcoms provide The Family Channe]
with at least two sources of revenue,
from the original network run and the
sale to ancillary markers. The Family

syndication possibilities for its 100
episodes of Big Brother Jake, which
already has been sold in Spain and
Germany, he says.

“Original programing is growing
for cable in general,” Krimsier says.
“As it does, sitcoms are bound to
increase.”

Cable networks do not necessarily
have to spend a lot of money to make
original sitcoms work. In 1990, for
example, Nickelodeon hired untried
sitcom writer Mitchell Kriegman to
work on Clarissa Explains It All. The
series has run for 65 episodes, the
character has an extended presence on
Nickelodeon and the show is being
piloted for CBS.

“You can develop talent, and you
can give people chances in cable,”
says Herb Scannell, senior vice presi-
dent of programing, Nickelodeon.
Cable networks can succeed in sit-
coms by taking points of view that are
different from those on breadcast TV,
he says. Clarissa takes a kid’s point of
view. Most broadcast sitcoms take an
adult point of view.

“Clarissa has been a big success for
us,” Scannell says. “Sitcoms are a part
of what kids want to watch on TV.”

Even cable networks that do not
produce original sitcoms are looking
into the category. One of those, Life-
time, is sorting out potential partner-
ships with foreign or domestic part-
ners that might help finance its long-
term plan to produce original sitcoms,
says Judy Girard, senior vice presi-
dent, programing and production.

“Ideally, in a program service, you
want a mix of a number of different
program genres (o make the service
strong. Glrard says. “Sitcoms have to
be a part of 1t.” n
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First-run success
remains elusive

Rysher, MTM hope to succeed where few have

By Steve McClellan

TM Television Distribution
M and Rysher Entertainment are

attempting to do what many
have tried and failed to do: produce
and distribute successful first-run syn-
dicated sitcoms.

MTM has revamped its rollout
strategy for the first-run sitcom Boo-
gie’s Diner. It will now debut as a
weekly program in fall 1994, going to
strip in midseason or in fall
1995. Initially, the plan was to
go to strip right out of the box
this fall.

Rysher has teamed with NBC
Productions and has agreed to
finance first-run episodes of Cali-
Jornia Dreams. Separate episodes
of the series are running in the net-
work’s Saturday morning “tween”
block.

The genre has a checkered past,
literally and figuratively. Two of
the most durable made-for-first-
run sitcoms, Warner Bros.” Mama’s
Family and It's a Living, had prior
network exposure before moving to
first-run syndication.

In the mid-1980s a handful of
other first-run sitcoms were pro-
duced at the behest of stations locok-
ing for fresh and original product.
A number of stations, including
the NBC-owned stations, tried
checkerboarding the sitcoms in
access and early fringe.

The results were poor, and post-
mortem consensus was that they
just didn’t have the network-quali-
ty production values—or humor—
to which viewers had become
accustomed.

The genre lay fallow until three
years ago when MTM redid WKRP
in Cincinnari in first-run, The show
died in its second season.

But MTM, now owned by Interna-
tional Family Entertainment and with
a new TV distribution chief in Chuck
Larsen, believes it has a winning for-
mula for success in the first-run sit-
com business.

The formula combines targeting a

younger demographic—the same
teen-based demo that drives Saved by
the Bell—with strong international
sales. In addition, there’s a presold
aftermarket on co-owned Family
Channel. WKRP’s problem, says
Larsen, was too much competition in
the adult sitcom arena.

“There is clearly a need for sitcoms
serving the under-18 demographic,”
says Larsen. The program’s sales to

MTM has revamped its roliout
of ‘Boogie’s Diner.’

‘WKRP’ ran up against stiff
compeltition in the adult arena.

date would appear to support the
statement—almost 100 markets cov-
ering roughly 65% of the country.
Clearances include wLrFD(TV) Chica-
go, WPHL-TV Philadelphia, WFTY(TV)
Washington, KxTx-1v Dallas and
KTZZ-TV Seattle.

However, one thing the company
did discover in the sales phase was
that the time periods it needed to sus-
tain the show as a strip would not be
there starting in fall 1994.

“Our production is right on sched-
ule,” says Larsen. So far, about 23
episodes of a planned 65 for the first
season have been produced in Van-
couver, Canada (by Franklin/Water-
man Entertainment and King St.
Entertainment). With the time period
crunch, stations are being offered one
or two episodes per week for
weekend play in year one, he says.
The show remains an all-barter
vehicle—three minutes national
and four minutes local.
Meanwhile, Rysher Entertain-
ment is taking a different approach.
It has struck a deal with NBC Pro-
ductions to finance syndication-
only episodes of its Saturday morn-
ing show California Dreams. Rysher
President Keith Samples says the
venture with NBC spreads the risk,
although he also has a couple of
first-run sitcom projects in develop-
ment that the company itself could
take on.

But first-run sitcoms are a lot

tougher to do than action hours, he

says. “There is not as much interna-

tional potential, which makes it criti-
cal to have the right idea and the
right producer”—and a modest
budget. “It really has to be geared
to a younger audience.”

Rysher has cleared the first-run
version of California Dreams on 83
stations covering 82% of the coun-
try. Samples says he expects to go
to strip with the show in 1995.
Larsen says Boogie’s Diner will
probably make money in year one,
due in large part to surprisingly strong
international sales. “Our sales to the
international market at NATPE went
well beyond our expectations,” he
says. Conventional wisdom is that sit-
coms don’t play as well overseas, but
Larsen suspects that Boogie’s has
bucked the trend because “internation-
ally, teens are always interested in
American fashion, and this show gives
them an eye on that culture.” ]
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Barter'boom continues in offnet

Some believe $100 million business will triple by 1997

By Steve McClellan

tising from off-network sitcoms

has grown from nothing to a $100
million business. With the addition of
such hot off-network properties as
Seinfeld, Home Improvement and oth-
ers to the marketplace, some believe
the business will triple in the next

I n the past five years, barter adver-

can, “all hell breaks loose” in the cat-
egory as five more sitcoms with a
barter component debut: Evening
Shade, Coach, Doogie Howser, The
Simpsons and The Fresh Prince of Bel
Air.

Another six sitcoms with barter will
debut in syndication in 1996: Home
Improvement, Seinfeld, Blossom,

three years.

Others note that if the prime time
access rule goes away—as many
believe it will—revenues from sit-
com barter could soar much higher.

Viacom and Cosby started it all
in the 1988-89 season, when the
syndicator withheld an unprece-
dented minute of barter time in an
off-network property. Cosby gen-
erated barter revenue of roughly
$25 million in each of its first three
seasons on the air, estimates the
Advertiser Syndicated Television
Association.

In the 1991-92 season, Married...
With Children became the second
off-network sitcom to hit the air-
waves with barter. That season, the
combined barter revenue for Cosby
and Married totaled approximately
$55 million, according to ASTA.

“The syndication business is creat-
ing a national daypart where none
existed before,” says ASTA Executive
Director Tim Duncan. “The shows
have been there but not available

Roseanne, a member of the
all-barter class of 1992-93

Dream On, Roc and the all-barter
Dinosaurs.

Duncan is convinced that all those
sitcom barter opportunities will draw
money out of network prime time.
Advertising agency executives say
that is indeed a possibility. “It would
make more sense to take some of it
out of prime because you’d be putting
it into similar formats and getting
more efficiency,” says one ad exec-
utive.

Barter sales executives antici-
pate the day that PTAR, which

restricts the airing of off-network

shows on top-50 affiliates, goes
away. “That’s the real key to how
fast and how much the off-net-
work barter business grows,” says
Rick Levy, senior vice president,
One World Entertainment.

Levy and others agree that the
amount of barter inventory is likely
to grow regardless of PTAR.
“Clearly the industry is hooked on
barter, and it’s hard to unhook your-
self. And even though it’s more work
and more complicated and involves
more risk for the syndicator, it has
become a standard method of paying
for programs.”

On the local and national levels, sales
executives say they love to get their
hands on sitcom inventory because
the category is generally less contro-
versial. Sitcoms tend to avoid the
advertiser “hit lists” many talk

and reality programs face.

But as Levy knows from sell-
ing Married.. With Children,
that’s not always the case. From
the start, the off-Fox program
pushed the boundaries of good
taste, and there was some adver-
tiser concern.

But ratings and the passage of
time frequently allay such con-
cerns. “All in the Family was con-
troversial with advertisers at
first,” Levy recalls. Standards are
constantly changing, he says.
“When [ was in high school we

couldn’t even say the word con-
dom, if we knew what it meant,
and now they’re giving them

to national advertisers. Even the e : ‘
Cosby time was snapped up by
just a small handfu%pof mIleor SITCOM BARTER:
advertisers. Now you're seein 90
the emergence of a genuine marg— THE PAST
ket.”
The 1992-93 season saw the 515 FIVE SEASONS
addition of much more sitcom |8 gy
barter inventory to the market- |8
place, with Roseanne, The Won- | &
der Years and the all-barter |E%
S E
Designing Women. E
This season, two more barter 30
sitcoms joined the mix—the all-
barter Family Marters and the 15! |
cash-plus Empty Nest. For both
seasons, the national barter rev- 0 _ 1L L
enues from sitcoms total rough- ’89-'90 '90-'91 '91-'92 ’92-"93 '93-°94
ly $100 million. Source: Figures are estimates supplied by the Advertiser Syndicated
Next season, predicts Dup- 1848l Association

away in the schools.” »
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Emmy returns to
network rotation

ABC four-year deal for awards show
is replaced; ATAS cites infighting

By David Tobenkin

nd the Emmy goes to...Fox,
ABC, CBS and NBC.
The Academy of Television
Arts & Sciences last week voted to
replace a four-year deal with ABC for
rights to the prime time awards show
telecast with a rotation plan that will
allow each network to host the show
once in years 1995 through 1998.

The return to the traditional rotation
was designed to stem the infighting
among the four networks that the
academy felt was undermining sup-
port for the show.

The academy’s headquarters in
North Hollywood briefly turned into a
gaming parlor last week as TAS Pres-
ident Richard Frank spun a roulette-
style wheel with each of the four net-
works’ logos painted on.

The spins resulted in Fox’s receiv-
ing the games in 1995, ABC in 1996,
CBS in 1997 and NBC in 1998. ABC
will host the show this vear, its second
and last under the current contract,
The new deal, negotiated with ABC's

consent, will nearly
match the $11 mil-
lion fee promised to
the academy by ABC
last year when it out-
bid the other three
networks, said Frank.

Although the
money is slightly
less, Frank called the
move a “win-win sit-
uation for everyone.
The academy will get
the financing it
needs. The Emmys
will get a large and
attentive audience of
enthusiastic TV fans.
Finally, everyone in
the television industry will get
evenings of stature to honor the best
of what we do.”

The academy surprised and angered
CBS, NBC and Fox last year by drop-
ping its plan to rotate the show and
instead granting ABC the exclusive
contract. The $2.5 million per year

ATAS President Rich Frank spins Emmy’s own wheel of for-
tune to determine the order of telecast for the show.

offered by ABC topped the $2.1 mil-
lion annual fee that would have been
paid under the rotation plan.

The academy hoped that giving the
telecast a home network would
encourage that network to invest more
in the show. CBS and NBC responded
to the ABC contract with aggressive

WHAT IS HE UP TO IN LATE NIGHT ?

Sept. ‘93
3.0

Febh. ‘94
3.9

%Change

+30

Rush Limbaugh, The Television Show. The fastest growing late

niglﬂ v program {omong programs with grenter than
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counterprograming during last year’s
Emmy telecast, resulting in a 13.6

Frank said the show will continue
to be rotated after 1998 “as long as

rating/21 share for the show, down | the revenue raised is sufficient.” m
from its 13.9/24 average on Fox from
1987-92 and also down from the Errata

19.7/33 average of the most recent
five telecasts on the Big Three net-
works, among which the show was
rotated from 1963 to 1986,

Asked whether cancellation of the
deal was a disappointment for ABC,
ABC Entertainment President Ted
Harbert replied: “We can afford one
day to unite and pay tribute to those
who make up our programing.”

1)
Cable ratings roundup
Thanks in part to strong ratings for its movies and the continued strength of
off-network fare such as Murder, She Wrote, USA Network was the top-
ranked basic cable network in prime time for first quarter 1994. USA also
was among the few cable networks to see a boost in viewership over first
quarter 1993.

Among other networks showing gains were A&E, which continued its
steady climb in viewers, and E!, which saw its relatively small nightly audi-
ence more than triple from 20,000 to 75,000 homes.

Among those networks hardest hit in the ratings was ESPN, which saw
its prime time audience during the first quarter drop from 1,054,000 to
817,000 households in a year-to-year comparison. Industry observers cite
several possible factors for ESPN’s decline, including possible siphoning of
viewers to ESPN spin-off channet ESPN2 and competition from the winter
Olympics on CBS. —RB

Basic Cable Ratings: 1Q 1994 vs. 1Q 1993

A March 28 story on DIRECTV
mischaracterized United States
Satellite Broadcasting as a pro-
gram supplier. USSB has its own
permit and owns five transponders
on the DBS-1 satellite. GM Hugh-
es and USSB are partners in the
development and operation of the
DBS project.

Prime time (Mon.-Sun. 8-11 p.m.) Mon.-Sun. 24 Hours
1Q 1994 1Q 1993 1Q 1994 1Q 1993
HH HH HH HH

Rating (000) Rating (000} | Rating (000) Rating {(000)
USA 24 1,479 23 1,415 1.1 710 1.2 724
TBS 20 1,237 2.1 1,244 1.4 861 1.4 841
TNT 1.4 864 1.5 905 0.9 567 1.0 572
ESPN 1.3 817 1.7 1,054 0.6 398 0.8 490
NICK 1.0 635 1.0 582 09 574 0.7 412
DISC 1.0 624 1.1 677 0.6 341 0.7 387
A&E 1.0 614 0.9 507 0.8 453 0.6 320
LIFE 1.0 576 1.1 673 06 362 0.7 413
CNN 0.9 554 1.2 722 06 348 0.8 480
FAM 0.9 552 1.1 633 0.4 260 0.5 282
TNN 0.9 542 1.1 600 0.5 282 0.6 320
WGN 1.1 371 1.1 389 0.6 213 0.8 266
MTV 0.6 370 0.6 318 0.5 276 0.4 254
HLN 0.3 161 0.4 205 0.3 162 0.4 206
CNBC 0.3 151 0.2 81 NA NA NA NA
TLC 0.5 130 0.3 57 0.3 89 0.3 50
TOON 1.1 104 — — | 0.8 79 — -
SCIFl 08 87 — — | 0.4 59 — —
CMT 0.3 81 0.4 80 0.3 76 0.4 73
E! 0.3 75 0.1 20 0.2 62 0.1 23

USA’s.prime time is 7-11 p.m.; Family’s is 7-10 p.m.; CNBC's is 8-11:30 p.m Mon.-Fri.; Discovery’s
and TNN's full day is'9@ a.m.-3 a.m.; Family's is 7 a.m.-1 a.m.; Lifetime’s is Mon.-Fri. 7:30 a.m.-1:30
a.m. and Sat.-Sun, 10 a.m.-1 am.; A&E’sis 8 a.m.-4 a.m.; E''sis 6 a.m.-3 a.m.; TLC's is Mon.-Fri. 12
p.m.-3 a.m. and Sat.-Sun. 9 a.m.-3 a.m.; all other networks are 6 a.m.-6 a.m. Source: A.C, Nielsen Co.
data supplied by Turner Broadcasting and USA Networks. All ratings based on coverage homes for
each network. NA—not available.
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Producers Entertainment Group buys DSL

Addition of cable programer broadens base of ‘Dave’s World’ producer

By David Tobenkin

said Bibicoff. “This will add a great | ability to develop, create and sell pro-
d Bibicoff. “Th 11 add a great | ability to develop t d sell p
he Producers Entertainment | deal because they have a foreign sales | jects for cable on a regular basis,” he
Group Ltd. has agreed in princi- | and distribution operation and the | said. ]
ple to acquire cable programer
DSL Productions Inc. for a combina- ets
tion of cash and stock, the companies Top cable Shows a"d n
i Following are the top 15 basic cable programs (Mar. 14-20), ranked by households tuning in. The
said last week. The deal, first reported i h basic cabl M h ' h
in BROADCASTING & CABLE March 7 cable-network ratings are percentages of the total households each network reaches. The U.S.
!n ROADCASTIN ABL arc 4 ratings are percentages of the 94.2 million households with TV sets. Source: Nielsen  Media
includes the s.ale of Los Angeles- Research.
based DSL’s library, development HHs. Rating
slate and operations. Terms of the deal Program Network Time (ET) (000} Cable U.S.
were not disclosed. 1. Accidental Meeting USA Thu 9:00p 2,565 4.1 2.7
DSL President/CEO Drew S. Levin 2. Murder, She Wrote USA Thu 8:00p 2,515 4.0 2.7
and the company’s 13 employes will 3. Murder, She Wrote USA Mon 8:.00p 2513 4.0 2.7
‘oin Beverly Hills-based TPEG 4. Murder, She Wrote USA Tue B8:00p 2,329 3.7 2.5
Jtﬁ'e aBreemZnt ansd ol Cominug”?ﬁf 5. Movie: *You Only Live Twice’ TBS  Sat 8:05p 2200 36 23
o & 3 Ngries DIS’L, 6. Murder, She Wrote USA  Fri 800p 2174 35 23
ucing a pro uct.mlx similar to' s 7. Rugrats NICK Sun 10:3Ca 2,011 3.3 2.1
current slate, said TPEG Chairman/ | | 8, Rugrats NICK  Sat 7:30p 1,833 32 21
CEO Harvey Bibicoff. 9. Movie: The Quiet Man’ TBS  Thu 8:05p 1,896 3.1 2.0
DSL, formed in February 1992, 10. Ren & Stimpy NICK  Sun 11:00a 1,857 3.1 2.0
produces programing that includes 11. Movie: ‘Thunderball’ TBS Sat 10:35p 1,749 2.8 1.9
Future Quest for the PBS Network, | | 12. Doug NICK  Sat 7:00p 1726 29 18
Forces Beyond, Hollywood Stuntmak- 13. Movie: ‘From Russia With Love’ TBS Sun 7:00p 1,719 2.8 1.8
ers and Hollyw,ood FIX Masters for the 14. Movie. Moonraker TBS Fri  8:05p 1,707 2.8 1.8
. ‘ 15. Wi USA S :30 1,693 .
Discovery Channel and Superstars of ngs un 6:30p 1, 2.7 18
Action for international distribution. The top four basic cable services for the week of Mar. 14- .
Its acquisition by TPEG, which ﬁO arehlii:c‘edt at_rigljl;éhey are.ranl;gd b{at:'? num)be1r_r:)f Network (Iil)lgg) F;{Sar:lar:'g/
, . : ousenaglidas wning in auring prime time (8- p.m.). 5]
produces the Dave’s World sitcom fc\); cable-network ratings are percentages of the total 1. USA 1,591 2.6/4.1
CBS_aS W_ell as n_etwork and cable T households each network reaches; the shares are per- 2. TBS 1,508 2.4/4.0
movies (including the feature film centages of the total households each network reaches 3 TNT 714 1.211.9
“What’s Love Got to Do with It”), is a thagNha:eéhelrdsetsSp Idurmhgﬂ %r]mgtlme, Shource: cable 1. NICK 714 1219
good strategic fit for both companies, | | "SWers based on lielsen Media Research.

EADENDINGS

IFE losses served as senior vice president and | Hanna-Barbera, the Turner Broad-
International Family Entertain- general manager of the Playboy casting division that is producing
ment’s newly launched cable net- Entertainment Group’s Pay TV the shorts, says Bakshi will be
works, The Family Channel (UK) operations and held previous posts “given free reign to create any car-
and The Cable Health Club, in 1993 | at Turner Broadcasting, ESPN, toon sherts he wishes.” Other Bak-
showed net losses of $3.6 million Warner Cable and Warner Amex shi projects have included Wizards,
and $2.1 million, respectively, Satellite Entertainment Co. will be The Lord of the Rings, Coonskin,
according to fourth-quarter finan- based at TGSC’s headquarters in Heavy Traffic and Cool World.
cial results released by the compa- Culver City, Calif. TGSC is a joint The Bakshi shorts are part of the
ny. The launch of the new networks, | venture of Sony Pictures Entertain- | Hanna-Barbera Shorts Project,
combined with IFE’s acquisition of | ment, Mark Goodson Productions which is designed to produce 48
MTM Entertainment and a material | and United Video. shorts for the network. Projects in
financial restructuring, led to a net ' . the works include George and
loss for the year of $§4’794,000’ or Bakshi signs with Turner Junior, animated by “Roger Rabbit”
83 cents per fully diluted share. Animator Ralph Bakshi, creator of | veteran Pat Ventura; Hard Luck

the X-rated feature cartoon Fritz the | Duck, William Hanna’s first solo
New game show head Cat and the controversial cartoon directorial effort since 1941; Yuckie
Cable veteran Michael Fleming has | TV series Mighty Mouse: The New Duck, also from Ventura; Stay Out!,
been named president of The Game | Adventures, has signed to create as featuring classic Fiintstones char-
Show Channel, the new basic cable | many as five 7-minute cartoon acters and directed by Joseph Bar-
service scheduled to launch later shorts to premiere on The Cartoon bera, and Johnny Bravo, featuring a
this year. Fleming most recently Network in the 1994-95 season, 1950s rock 'n’ roller.
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ABC

MONDAY §

8:00
8:30
9:00
9:30
10:00
10:30

TUESDAY
8:00

8:30

9:00

9:30
10:00
10:30

WEDNESDAY

27.6/42

6. Barbara Walters Special
19.1/30

© CBS

9.3/14
44. Evening Shade 10.6/16

Ratings Week According to Nielsen, Mar. 21-27

NBC

10.2/15
33. Fresh Prince

11.8/18

35. Dave’s World 11.3/17

80. Fox Night at the

10.4/17

54. NBC Monday Night Movies—Model By Day5 .
1. Academy Awards 63. CBS Special Movie— Movies—Bird on a Wire 7/
31.1/49 | |Sudden Impact 8.4/13 9.9/15
5 2 0,/6
18. Full House 13.8/23 78. Good Life 6.0/10| |84. Sinbad 4,3/7
17. Rescue: 911 14.0/23
29. Phenom 12.3/19 77. Second Half 6.4/10| |83. Sinbad 4.7/7
4. Roseanne 19.8/31 72. ). Larroguette 7.1/11
B86. Front Page 3.4/5
9. Coach 18.2/29 | [21. CBS Tuesday Movie— 69. J. Larroguette  7.4/12
Marked for Death 13.3/22 o ) T i
13. NYPD Blue 15.0/26 51. Dateline NBC 10.1/17

8:00 | 12. Home Improvmit 15.5/25 | | 63. The Nanny 8.4/13 | | 37. Unsolved Mysteries 34. Beverly Hills, 90210
8:30 | 14. Thunder Alley 14.6/22 | (66. Tom 7.9/12 11.2/18 11.6/18
. 2. Home Improvmit 22.4/33 i i
9:00 p / 59. In the Heat of the Night 57. Now w/Tom and Katie 44. Melrose Place  10.6/16
9:30 | 8. Grace Under Fire 18.4/28 8.7/13 9.2/14
10:00 16. Turning Point  14.1/24| |38. 48 Hours 11.1/19 | |42. Law and Order 10.7/18
10:30
THURSDAY ; 2 W
8:00 | 51. Byrds of Paradise 32. Mad About You 11.9/19 | |41. The Simpsons 10.8/17
8:30 10.1/16 8 NG Kethall 15. Wings 14.2/22 | |56. Martin 9.5/15
58. NCAA Basketbha T —
9:00 | 45 Matiock 10.3/16 | |Championship 1 9.1/15 1 Semfeld 19.0/29| |66. In Living Color  7.9/12
9:30 10. Frasier 16.9/27 | |81. Herman's Head 5.6/9
10:00 it
18. Primetime Live 13.8/25 26. L.A. Law 12.4/22
10:30 69. NCAABballCh 2 7.4/19
FRIDAY 13.1/23 8.6/15 11.9/21 5.6/10
8:00 | 24. Family Matters 12.9/23 39. World Figure Skating 82. Adventures of Brisco
8:30 | 25. Boy Meets World 12.7/22 | |62. NCAA Basketball 11.0/19 | |County Jr. 5.1/9
. Championship 1 8.5/15 , .
9:00 |22. Step By Step  13.1/22 p p / 29. NBC Friday Night 28, The X.Files 6.0/10
9:30 | 26. Hangin w/Mr. C 12.4/21 Mystery—Hart to Hart:
10:00 59. NCAA Basketball Crimes of the Heart
10-30| 20 20720 13.6/25 | |championship2  8.7/18 12.3/22
SATURDAY :
8:00 | 76. The Prince and the 22. Dr. Quinn Medicine 72.Cops 7.1/13
8:30 Pauper 6.5/12 | |Woman 13.1/23 65. Cops 8.0/14
9:00 26. World Figure Skating 69. America’s Most Wanted
930 74. ABC Saturday Night 49. Road Home 10.3/18 12.4/22 7.4/13
' Movie—Gremlins 2: The
10:00 | New Batch 6.8/12 | |29. Walker, Texas Ranger
10:30 12.3/22 : .
SUNDAY 10.4/17 18.2/29 8.9/14 8.2/13
. 39. AmFunHmVid 11.0/19 i i i
7:00 un / 3. 60 Minutes 20.8/34 68. World Figure Skating 84. Tiny Toons Spring Break
7:30|48. AmFun People 10.4/17 7.7/13 4.3/7
- 55. Martin 9.8/15
8:00 |53 |ois & Clark  10.0/15 | | O Murder, She Wrote 74. seaQuest DSV 6.8/10 /
8:30 19.2/29 42. Living Single  10.7/16
2:00 35. Marrted w/Chld 11.3/17
9:30 46. ABC Sunday Night 11. CBS Sunday Movie— 46. NBC Sunday Night 61. George Carlin  8.6/13
) Movie—The Yarn Princess The Corpse Had a Familiar Movie—Search and Rescue | =
10:00 10.5/17 | |Face 16.4/26 10.5/17
10:30 = o
WEEK'S AVGS 14.3/23 11.8/19 10.8/18 7.3/12
SSN. TO DATE 12.5/20 14.2/23 11.2/18 7.2/11

RANKING/SHOW [PROGRAM RATING/SHARE]

{nr}=NOT RANKED

*PREMIERE

SOURCE: NIELSEN MEDIA RESEARCH YELLOW TINT IS WINNER OF TIME SLOT
TELEVISION UNIVERSE ESTIMATED AT 84.2 MILLION HOUSEHOLDS; THEREFORE ONE RATINGS POINT IS EQUIVALENT TO 942,000 TV HOMES
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Bankrolling those with the goods

Infomercial producer’s new venture funding new products

By Geoffrey Foisie

rockway Direct Response Tele-
B vision is taking what it claims is

a new step in the infomercial
business: It will bankroll inventors or
manufacturers with interesting prod-
ucts or services, produce infomercials
based on their products, and help dis-
tribute them.

Richard S. Brock-
way, chairman of in-
fomercial producer
Brockway Direct Re-
sponse Television,
says the formation of
the new subsidiary
that will undertake the
joint  ventures—
Brockway New Ven-
ture Partnerships—is
one of several expan-
sion moves the pro-
duction company will
make during the next
few months.

Brockway is major-
ity-owned by the In-
terpublic Group of companies.

Until now, the Huntington, N.Y.-
based company has operated primarily
as a producer of infomercials for cus-
tomers that already have financial
backing, Brockway says.

“We have always had a client to pay
for production, and that 1s true for all
the production companies. We are the
first marketing/production company
that has said, *“We will do joint ven-
tures,” ” he says.

New Venture Partnerships will have
enough capital to fund as many as 15
new products during the next two

Brockway Direct Response Tele-
vision

years, the Brockway company says. In
addition to funding projects, the new
company will “develop strategy, pro-
vide production services, secure media
buys and handle orders and fulfill-
ment.” In most cases, New Venture
Partners also will “take on putting the
product in retail, catalogue and other
distribution chan-
nels,” Brockway says.

While infomercials
will be produced by
Brockway producers,
other services could
be provided by a vari-
ety of vendors, who
will be chosen by a
separate management
team.

Formed just over
10 years ago, Brock-
way’s infomercial
production clients
have included Black
& Decker, Redken
Hair Products, First
Brands Corp. and
MCA/Universal.

Other expansion at the company is
taking place overseas. It is exploring
producing infomercials in Europe,
Brockway says: “Through Interpublic,
we have access to seven production
centers on the continent.”

The advertising agency connection
via Interpublic, Brockway adds, gives
the company good access to terrestrial
broadcasters.

Also planned 1s a move into cable.
The company is exploring a variety
of “platforms” for infomercial expo-
sure, Brockway says. ]

gain of 8.7%.

15.5%.

Olympics boost station revenue in February

TV station revenue rose in February, according to the monthly. time-sales
survey released by the Television Bureau of Advertising.

Advertising revenue from the winter Olympics boosted CBS affiliates
and the-affiliate revenue category, which jumped 21% over year-ago fig-
ures. But even independents, a category in which TVB includes Fox affili-
ates, gained 6.3% in local revenue and 12% in spot revenue, for a total

For the first two months of the year combined, local revenue was up
14% for all TV stations, and spot revenue was up 17%, for-a combined

—GF
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Infrastructure bill’s cost: money, FCC staff

Analysis says agency would have to take host of actions in wake of passage

By Kim McAvoy

tion superhighway bill is enacted,

the FCC likely will need more
money and staff to carry out the mea-
sure’s extensive mandate.

“We are going to need more bodies
and different kinds of bodies,” says
Blair Levin, chief of staff to FCC
Chairman Reed Hundt.

An early analysis of H.R. 3636 by
one affected industry shows the legis-
lation would require the FCC to initi-
ate at least six inquiries, six proposed
rule-makings and 16 reports to Con-
gress. The bill, which is known as the
Markey-Fields bill after its sponsors,
House Telecommunications Subcorii-
mittee Chairman Ed Markey (D-
Mass.) and ranking Republican Jack
Fields of Texas, was passed last
month by the full Commerce Com-
mittee.

It could be approved by the full
House as early as this summer. A sim-
ilar measure is pending in the Senate.

I f the House version of an informa-

Exact costs unknown

Although the FCC does not know
exactly how much it might cost to
enact an information superhighway
bill, it is working to come up with
some type of assessment it can pre-
sent 1o Capitol Hill. Hundt may have
an estimate when he testifies later this
month before a Senate Appropriations
subcommittee.

If the measure passes, the agency
will go to Congress and ask for addi-
tional resources, Levin says. Howev-
er, “if the rule-makings are done right
and on a timely basis, every single
penny will be rewarded many times
over in terms of impact on the econo-
my.”

Obtaining additional funding to
implement the bill should not be a
problem. Hundt has established a rap-
port with House Democrats, particu-
lary Markey. Also, the Energy and
Commerce Committee approved an
amendment to the bill that would
authorize more money if the FCC
needs it.

The FCC encountered funding dif-

An information superhighway bill would
mean addijtional duties—and costs—for
Reed Hundt’s FCC.

ficulties last year, when it asked Con-
gress for extra money to enact the
1992 Cable Act. The act mandated cre-
ation of a new cable services burecau.
The commission still is hiring more
than 200 new staff members to oversee
implementation of the cable act.

Eventually, after considerable lob-
bying by the FCC, Congress appropri-
ated another $16.1 million for the
agency to carry out the act.

The bill’s main objective is to cre-
ate a more competitive telecommuni-
cations marketplace by permitting
telephone companies to offer cable
services in their service territory, and
making it easier for cable to enter the
local telephone business.

Among the major proceedings the
FCC would have to undertake if the
bill were to become law:

m Establish regulations for levying
tarrifs on video platform services.

m Establish rules for broadcasters to
use their spectrum for ancillary or
supplemental services.

m Adopt regulations to require a
video programing affiliate of a com-
mon carrier to comply with access
rules for commercial and noncom-

mercial broadcasters.

Within one year, the FCC would
have to:

m Establish equal access and inter-
connection regulations.

m Establish rules for just and rea-
sonable compensation for equal
access and interconnection services.

m Initiate an inquiry into the effect
of competition on rural telephone ser-
vice.

® Issue regulations for infrastruc-
ture sharing.

m Adopt regulations to insure that
advanced network services are avail-
able to the hearing-impaired.

m Establish regulations to prohibit
discrimination by a common carrier
operating video platforms, and the
rules for that platform.

m Adopt rules that will prohibit tel-
cos from cross-subsidizing their video
programing services with revenues
from their telephone operations.

m Conduct an inquiry and adopt
rules concerning the FCC’s TV and
radio ownership rules.

m Report to Congress on the broad-
cast-cable crossownership prohibi-
tion.

The FCC would have to review its
standards for universal service and
equal access every three years. The
commission also would have to file an
annual report on the status of video
platform deployment.

The legislation also would keep
the Commerce Department’s Nation-
al Telecommunications and Informa-
tion Administration busy.

According to the analysis, NTIA
would, in consultation with the FCC:

m Launch an inquiry into policies
that would advance “civic participa-
tion” through Internet.

m Complete—within a year—an
inquiry into the availability of
advanced telecommunications ser-
vices to educational and other public
institutions. This would be followed
by an annual update.

m Help the FCC devise rules that
would be aimed at removing market
barriers for small and minority-
owned business. ]

Apr4 1934 Broadcasting & Cable



\ \

. "l’inés a whole new

o wonder he's already been

CLEARED IN 9 OUT OF THE TOP 10 MARKETS

It makes a lot of sense to New York (212) 332-2000 q%

call n.ow to clear the Los Angeles: ( 213)-848-3143 bVB§MULTI MEDIA
Dennis Prager Show Chicago: (312) 587-0495 FNTERT AIN M ENT“
in your market! Atlanta: (404) 668-8714 e e R




Reed Hundt’s FCC one day may revisit the broadcast
ownership rules, but that day is still sometime off. As
promised, Hundt met last Monday with top staff mem-
bers to discuss the national and local limits on TV and
radio ownership and other broadcast issues, but ordered
no action beyond more analysis. Mass Media Bureau
Chief Roy Stewart says the bureau will continue 1o
examine the rules, but it has no deadline for reporting
back to the chairman.

Stewart leaves no doubt about where he stands on the
ownership rules. “I think we need to do something in this
area,” he says. “Broadcasters aren’t the only game in
town anymore.”

Also attending the Mon-
day session were General
Counsel Bill Kennard and
Hundt aide Merrill Spiegel.
Reporting to Hundt on the
NAB convention two weeks ago, Kennard says
he found networks and large broadcast groups
want relief from the national ownership limits.
However, there was “less unanimity” among

T WA SHINGTON —

ashington

1989). But most telling was his pro-doctrine vote a year
ago (Feb. 22, 1993). Barrett and then-Commissioner
Ervin Duggan formed a two-commissioner majority call-
ing on a federal court to give the agency a chance to
review its repeal of the doctrine.

Producers of educational children's programing take
note: The federal government last week formally invited
such producers to apply for up to six grants rang-
j ingfrom $50,000 1o $300,000.

)3 The National Endowment for Children’s
7 Educational Television, authorized under
g the 1990 Children’s Television Act, i
administered through the Commerce
Department’s National
Telecommunications and
Information Administration.
NTIA is looking primarily for
“broadcast-quality” shows aimed at
6- to 8-year-olds. The act limits the
funding of each project to 75% and
requires the programing to appear

broadcasters regarding the local rules.

Other issues on the agenda: enforcement of
minority employment rules, digital audio broadcasting
and the Emergency Broadcast System.

The FCC has a hig backlog of so-called circulate items—
much to the dismay of communications lawyers and
their clients who are ensnared in it.

According to agency sources, 110 to 120 items are
demanding the attention of Chairman Reed Hundt and
the two other commissioners. That’s a large, but not
unprecedented, backlog, they say. The items are policy
and adjudicatory matters requiring a vote by the com-
missioners, but not of sufficient importance to merit a
place on the monthly meeting agenda.

Blair Levin, Hundt’s chief of staff and the man respon-
sible for keeping the paper flowing, acknowledges the
circulate list is too long and promises to shorten it. “In
one month it will be better,” he says. “In three months it
will be much better.”

The backlog is due to the “avalanche” of issues the
FCC has faced since Hundt’s arrival last December,
Levin says. The FCC plowed a lot of time and effort into
refining the cable rules and preparing FCC testimony on
telecommunications legislation, he says.

But Levin makes no apology for the FCC's overall
performance record, noting five meetings have been held
in Hundt’s first 100 days. The next meeting is set for
April 20.

FCC Commissioner Andrew Barrett told broadcasters at

crete position” on the fairness doctrine. That was a sur-
prise to Barrett-watchers, who had him pegged as a doc-
trine proponent ever since he was nominated to the FCC

1989. And with good reason.

At the time of his nomination, he was quoted in this
magazine as saying the FCC erred in repealing the doc-
trine in 1987: “There are some things the FCC should
leave alone, like the fairness doctrine™ (June 19, 1989).
He also indicated his support in written responses
solicited during the confirmation process (Aug. 21,

Edited By Kim McAvoy

the NAB convention two weeks ago that he had no “con- |

initially for two years on public TV.

“The Clinton administration and
the Department of Commerce place a high priority on
children’s educational programing, and this process will
provide the support necessary to insure that quality pro-
graming plays a vital and instructive role,” Commerce
Secretary Ron Brown said in a prepared statement.

“Pre-applications” are due at NTIA on May 4; full
applications, July 13.

Vice President Al Gore, speak-
ing last week before a group
of public interest advocates
in Washington, continued to
beat the drum for information
superhighway legislation.
“Our goal is to pass legisla-
tion this year that will provide
both universal service and
open access,” he said.

“The administration and
Congress are united in this
goal, and we are going to
reach this goal.” But, Gore
acknowledged, it won't be easy. “Passing complex legis-
lation that will have billions of dollars of economic
impact will never be easy.”

PBS President Ervin Duggan isn’t worried about Nick-
elodeon and other commercial TV networks taking away
public TV’s substantial children’s audience. That’s
because the commercial and noncommercial networks
have different “imperatives” that affect the nature of
their programing, he says in an appearance on public
TV’s TechnoPolitics.

Commercial TV is ruled by the “snag and nag” imper-
ative, he says. “You want to snag those little eyeballs for
commercial advertisers, and you want to nag their par-
ents to buy whatever it is that is advertised,” he says.

“Our only imperative is to serve all of the audience
with the best programing that addresses them as human
beings and not as consumers.”

36
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Compression’s quality quid pro quo

Squeezing pictures through gantlet of compression devices could pose problems

By Chris McConnell

1th digital compression tech-
nelogies abounding in all
sorts of new TV station

devices, broadcasters could face one
potential problem,

The compression technology may
be able to slip less-than-full-band-
width pictures past all but the most
discerning eye, broadcasters say. But
they also say the proliferation of com-
pression machines may cause prob-
lems as pictures squeeze through one
compression system after another en
route from the camera to the TV set.

“Those things haven’t been
addressed properly,” says Tony Uyt-
tendaele, director of engineering
development and advanced systems
with Capital Cities/ABC.

Uyttendaele notes that a picture

may run through as many as three dif-
ferent compression schemes between
the camera and distribution by affili-
ate stations. Although the picture
begins with a 1-gigabit signal, he
says, compression systems may cut it
down to 45 megabits per second
(mbps) for satellite distribution, and
then down to 20 mbps at the affiliates.

The systems, Uyttendaele adds,
will need to be friendly with each
other to avoid placing picture defects
in front of viewers. “What hasn’t been
looked at is making sure all the pieces
are in place.” says Mark Richer, vice
president of engineering and comput-
er services with PBS.

Richer, whose company is com-
pressing signals 1o reduce transponder
costs, agrees the industry needs a sys-
temwide approach to compression.

PBS, Richer adds, is pushing manu-
facturers to examine the issue,

If they do consider the issue, equip-
ment makers will do so as they also
survey a growing number of compres-
sion options. Until now many have
been using the older JPEG compres-
sion approach to supply the post-pro-
duction industry with nonlinear edit-
ing machines. The standard offers
greater frame accuracy for performing
post-production chores.

The JPEG standard does not, how-
ever, compress audio, rendering it less
practical for the file server devices
now vying for broadcasters’ attention.

Companies such as Hewlett-
Packard and IBM brought machines
using MPEG compression to the
recent National Associaticn of Broad-
casters convention. And MPEG com-

Solid state: The shape of transmission to come

While the video-storage business was looking to replace
tape, the transmission business was moving to replace
tube technology with new products at the National Asso-
ciation of Broadcasters convention this year.

Equipment makers brought new versions of solid-state
transmitters to the show. Marketers and engineers with
the equipment makers agreed that the technology,
although not yet ready to replace the larger transmitters,
represents the shape of things to come.

“Sclid state seems to be the area where everyone is
working on new product,” says Joe Wozniak, sales and
marketing manager with Acrodyne Industries Inc. Wozni-
ak’s company brought medules for new solid-state UHF
transmitters the company ptans to introduce in the third
quarter. The 5 kw and 10 kw models will be targeted to
small broadcasters serving limited areas.

Acrodyne currently offers 1 kw and 2 kw modeis of the
transmitters aimed at the low-power television market.
Wozniak says the company plans to build about 50 of the
1 kw and 2 kw versions this year, but likely will build less
than 10 of the newer 5 kw and 10 kw versions.

The solid-state technology uses a collection of transis-
torized amplifiers to replace the more expensive tubes.
The transmitters offer a “soft fail” feature that allows
broadcasters to lose some but not all of a transmitter’'s
power when amplifiers fail.

The ability to stay on the air with a failed amplifier was
also a feature Information Transmissions Systems Corp.
(ITS) touted with its new 1 kw solid-state transmitter. The

company’s ITS-830 model uses high-gain, parallel ampli-
fiers to allow a user to stay on the air if one amplifier fails,
says Richard Schwartz, ITS’s senior sales engineer.

Schwartz notes that solid-state technology does not
yet offer a cost-effective solution for 60 kw transmitters,
which carry price tags in the $300,000 range. He adds
that ITS will offer 500 w and 2,000 w versions of its solid-
state model.

Joining the solid-state parade was Harris Allied, which
introduced 5, 10 and 15 kw UHF solid-state transmitters
at the convention. The company's UltraVision transmit-
ters also allow continued operation at a reduced power
level in the event of amplifier failures.

Additionally, Harris announced the sale of $30 million
worth of UHF and VHF transmission equipment to Tele-
vision Azteca S.A. de C.V. of Mexico. During the next
two years, Harris will deliver more than 90 VHF and
UHF transmitters, antennas and other RF equipment to
upgrade TV Azteca-owned stations in 58 Mexican
cities.

Other new transmitter exhibits included a “high-defini-
tion-ready” transmitter from Larcan that the company
says will be able to send digital HDTV signals once the
FCC sets the transmission standard.

Comark, meanwhile, announced it has acquired RCA
Broadcast Transmitter Service & Parts from General
Electric. The former GE company, which services and
supplies parts for RCA transmitters, will move from New
Jersey to Comark headguarters in Colmar, Pa. —CM
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Her Listeners Oaly
| cognized Her Voice,

755X

BOMA FENNETT

bt o They Kaow Dona
When They See Her,

Dona Bennerr, 2 958X Disc Jockey, was a celebrity but none
of her fans recognized her I person. This made promodng
the station with live appearances difficule. So her station mar-
ager had THREADS embroider polo shires, jackets and caps
with the stadons logo and each employee’s name. Now when
Dona is seen in one of her personalized THREADS gar-
ments, everyone can puta name with a face.

We call it The Pawer of Personalization.

Used s name recognition, 2 reward for your top sales per-
formers, for special company functions, or as a special gift 0
customers, our quality products will put your company name
out there giving it the special anention It deserves. Whether
you need 2 jacket, a cotton sweater or a baseball ap,
THREADS ¢an enhance any of our quality products ro suic
all of your business needs. We are experts in petsonalizing
each product with your logo and an individual’s name, mak-
ing that product one-in-2-miltion.

Call us roday for a caualog of our endre line of qualiy
corporate appare] and put THREADS to work for you!

Daona is wearing our Antec Polo made of 100%
coiton pigue mesh knit, Contemporary Aztec design tipped on the
collar will complemenz any logo.
Call for color choices and pricing details

Please refer to this code when ordering: 34A06

B 1. 800 606-1383

Personalized Corporate Apparel

A Division of Passpore International, Lid.

“Music to Our Eass, Dona.”
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pression offers still more choices.
The new MPEG 2 standard carries as
many as 20 possible versions, though
manufacturers do not plan to make
chips for all of them.

The versions most relevant to
broadcasters, says chip-maker C-
Cube Microsystems’ Rick Ras-
mussen, are the main-level/main-
profile and main-level/simple-profile
versions of MPEG. The main level
offers CCIR 601-quality video, as
opposed to MPEG 1-quality video
for the “low” level and different
degrees of high resolution for the
“high 1440" and “high” levels of
MPEG 2.

Rasmussen, vice president of mar-
keting, says the main level allows
users to store more video with lower
data rates but carries a higher cost
because the decoders require more
memory. The “simple” profile ver-
sion is cheaper but loses up to 20% of
the compression efficiency, he notes.

Paul Hearty, manager of the Ad-
vanced Television Evaluation Labo-
ratory (ATEL) in Canada, says re-
search at his lab indicates that the
main level can afford as much as a
33% savings in bit rate for certain
material.

Once the pictures are compressed,
broadcasters face an additional prob-
lem in manipulating the video.
Broadcasters, Richer notes, will need
to edit compressed signals as well as
switch between pictures from differ-
ent sources. “That might be the weak
link,” Uyitendaele adds.

Richer says the 1ssue of switching
between compressed bit streams has
drawn attention in the working party
charged with testing the proposal for
advanced television, which will com-
press HDTV pictures to fit 6 mhz
channels.

While citing potential problems in
mixing and matching different com-
pression algorithms and switching
among them, however, Richer and
other broadcasters voice little con-
cern about the compression schemes
themselves. Richer notes that PBS is
using DigiCipher 1 compression and
plans to convert to a DigiCipher 2
compression system that is also com-
patible with the MPEG 2 standard.

He says PBS hired the ATEL in
Canada to conduct subjective testing
of pictures compressed using the
DigiCipher 1 system. The lab, which
has conducted similar testing on
HDTV proponent systems, con-

cludes that PBS likely could get
away with compressing pictures
twice as much as the current 12 mbps
rate.

At 6 mpbs, Hearty says, viewers in
the test could begin to see differences
between the compressed and uncom-
pressed versions of the most chal-
lenging material used {video that
compression systems have historical-
ly had trouble compressing effective-
ly}. They could not, however, discern
differences for material the lab was
using to represent typical PBS pro-
graming.

At 12 mpbs, Hearty adds, the non-
expert viewers judged the com-
pressed pictures either as good as or
better than the uncompressed pic-
tures.

NBC’s Stan Baron also maintains
that video compressed at as little as 8
mbps using MPEG 2 compression
will satisfy viewers,

Baron, managing director of tech-
nical development, says NBC is
compressing video at 45 mbps for
satellite uplinking. Viewers may be
looking at a compressed Tom
Brokaw when the anchor appears in a
smaller window on the screen, Baron
notes. “Can you notice anything?”

Although the trained eye might
begin to notice “compression arti-
facts” at 5 mbps, NTSC video at 12
mbps and higher looks just like the
real, uncompressed thing, Baron
says. “The human mind is very for-
giving.” he adds.

When the mind does register the
compression shortcomings, it per-
ceives them as any one of a variety of
picture defects. Edges of objects can
disappear or appear to move. Pic-
tures can lose resolution.

Many problems also can hinge on
the content of the picture, adds Ras-
mussen. He says movies are easier to
encode, while sports presents prob-
lems. Rasmussen speculates that
sports material requires § mbps per
second for achieving broadcast-qual-
ity resolution, while other program-
ing might need as little as 4 mbps.

“We see no need for 12 mbps,”
Rasmussen says. Hearty offers simi-
lar numbers, maintaining that users
can compress film at about 4 mbps,
while critical video material can
require between 6 and 9 mbps.

“Based on the technology I've
looked at, the best you're going to
get away with is going down to 6
mbps,” adds Hearty. |
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By Chris McConnell

In preparation for the
World Cup soccer tour-
nament this summer,
Comsat World Systems is
reserving seven global
channels aboard five Intel-
sat satellites. The U.S.
Intelsat signatory expects
the event to garner a
cumulative audience of
some 32 billien during its
month of play.

Comsat has booked
capacity for the Atlanta-
based EBU Sports Interna-
tional to deliver coverage
of the games, and also is
offering short-term leases
of additional transponders.
Cempany executives note
that Comsat offered five
short -term leases during
the winter Olympics last
month and say they expect
to sign a similar number
for the soccer tournament.

Coverage of the event
will travel from nine U.S.
cities to the International
Broadcast Center in Dal-
las, where it will be trans-
mitted to gateway earth
stations for uplinking to the
Intelsat satellites. The soc-
cer tournament begins
June 17 in Chicago and
runs through July 17.

AT&T will be responsi-
ble for delivering the cov-
erage from the various
sites to the broadcast cen-
ter in Dallas.

Joining Comsat in the
World Cup soccer busi-
ness is IDB Broadcast,
which is providing satellite
and fiber transmission ser-
vices for the event to
ltaly’s Telespazio and Ger-
many’s Deutsche Bunde-
spost. IDB Broadcast, a
unit of IDB Communica-
tions Group, will take feeds

from the Dallas Broadcast
Center and deliver them
via fiber to the company’s
Staten Island International
Teleport for uplink to the
Intelsat 601 satellite. As
many as 180 nations are
expected to televise the
tournament, which will
consist of 52 matches.

Cycle Sat Inc., which
during the NAB conven-
tion announced that it
will invest in Sony digital
Betacam machines,

also has announced a
new deal to deliver
commercials to Cana-
dian broadcasters.

The company will pro-
vide its technology to
Forbes Satellite Service, a
new venture to distribute
spots via satellite. Forbes
will employ the technology
Cycle Sat now uses to dis-
tribute commercials to
U.S. broadcasters. The
new Canadian service will
operate via the Anik E 1
satellite.

In another spot distribu-
tion venture, Vyvx Inc.,
the television services affil-
iate of WilTel, says it will
form a service with Los
Angeles-based VDI to
deliver advertising to local
broadcasters. “Broadcast
One” will allow the delivery
of commercials via fiber.
VDI will receive ad-trans-
mission orders from an
advertiser or media buyer
and will coordinate airing
with station traffic depart-
ments. Vyvx says it will
provide a window for the
service each day along
with another window for
retransmissions.

VD{ also will supply sta-
tions with the necessary
equipment for receiving

—TECHNOLOGY*

Cutfing

transmissicns. Broadcast-
ers, the companies say,

will be able to upgrade the
hardware to allow for digi-
tal storage of the advertis-

ing.

With a satellite ready to
go later this year, Orion
Atlantic was looking to
bock transponders at the
NAB convention in Los
Vegas. The satellite,
scheduled for launch dur-
ing the fourth quarter
onboard a General
Dynamics rocket, will carry
34 Ku-band transponders.
Orion Atlantic
President and
CEO Neil Bauer
says the com-
pany hopes to
sign its first
lease agreements
within the next few months
and that Orion is market-
ing the transponders to the
satellite newsgathering
business. He notes that
the satellite, in addition to
spot beams, will have a
high-gain antenna that will
reduce the required size of
dishes. "That gives us a
great capacity for covering
the SNG market,” Bauer
says.

His company also
announced at the show
the authorization of satel-
lite landing rights with
three European countries:
Ireland, Switzerland and
Romania. Other European
countries that have grant-
ed landing rights to the
separate system venture
include the UK, Austria,
Belgium, Denmark, Ger-
many, Italy, Luxembourg
and Sweden.

C-Cube Microsystems
says it will build a video
decoder chip capable of
decoding both MPEG and
DigiCipher 2 videc. C-
Cube, which is licensing
the DigiCipher 2 compres-
sion from General Instru-
ment in order to build the

chip, says it will make
sample quantities avail-
able during the second
quarter. The company
plans to market the chips
for use in the digital cable
and direct-broadcast satel-
lite set-top decoder mar-
ket.

Also offering a new com-
pression product at the
NAB convention was Com-
pression Labs inc. {CLI),
which launched a line of
encoders and decoders
designed to compress
entertainment programing
for delivery via fiber, satel-
lite, cable and twisted pair.
The company’s Magnitude
product line reduces the
necessary program deliv-
ery bandwidth six times to |
60 times, depending on |
the transmission medium
and complexity of the
video.

CLI said the encoders
and decoders will allow
real-time delivery of broad-
cast material and non-real-
time delivery of video-on-
demand services. |

With wide screen televi-
sion looming on the
horizon, BTS brought
cameras to Las Vegas
capable of switching
between the 4:3 and 16:9
aspect ratios. The compa-
ny's new LDK 10 studio
camera and LDK 10P
portable version offer com-
puterized switching
between the two aspect
ratios.

The cameras use a
“dynamic pixel manage-
ment” technology to [
accomplish the switching
while setting a 1,000-pixel-
per-line standard in both )
the 4:3 and 16:9 formats,

Users can switch between |
the two aspect ratios with
a button on the master
control panel. The LDK
10P also offers menu-
selectable switching at the
camera head.
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REGISTER NOW FOR THE
PROMAX & BDA CONFERENCE
& EXPOSITION

Featuring
an opening
keynote
address
with

Barry Diller

Chairman and CEO,
QVC Networks, Inc.

Join over 4,000 industry executives
for the only conference and

exposition dedicated to marketing,

promotion and design in the

electronic media...

JUNE 8 - 11, 1994
NEW ORLEANS, LOUISIANA

For registration
information, call

213-465-3777




By Geoffrey Foisie

' ark Communications is for
Psale. The proceeds could be
more than $500 million,
according to one investor, with all
but 10% going to the estate of
founder Roy H. Park.

Analysts contacted last week were
unsure whether the publisher/group
owner of 22 radio stations and eight
TV stations would be sold as a whole
or split into pieces.

The company’s board of directors
says its decision was motivated by
the estate’s decision to sell its stock.
Company officials declined to dis-
cuss the matter further.

Park died last October. The com-
| pany’s stock jumped more than 30%
in the week following his death, as
| speculation began that the company
would be sold. After trading down

some, the stock in- |
creased again last |
week, closing at 22-3/4
on Monday.

One major share-
holder estimates the
private-market value of
the company at $27 per
share. Multiplied by
20.7 million shares out-
standing gives a possi-
ble gross liquidation
value of $560 million.

Blisinass

Company that Park built goes on the block

Group owner's stations not likely to be sold separately, analyst says

7 the interest rates will go
| up more, or some other
problem could occur.”
The highest multiples
could be achieved by
selling each of the three
divisions—newspapers,
radio and TV—sepa-
rately, Gruneich says.
The TV stations are
mostly in mid-size mar-
| kets. All eight are affili-
ates: five of CBS, two of

%

Kevin Gruneich of
First Boston says he
doubts stations will be
sold individually, ex-
cept perhaps the large-market prop-
erties such as WPAT-AM-FM New
York: “Selling individual properties
is more risky, since it takes more
time. And that opens up the risk that

Shortly after Roy Park’s
death last October, specuia-
tion began that his compa-
ny would be sold.

/

JNIGIE

Ted Hepburn, President

(407) 863-8995

\-

Iowa State University
Broadcasting Cerporation

has completed the sale of the assets of

WOI-TV
Ames, 1A
the ABC-TV affiliate for Des Moines

to
Capital Communications Company
Philip J. Lombardo, President

The undersigned initiated this transaction on behalf of the seller
and assisted the parties throughout the negotiations.

TED THIEPBURR
COMIPANY

325 Garden Rd., Palm Beach, FL 33480 P.Q. Box 43263, Cincinnati, OH 45243-0263

March 1, 1994 \

Todd Hepburn, Vice-President

(6513) 271-5400

/

ABC and one of NBC.
All but one are in the
South and range in mar-
ket size from 51-163.

The radio group is the 23rd largest
in the country and includes AM-FM
combinations in New York City;
Portland, Ore.; Minneapolis, Minn.;
Richmond, Va.; Seattle, Wash.:
Syracuse, N.Y., and Chattanooga,
Tenn.

Speculation last week was that
Goldman Sachs & Co. would be re-
tained to handle the sale.

As for possible bidders, Gannett’s
name was mentioned by one inves-
tor. ]

Radio revenues up

The Radio Advertising Bureau
reports that its survey of more
than 100 markets shows February
station revenue gained 12% over
the year-ago period.

Nartional revenue showed the
biggest increase, at 20%, while
local revenue was up 10%,
according to the bureau. South-
west local revenue was up the
most, at 13%, while Midwest
revenue gains underperformed
the average, at 8%.

New Vision joins TVB

New Vision Television group

has joined the Television Bureau
of Advertising, adding six sta-
tions to the TVB membership
roster. —GF
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Changupgiianels,

This week’s tabulation of station and system sales

WHBQ-TV Memphis O Purchased by
ComCorp of Tennessee Inc. (Tho-
mas Galloway Sr., president) from
Adams TV of Memphis Inc. (Stephen
Adams, chairman, and Paul Brissette
Jr., CEO) for $43 million. Buyer owns
kPEJ(TV) Odessa, KwKkT(Tv) Waco and
KvEO(TV) Brownsville, all Texas;
KPEL{AM)-KTDY(FM) Lafayette, WGBM(TV)
Baton Rouge and wRNnO-FM Metairie,
all Louisiana, and Keza(Fm) Fayette-
ville, Ala. Seller owns wwLP-Tv
Springfield, Mass.; wiLx-Tv Lansing,
Mich.; wMTv(Tv) Madison and wsaAw-
TV Wausau, both Wisconsin; wHoOI-Tv
Peoria, lll.; wTrr-Tv Wheeling, W.Va.,
and kauz-Tv Wichita Falls and kosa-
Tv Odessa, both Texas. wHBQ-TV is
ABC affiliate on channel 13 with 316
kw visual, 63.2 kw aural, and antenna
1,000 ft. Filed March 11 (BALCT-
940311KI).

WRDC(TV) Durham, N.C. O Pur-
chased by ComCorp of America
(Thomas Galloway Sr., president)
from shareholders (Paul Brissette Jr.)
for $34 million. See wHeQ-Tv Mem-
phis. wrpc is NBC affiliate on channel
28 with 5,000 kw visual, 250 kw aural
and antenna 2,000 ft.

WXYT(AM) Detroit 0 Purchased by
Infinity Broadcasting Corp. (Mel Kar-
mazin, president/CEQ) from Fritz
Broadcasting Inc. (Jock Fritz, presi-
dent) for $22.774 million. Buyer owns
10 AMs and 16 FMs. Seller owns
WKYG(AM)-WXKX(FM) Parkersburg,
W . Va. In related transaction, Fritz is
swapping wmxp(Fm) Detroit to Booth
American for Booth-owned wToD(AM)-
WKKO-FM  Toledo, == -
Ohio, and wsGw(AM)
Saginaw and wioG

Proposed station trades

By dollar volume and number of sales |

president/director) from Southern
Nevada Radio Inc. for $2.018 million.
Buyer is buying KQAM{AM)-KEYN-FM/
KFH{AM)-KXLK-FM all Wichita, Kansas,
pending FCC approval. kMTw has
AOR format on 1340 khz with 1 kw.
kKLZ has classic rock format on 96.3
mhz with 100 kw and antenna 1,170
ft. Filed March 14 (AM. BAL940314
EA; FM: BAL-940314EB).

WCVS-FM Virden, lll. O Purchased
by Neuhoff Broadcasting-WCVS Inc.
{Geoffrey Neuhoff, president/direc-
tor) from Virden Broadcasting Corp.
(Randall Miller, president/director) for
$400,000. Buyer owns WFMB-AM-FM
Springfield and WDAN{AM)-WDNL-FM
Danville, both Hlinois, and KODE-Tv
Joplin, Mo. Seller owns WCNL(FM)
Carlinville and wTtimiam) Taylorville,
both Illinois. wecvs-Fm has oldies for-
mat on 96.7 mhz with 3 kw and an-
tenna 328 ft. Filed Feb. 8 {BAPLH-
940208GG).

KRGT(FM) Hutto, Tex. 0 Purchased
by Raobert Burdette Investments Inc.
{Gloria Burdette, director/president)
from Austin Broadcasting Inc. (Rab-
ert Simmons, president) for
$300,000. KRGT has Spanish format
on 92.1 mhz with 3 kw and antenna
300 fi. Filed Feb. 3 (BAPLH940203
GO). Broker: Norman Fischer &
Associates.

KIQS-FM Willows, Calit. O Pur-
chased by Pacific Spanish Network
Inc. (James Bonilla Valdez, chair-
man) from KIQS Inc. (Anthony Rus-
nak, president) for $260,000. Buyer

=1 has no other broad-
cast interests. KIQs-
fM has adult con-

(Fm) Bay City, both This week: temporary format on
Michigan (See AMs 11$23,024,000 0 2 105.5 mhz with 5.4
“Changing Hands,” FMs 0 $22,840,000 o 7 | kw and antenna 140
March 14) WXYT has Combos D$4,143,000 03 ft. Filed Feb. 3 (BALH“
news/ talk format on TVs o $77,000,000 0 2 940203 GY). Broker:

1270 khz with 5 kw.
Filed March 11 (BAL
940311EB). Broker:
Gary Stevens & Co.

Miller & Associates.

WCNX(AM) Middle-
' town, Conn. O Pur-
chased by Instant

Total 0 $127,007,000 - 14

So far in 1994;
AMs 0 849,257,514 o 41

KMTW(AM)-KKLZ FMs ©$205,454,500 0 87 Traffic Inc. (Robert
(FM) Las Vegas 0 | Combos 0$348,931,052067 | Dunn Jr., president)
Purchased by Radio TVso $271,340,000 o 16 from Radio Middle-

Management Inc.
(C.T. Robinson,

Total 1 $976,847,066 1217

Continued on page 52

SOLD!

KYA(FM), San Francisco,
CA from First Broadcasting,
Ronald Unkefer, President, to
Alliance Broadcasting, John
P. Hayes, Jr., President/CEO
for $18,000,000.

Elliot B. Evers represented
Alliance Broadcasting in
this transaction.

GEORGE . 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

RADIO and TELEVISION
BROKERAGE = APPRAISALS

|V
A,

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO » CINCINNATI
SAN FRANCISCO

Subject 1o F.C.C. approval
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RADIO

HELP WANTED MANAGEMENT

Eastern Long Island Radio Network: WBAZ-
FM/ WLIE-FM seeks general sales manager,
operations manager and news director. Duopoty
committed to local community service and highest
quality marketing, sales, news and on-air enter-
tainment products. WBAZ leads the market with a
light AC format plus Boston Pops; NY Mets; can-
didate debates; award winning election night and
monthly public affairs program; editorials; political
endorsements, and a myriad of speciai features.
WLIE will sign on shartly with an equally strong
news commitment, NY Yankees and a format to
be announced. We seek smart, hands-on, cre-
ative leaders who play to win. Competitive salary
and equity alternative. EQE. Contact President,
Box 1200, Southold, NY 11971 fax 516-765-
1662.

Are you a shining star in managing a top notch
sales department? Do you enjoy working with the
best in a market? Or maybe your management
position was eliminated by LMA or duopoly situa-
tions? We're a trio of top rated stations serving
S.E. Ohio and N.W. West Virginia and we have
an immediate opening for you in sales manage-
ment. Reply to Box L-1. EQE.

Are you ready for the next step? Are you ready
to lead the sales team for the fastest growing
combo in New Hampshire. WTSL/WGXL are lock-
ing faor someone who can sell and teach others to
sell! We have a good sales team, we’re now look-
ing for a dynamic spark to lead them. Resumes to
GM, Tom Barney, WTSL/WGXL, PO Box 1400,
Lebancon, NH 03766. EEQ employer.

Sales manager: Entertainment industry executive
has purchased Four Corners area superstation,
KISZ FM. We need a professionally trained per-
son with radio sales or sales management experi-
ence 10 build, train and guide an outstanding
sales team. Wilh more acquisitions already
planned, our need for management will grow.
Send resume with cover letter to: Jim Hoffman,
KISZ Radio, 653 West Broadway, Farmington,
NM 87401, EQE.

HELP WANTED SALES

Great opportunity with growing Shamrock
Communications. We are in the process of acquir-
ing a new AM/FM in Wilkes Barre/Scranton and
seeking account executives for great account lists
with salary, commission, profit sharing, benefits
and apportunities for advancement. If you're not
happy with status quo, rush cover letter and
resume to Shane Reeve. 149 Penn Ave.,
Scranton, PA 18503, EQE.

HELP WANTED NEWS

Experienced news person to gather, write and
report local news. Salary and benefits. AM-FM in
beautiful East Tennessee, Reply to Box E-42. EOE.

News director interested in working in small mar-
ket. Congenial warking conditions, must have four
years news writing experience. Send resume and
tape to WTTF, 185 South Washington St., Tiffin,
OH 44883. EQE.

Radio talk show/news-top broadcast operation
seeks producer/host. Local call-in/talk show.
Reporter and anchor radio newscasts. Degree in
broadcast-journalism or related. Experience
required. Please send non-returnable tape &
resume by April 8 to: Personnel Director, PO Box
119, Topeka, KS 66601. EOE.

HELP WANTED PERSONALITY /TALENT

Partner needed for morning show! Southwest loca-
fion. One to three years experience required. Basic
news writing ability a plus! Females and minorities
encouraged to apply. Reply to Box L-2, ECE

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Freelance: NJ/PA automotive advertising agency
seeks male/female voiceover talent with strong
production skilis. Hardsell, sexy softsell & dialects
capabilities desired. Must be able to hand 24-48
hour turnarounds. Forward your non-returnable
cassette highlighting aulo dealershipspots directly
to: Mr. Steve Kayne, ¢/o SKYLINE MEDIA, INC.
d/b/a CAR ADS, 1451 Highway 88 W, Suite 3B,
Brick, NJ 08724, EQOE.

SITUATIONS WANTED MANAGEMENT

General manager: Experienced in medium and
small markets. Very strong sales/sales training
background. Prefer South/Southeast market 804-
384-0127.

Bill Fowler, former Park Group head and recent
Florida major market GM, now living in Crlando and
seeking GM or GSM scutheast or elsewhere. As
close to a guarantee as you can get. Talk to this true
professional today for results. Call 407-876-2021.

SITUATIONS WANTED SALES

Account executive: Over 15 years at AM-FM now
being sold. 33 years sales experience. Also H.S. &
college play by play, news & DdJ in my background.
Alabama, Mississippi, North Florida. Reply to Box L-3.

TELEVISION

HELP WANTED MANAGEMENT

Local sales manager: Excellent track record in
sales management is key to joining our team! Must
possess ouistanding management and leadership
skills to direct our team and maximize revenue
opportunities. Ability to produce nontraditional rev-
enue and a strong sales marketing program is
essential! Reply to: Kim Cleaver, Station Manager,
KCAU-TV, 625 Douglas, Sioux City, tA 51101,
Phone 712-277-2345. EQE.

Traffic/assistant manager: Chicago TV traffic
assistant manager experience. PO Box 731, Tinley
Park, IL 60477. EQE,

COO0 wanted for innovative live Rock’'n Roll cable
startup. Track record in television required. Fax let-
ter & resume 310-558-0045. EQE,

General manager for KTIV-TV (NBC), Siouxland’s
News Channel. Opportunity to lead the market
leader in Sioux City, lowa. Excellent compensation
package with privately owned broadcast group.
Send resume 1o Ralph Oakley, QNI Broadcast
Group, PO Box 80, Quincy, L 62305. EOE/MF.

Sales manager: WYZZ-TV Fox 43, Bloomington,
lllinois is seeking an experienced local sales man-
ager. This position is an outstanding opportunity tor
the individual with a strong commitment to people,
growth and development. Contact Teresa Casey in
confidence al 1-800-733-2065. EQE.

Leading CBS affiliate in one of the fastest grow-
ing southwestern markets has an cpening for a
business development manager. Responsibilities
include identification and analysis of business
expansion opportunities associated with existing
and emerging video technologies such as data
broadcasting, videc compression, second chan-
nels, and interactivity. Bachelors degree in market-
ing, engineering or finance required. MBA a plus.
Send resume to Box L-4. EQE.

General/local sales manager: Are you a person
who gets real satisfaction in helping others grow?
Are you a person who cares about your people and
can aclivate them to achieve? Are you a risk taker,
overcome obstacles easily and enjoy challenges?
if so, we may have the position just right for you.
We are looking for a general/local sales manager
for a young, aggressive and rapidly growing
Independent station in the fastest growing market
in the country. Our candidate will have 3-5 years
mgrmi. experience with proven results and exper-
tise in setting priorities and developing stralegies to
be the best sales organization in the market. If you
have an energy and creativity level thal is always
at a peak, experience with sales promotions,
sports and event marketing and a focus on cus-
tomer satisfaction, send your resume and refer-
ences to Box L-6 ECE. Women and minorities are
encouraged to apply.

Business manager/controller: Top 75 Southwest
market independent is seeking an individual to
head our business department. Individual will
report to the GM and corporate coniroller and be
responsible for managing the stations financial
operations. Candidate must exhibit outstanding
analytic, organization and communication skills
and be able to handle problem sclving and deci-
sion making. The successful candidate will have a
BS degree in Accounting with a CPA preferred and
broadcasting experience. Send resume and refer-
ences to Box L-5. EOE. Women and minorities are
encouraged to apply.

General sales manager: WDKY Fox 56 in
Lexingtan, KY is seeking qualified candidates for the
position of GSM. Suecessful candidate must be pro-
fessional possessing strong leadership and organiza-
tional skills with the ability to motivate and train sales
team. Local and nationa) sales experience is a must
with emphasis on marketing and management expe-
rience. Submit cover letter, resume and salary histo-
ry to: George F. Boggs, General Manager, WDKY
Fox 56, 434 Interstale Avenue, Lexington, KY 40505.
No telephane calls. EOE.

National sales manager: Fast growing Indy in great
market locking to fill newly created national sales
manager pasition. Candidate must have 3-5 years
station/rep sales or mgmt. experience, can sell with
and beyond the numbers, has demonstrated results
in developing creative solutions to clients needs and
knows how to work the rep, agency and client rela-
tionship simultaneously. Send sales and manage-
ment philosophy along with resume and reterences
to Box L-7. EQE.

HELP WANTED RESEARCH

Research whiz: Able to get to the heart of the matter
with political profiles, policy papers. voting records &
public statements for conservative syndicated politi-
cal talk show. Self-starter with strong work ethic and
accuracy required. Television experience preferred.
Farniliarity with Nexis and other computer databases
and government sources, ete. Quick turnaround for
daily East Coast-based program. Resumes, project
samples and non-returnable tapes to: Box L-9. EQE.

HELP WANTED SALES

Account executive: Immediate opening for an ex-
perienced sales rep who can handle good existing
list and develop new business for ABC affiliate. Live
and work on Maryland’s Eastern Shore—a healthy,
growing market. Susan Kelly, GEM, WMDT TV, PO
Box 4008, Salisbury, MD 21801. EOE, M/F.

Television account executive: #1 CBS affiliate in
84th market. Looking for enthusiastic team player.
Apply in writing to Thomas A. Labuzienksi, WSBT-
TV, 300 W. Jelferson Boulevard, South Bend, IN
46601, EQOE.
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National sales: WLIG-TV 55, Long Island, seeks
experienced sales pro t¢ develop and expand nalion-
al and regional sales with NYC agencies. Station or
rep experience required. Growth opportunity with full
benefits, Resume to; Michael Wach, GM, WLIG-TV,
PO Box 1355, 270 South Service Road, Melville, NY
11747. ECE.

Account executive: WMC-TV, NBC, is looking for
an innovalor whose minimum 3 years intangible
sales experience will provide a base for future
growth. Computer (TV-Scan, Marshall} literacy a
plus. Send resume to Scott Leslie, LSM, 1960 Union
Ave., Memphis, TN 38104. EOE & affirmative action
station.

Account executive: Outside sales experience
required, two years broadcast media sales experi-
ence preferred. Must be highly motivated, sham, and
organized. Great list is waiting for the right candidate,
50+ income potential. Send resume o Diane
Fancher, Fox 29/WUTV, 951 Whitehaven Road,
Grand lIsland, NY 14072, WUTV is an EOE. No
phone calls please.

Equal opportunity employer seeks local account
executive for progressive Fox affiliate in a top 20
market. Minimum 3 years broadcast experience
andfor 2 years outside sales experience preferred.
Must be able to sell commercial advertising to direct
accounts and advertising agencies, generate new
business, develop merchandising and promotional
ideas for clients, and participate in rating book and
research analysis. Computer/word processing skills
essential. Benefits. Send resume to Box L-8. EOE.

Account executive: Top 50 SE NBC afflliate seeks
an account executive with one to two years experi-
ence in broadcasl! sales. Strong new business devel-
opment a must. Familiarity with Marshall Marketing
and TV Scan a real plus. Send resumes to: Human
Resources Manager, WYFF-TV, PO Box 788,
Greenville, SC 29602. EQE.

Sales trainee: Unigque opportunity for entry level
sales position for energetic and resourceful candi-
date with strong communication/presentation skills.
Will work with strong team in a fast-paced atmos-
phere and be responsible for new business develop-
ment. College degree/computer skills required. Prior
sales/broadcast experience preferred. No phone
calls please. Letters of introduction with resumes
only to Christine B. King, Local Sales Manager, WLS
TV, 190 N. State St., Chicago, IL 60601. EOE.

Account executive: Exceptional oppartunity for self
motivated, high achiever with excellent communica-
tion/presentation skills and persuasive negotiating
abilities. Three to five years major market/major
agency broadcasting experience with in-depth TV
sales knowledge. Must demonstrate the ability and
commitment to a television sales career with strong
sales knowledge and solid research credentials.
College degree/computer skills required. No phone
calls please. Letlers of introduction with resumes
only to Christine B. King, Local Sales Manager,
WLS-TV, 190 N. State St., Chicago, IL 60601. EOE.

HELP WANTED TECHNICAL

Landmark Communications, has an immediate
opening for a broadcast maintenance engineer. Must
have a minimum of two years electronics training or
equivalent broadcast engineering experience.
Candidates knowledgeable with P/C's, Betacam,
Odetics, Quantel, Ampex, and Grass Valley equip-
ment desired. Shift work required. Competitive salary
and benelits package offered. Send resume to
Landmark  Communications, Engineearing
Department, 2600 Cumberland Pkwy. Atlanta, GA
30339. ECE.

Master control operator: Position for technical or
electronics school grad. Successful applicant will
have knowledge in the operation of 1-inch, 3/4 inch
and Bela-broadcasl equipment; master conlrol, with
computer operations. Send resume to: C.E., WXMT-
TV, 300 Peabody Street, Nashville, TN 37210. EQE.

WPTT-TV 22 is searching for a chief engineer.
Applicant must have UHF transmitter experience,
an FCC license along wilh SBE certification.
Individual will be self-motivated and expected to
maintain entire operalion. Communication skills are
a must. Excellent salary and benefits. Send
resume to: Kevin O'Leary, Operations Manager,
PO Box 2809, Pittsburgh, PA 15230. Applicalion
deadline Friday, April 8, 1994. Serious inquiries
only! No phone calls. ECE.

Videotape editor, senior: Responsible for forma-
tion/post production of videotape television and quali-
ty control and technical compliance. Duties: Controi
videotape machines and computer editor in forma-
tion of television program, confers with television pro-
duction staff in planning of final formation of program
and performs post-production audio and video edit-
ing in-house and for contract work. Minimum  qualifi-
calions: Bachelors degree in Radio and Television or
related field and four years videotape editing which
includes two years of computer videotape editing or
eighl years of videotape editing experience.
Preferred qualifications: Two years videotape com-
puter editing experience on Sony 5000/9000 sys-
tems or CMS equivalent and one year ADO/CG
operator experience. Hiring range: $20,118-$27,000
annually. Closing date: April 13, 1994. For an official
UA application {resumes will not substitute), write;
Employment Services, 1717 E. Speedway, Tucson
AZ 85719 or cafl 602-621-3660; TDD 602-621-8298.
The University will in accordance wilth the Americans
with Disabilities Act, upon request and with advance
notice of al least 72 hours make reasonable accom-
modation in the application, interviewing and selec-
tion process. EEO/AA employer.

Graphic designer: Design and produce on-air
graphics utilizing Quantel Paint Box & Harriet.
Minimum 3-5 years experience in television produc-
tion/design required. College degree preferred.
Typing skills and Maclntosh experience a plus. Reply
to: Allan Beutler, Design Director, WFAA-TV, 606
Young St., Dallas, TX 75202-4810. EOE, M/F.

Chief engineer: “Hands-cn” chief engineer wanted
for Washington, DC UHF Independent. Send
resumes to: WFTY-TV 50, 12276 Wilkins Avenue,
Rockville, MD 20852, or fax to 301-881-3441. No
phone calls please. Equal opportunity employer.

Assistant chief engineer: Group owned, top rated
Fox affiliate in Jacksonville, Florida has an immedi-
ate opening for a maintenance tech or assistant
ready to leave the snow behind. The ideal candi-
date would possess an F.C.C.G.O. license, have at
least 5 years TV (UHF preferred) transmitter expe-
rience, and be knowledgeable in the repair and
maintenance of analog and digital video system
components. Contact Russ Rockwell, Chief
Engineer 904-642-3030. ECE.

Fox O&Q seeking a director/editor highly experi-
enced in on-line editing, operation of ADO, AVC 33
switcher, ACE-200 editor, and 1” and Beta tape
machines. College degree preferred. Must be
experienced at multiple machine editing. Strong
organizational and client skills a must. Background
in graphics preferred. No phone calls, please!l
Send resume to: Persennel Dept.,, WATL Fox 36,
One Monroe Place, Atlanta, GA 30324. EOE.

Maintenance engineer: Seeking maintenance
engineer with Beta, LMS. automation systems,
camera and satellile cemmunication experience.
UHF transmitter experience preferred. Must be
SBE certified. Send resumes to WCMH, Assistant
Chief Engineer, PO Box 4, Columbus, OH 43216,
No phone calls. EOE.

HELP WANTED NEWS

Executive news producer: Oversee daily news-
casts with emphasis on writing, story format, story
structure, story selection and graphic presentation.
Good communication and people skills important.
Must have news producing background in top 30
market. Send tape, resume, one page outline of
news philosophy to Bill Gray, KMGH-TV, 123 Speer
Blvd., Denver, CO 80203. EEQ/AA.

Needed now!!l Investigative reporters. Guam
Cable TV's Cable News, winner of Polk, AGA
Silver Gavel and 8 Ace Awards, is locking for the
next Woodward and Bernstein's willing to work as
a team. Send letter with news philosophy, resume,
non-returnable tape, salary history and references
via domestic priority mail to: Harrison Flora, Vice
President, Guam Cable TV, 530 West C’'Brien
Drive, Agana, Guarmn 96910. EQOE.

Looking for an energetic weekend sports
anchorfreporter. Someone who can shoot and edit.
Send non-returnable tape to Pete Michenfelder,
Dept. ND-4, WJBF-TV, 1001 Reynolds Street,
Augusta, GA 30903, ECE.

Weather anchor: Meteorologist preferred for main
weeknight position at Florida ABC affiliate. Seek
strong communicator for long-term deal to grow
department. Resume, references, non-returnable
tape lo: 8. Peter Neumann, News Director, WEAR-
TV, 4990 Mobile Highway, Pensacola, FL 325086,
Deadline: April 15. M/F EEO.

Chief photographer: Dominant ABC affiliate look-
ing for a chief photographer. TV-3 News in Palm
Springs, CA. has a brand new BETA camera wait-
ing for lhe right applicant. Must have at least one
year of commercial experience in shooting and
editing, and the desire o lead a small videography
slaff to new levels of excellence. The right candi-
date will have a good eye, a crealive mind, and
strong leadership skills. No phone calls please!
Rush tape and resume to Dana C. Beards, News
Director, KESQ-TV, 42-650 Melanie Place, Palm
Desert, CA 92211. Equal opportunity employer.

Reporter/photographer: KESQ-TV/Palm Springs,
CA has an immediate opening for a reporter/pho-
lographer. Candidate must have a college degree,
and at least one year of commercial experience.
Locking for a tape that demonstrales strong pho-
tography, editing, and reporting skills. No begin-
ners. Send tape, resume and a cover letter to
Dana C. Beards, News Director, KESO-TV, 42-650
Melanie Place, Palm Desert, CA 92211, Equal
opportunity employer. Women and minorities
encouraged to apply.

News tape editor: WXII-TV in Winston-Salem, NC
has an immediate opening for a creative, motivated
news tape editor for our 6:00 and 11:00 newscasls.
Successful applicant must have two years experi-
ence in television news and possess extensive
knowledge of contemporary Betacam video pho-
tography and editing techniques. We're looking for
a team leader! Send non-returnable tape and
resume to Bill Sandefur, News Director, WXI-TV,
700 Coliseum Drive, Winston-Salem, NC 27116.
Equal opportunity employer.

Producer: Experience preferred. Individual will
produce the six and ten o'clock news, Monday
through Friday. Excellent writing skills and solid
news judgement are necessary for this position.
Send letter, resume and non-relurnable tape lo
Veronica Bilbo, EEQ Coordinalor, KPLC-TV, FO
Box 1488, Lake Charles, LA 70602. EQE.

Weatherperson: Weatherperson for early morning
and noon newscasts. Meteorologist preferred but
not mandatory. Send lelter, resume and non-
returnable tape to Veronica Bilbo, EEO
Coordinator, KPLC-TV, PO Box 1488, Lake
Charles, LA 70602. EQOE.

Strong management and editorial skills a must for
this managing editor position. NewsChannel 5, the
CBS affiliate in Nashville, Tennessee is seeking a
manager with an aggressive journalistic track record.
Candidates must alsc have proven people skills.
Newsroom has staff of 60 plus, along with all the jour-
nalistic tools from an SNG truck to computers. Send
cover letter and resume to Rabert Stoldal, News
Director, WTVF-TV, 474 James Robertson Parkway,
Nashville, TN 37219, WTVF is an equal opportunity
employer and encourages applications from mem-
bers of minority groups. No phone calls please.
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—CLASSIFIEDS*
News director: ABC affiliate seeks experienced | Editors needed for Atlanta teleproduction facili-

small-marke!l news director with good people
skills to lead a young, aggressive team. Must
have the journalistic and organizational skills to
develop a competitive product and be a good
teacher. BASY, live unit, remole bureau, latest
equipment. Send resume and salary history to:
Frank Pilgrim, General Manager, 202 Downtown
Plaza, Salisbury, MD 21801. Fax 410-742-5767.
M/F. EQE.

Newscast director: Minimum 3 years directing live
newscasis in top 30 market. Must excel in techni-
cal knowledge and ability. Prefer creative individual
with drive and broad outlook. Send resume and
tape(s) to Bill Gray, KMGH-TV, 123 Speer Blvd,,
Denver, CQ 80203. EEQ/AA.

News producer: Creative producer who writes
well, has strong organizational skills and excellent
news judgment. Minimum 5 years TV news pro-
ducing in top 50 market. Send resume, tape(s},
and one page description of news philosophy to:
Bill Gray, KMGH-TV, 123 Speer Bivd., Denver, CO
80203. EEQ/AA.

Chief photographer: Looking for superb videogra-
pher with management skills with ability to lead
dynamic photography staff that is one of the best in
the nalion. Send lape, resume and NPPA history 1o
Bill Gray, KMGH-TV, 123 Speer Blvd., Denver, CO
80203. EECQ/AA.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Director/TD. Minimum 5 years experience direcling
and switching lecal programs, commercials, promos
and special projects. Send VHS tape with examples
of newscasts and commercial/promotion production.
Reply to Box E-38. ECE.

KJCT-TV(ABC) Grand Junction, CO. seeks a
writer/producer. Successful candidate will write,
shool and edil client and station spots. Position
requires a degree in TV production or equivalent
and a skilled communicator able 1o produce quality
under tight deadlines. Send resume and lape to
Glen Sanders, KJCT-TV, 8 Foresight Circle, Grand
Junctien, CO 81505. EOE.

Local programing producer/writer: WSB-TV is
looking for an energetic, enthusiastic producer/writer
who can sink their teeth into the Atlanta market and
produce compelling local TV magazine stories or
specials that have community impact. Must enjoy
working hard and being involved in the community.
Must be able to find and tell powerful stories.
Minimum 5 years experience of related work in com-
mercial television. EQE. Rush resume and tape
ASAP: Mark Engel, WSB-TV, 1601 West Peachtree
St., Atlanta, GA 30309,

Promotion manager: We are a fast growing com-
pany looking for an experienced markeler with the
leadership skills, promotion and advertising exper-
tise, crealive flair and high energy that can help
promote and sell our programs and station. We are
asking a lol, but we are willing to give the same in
return. An equal opportunity employer. Send
resume to Box E-37.

Broadcast graphic designer: Seeking broadcast
designer with min. of 2 yrs exp. Position requires
BFA or equivalent in graphic design. DP Max or
AVA 3 exp. required. Send resume, salary expec-
tations and demo tape to: Arl Director, PO Box 4,
Colurnbus, OH 43216. No phone calls. Minorilies
encouraged to apply. EOE.

Creative services promotion producer: Seeking
creative, organized, self motivated broadcast pro-
motion producer with 2 yrs exp. writing, producing
and ediling news, proegraming and station promo-
tion spots. Beta editing skills a must. Off line edit-
ing skills a plus. Send resume tape and salary
expectations by 4/8/94 to: CSD Mgr., PO Box 4,
Colurnbus, OH 43216. No phone calls. Minorities
encouraged to apply. EOE.

ty. Minimum 3 years on-line experience.
Excellent client skills, editorial talent and techni-
cal ability required. We have CMX 3500, Grass
Valley 200 switchers, ADO 2000, Chyron 4100
and iNFiNiT!, BetaSP, 17, D-2. New component
digital Betacam suite with Sony 8000C |,
DMES000, BVE 9100, Abekas A57. Avid experi-
ence a pfus but not required. Send resume only
to: Peachtree Posl, 1781 Peachtree Street, NE,
Atlanta, GA 30309. ECE.

Postroom editor: Fastest growing and most
exciting market in US is lcoking for a postroom
edilor. 1-inch and Beta SP, Grass Valley 141
Edilor, Microtime Impact DVE, Grass Valley 200
switcher, paintbox, slill store and Dubner 20K. 2-
years experience, creative and must have excel-
lent client service/people skills. This is a fast
paced commercial editing position and only expe-
rienced applicants should apply and prefer expe-
rience on this equipment. Send resume and tape
to Jetff Chesser, 3228 Channel 8 Drive, Las
Vegas, NV 89109. No calls please. EOE.

Producer/director: Immediate opening for team
leader with management potential. Require 5-10
years experience directing fast paced news pro-
grams, Send non-returnable tape, resume and
salary requirements to Personnel Director, WXII-
TV, PO Box 11847, Winston-Salem, NC 27116.
EQE, M/F.

Promotions producer/editor 1o create daily
news topicals that compel lune-in. Top 40 ABC
affiliate is looking for the person that will help
take us to the top. You must have excellent writ-
ing, producing and editing skills. Two or more
years experience preferred. Daily news promo-
tion is the pricrity but you must be equally effec-
tive promoting all programing, including sports.
Live in the environmentally top-ranked city in the
US doing what you love. Send your resume and
a tape of your best, recently produced spots to:
Chad Craig, Business Manager/Personnel,
KSAT-TV, PO Box 2478, San Antonio, TX 78298.
No phone calls. Any job offer contingent upen
results of substance abuse testing. EOE/M-
F/DV/ADA.

TV director/editor: Experience with both live
newscast and commercial production required.
Must be able to work with clients and meet tight
deadlines. Immediate full-time opening. Resume
and reel to Human Resources, WLEX-TV, PO
Box 1457, Lexington, KY 40531, EQE. Females
and minorities encouraged.

SITUATIONS WANTED MANAGEMENT

President/general manager major-market station
or group! More than 40 years experience!l
Administration! Sales! Programing! News!
Community-involvement! Has turned-around 3
radio/7 television stations! Produced spectacular
profits/prestige! Obvicusly | am a senior-citizen. if
you have a problem with that, you'd better pray |
don'l becorne your competitor! Reply to Box L-10.

SITUATIONS WANTED SALES

Dale Carnegie sales graduate with six years
selling radio advertising, currently employed with
AT&T, is looking for a posilion as an account
execulive with a television station. Please call
Marlin Garbus al 213-749-3461 or write 10 him at
27113 Sanford Way, Valencia, CA 91355,

SITUATIONS WANTED NEWS

Award-winning sports anchor/reporier. 5 years
TV sports experience. Seeking top 50. Can start
in 3 weeks. 205-837-6980.

SITUATIONS WANTED TALENT

Male “Dear Abby”/“Wizard of Oz": 70,000
hours experience counseling. Buddy Piper,
humorous talk show host. "What's your prob-
lem?* 1-800-743-0707.

SITUATIONS WANTED PROGRAMING
PRODUCTION & OTHERS

Shopping channel veterans: Former QVC
execs and managers each looking for new chal-
lenges. Talent, production, marketing, program-
ing and other areas. All with starl-up experience.
Reply to Box E-23.

CABLE

HELP WANTED NEWS

The Weather Channei ® cable network desires
to expand its library of potential candidates for
future on-camera meteorologist positions. We're
looking for a real team player with a positive atti-
tude, who can readily adapt to a unique environ-
ment. If you have at least 2 years on-camera
experience, possess good communication skills,
are willing to work any shift schedule, and can
dedicate yourself to a continuous improvement
environment, please send a non-returnable tape
(VHS or BETA) and resume to: Craig Brewick-
Manager, On-Camera Meleorology Depariment,
The Weather Channel, 2600 Cumberland
Parkway, Atlanta, GA 30339. We respend to all
applicants. EQE.

News director/anchor: Greater Media Cable of
central Mass. is seeking an experienced news
director/anchor for its daily newscast. Applicants
must possess a college degree, minimum 3 years
broadcast news background, plus strong man-
agement & organizational skills. Send resume
and salary history together with a 3/4 inch tape to
Greater Media Cable c/o Human Rescurces, 95
Higgins Street, Worcester, MA 01606. The suc-
cessful appticant must pass a preplacement sub-
stance abuse lest. An EEO employer.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Writer/producers wanted: America’s fastest
growing cable network seeks experienced
writer/producers to staff creative services depart-
ment in Denver. We're launching six new themat-
ic entertainment channels lhis summer. State-of-
the-arl digital editing, a Henry, and the greatest
movies of all time to work with. Lots of promos,
and lots of opportunity. Send resume and reel to:
Human Rescources, PO Box 4917, Englewood,
CO 80155. EOE.

]

ALLIED FIELDS

HELP WANTED MANAGEMENT

General manager Texas Student Publications,
The University of Texas at Austin. The general
manager oversees lhe day-to-day operations of a
$2.5 million sludent media operation consisting of
a newspaper, radio station, television stalion and
two yearbooks, with increasing emphasis on
radio and television. Required qualifications are a
bachelor's degree, five years of managerial expe-
rience, and experience in the administration of
budgets and personnel. Experience in the man-
agement of print or electronic media is preferred.
Salary is open; excellent fringe benefits.
Complete information on this vacancy will be pro-
vided to finalists at the interview. To apply, sub-
mit letter of inlerest, resume, and three letters of
reference to: Carlene Wooley; Texas Student
Publications; TSP 3.304; Austin, TX 78712. An
equal opportunity/affirmative action employer.
Minority applicants are encouraged to apply.
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HELP WANTED SALES

LARCAN-TTC Inc. is seeking an experienced, full-
power television sales person. Qualifications inciude
5+ years experience in full-power television sales, a
televisicn engineering background, computer litaracy
and knowledge of system design. An enthusiastic
self-starter who follows through to close is required.
LARCAN-TTC is located outside of Denver,
Colorado and offers an excellent compensation
package for the right candidate. Please send resume
with salary history to the Director of Sales and
Marketing, LARCAN-TTC Inc., 650 South Taylor
Avenue, Louisville, CO 80027. LARCAN-TTC is an
ECE.

HELP WANTED RESEARCH

New Colorado market research company with
group of progressive, creative professionals seeks
like-minded researcher. Three to five years experi-
ence in all phases of research required. Advance
degree in communications research or market
research preferred. Travel required. Must be team
oriented, like working in informal, self-directed atmos-
phere and have excellent presentation skills. Earn
competitive salary and benefits working for a sub-
sidiary of a national communications company.
Reply to Box L-11. EQOE.

HELP WANTED INSTRUCTION

Wilkes University's Communications department
invites applications for a tenure-track position to
teach undergraduale courses in television/mass
communication beginning in August, 1994,
Qualifications include an earned or neatly completed
doclorate (doctorate must be completed before
tenure can be granted). The successiul candidate
must be able to instruct mass communication cours-
es and help develop the University’s television pro-
duction facility plus teach Fundamentals of Speech
course. Skill and knowledge in teaching research
methods is highly desirable. Opportunity to develop
and teach courses in speciality exist. Wilkes
University stresses teaching excellence, on-going
scholarly commitment and an active involvement in
campus life. The University is a comprehensive inde-
pendent institution of over two thousand students
offering bachelor and master degrees in the Arts and
Science, Engineering and Business. Innovative
approaches 1o curriculum and interaction instruction
and methods are encouraged. Minonties and women
are encouraged to apply. Submit letter of application,
complste with vita, and three letters of recommenda-
tion to: Chairman, Communications Department,
Wilkes University, Wilkes-Barre, PA 18766. Phone:
717-824-4651 ext. 4164, fax no. 717-824-0733.
Pasition will remain open until filled. Rank and salary
will be commensurate with qualifications and experi-
ence. Wilkes University is an EO/AA employer.

FINANCIAL SERVICES

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

Immediate financing on all broadcast equipment. If
you nead $2,000-$500,000. Easy to qualify, fixed-
rate, long 1erm leases. Any new or used equipment &
computers. 100% financing, no down payment. No
financials required under $50,000, refinancing exist-
ing equipment. Cail Mark Wilson at Exchange
National Funding 800-275-0185.

EDUCATIONAL SERVICES

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

EMPLOYMENT SERVICES

Government jobs $16,040-$59,230/yr. Now hir-
ing. Call 1-805-962-8000 ext. R-7833 for current
federal list.

Home typists, PC users needed: $35,000
potential. Details. Call 1-805-962-8000 ext. B-
7833.

Landing a job in TV news: A leading consultant,
top management and on-air talent offer video
tips for landing you first-or-next job in TV news.
Whether you’re an anchor, reporter, sports-or-
weathercaster, producer or photographer, this
tape is a mustl VHS. Approx. 50 min. $29.95 +
$3.95 S&H. Visa/MC orders call toll-free 1-800-
248-9670. Check/M.O. payahle to: TV News
Tape, PO Box 176, Cleveland, OH 44129.

WANTED TO BUY EQUIPMENT

Used videotape: Cash for 3/4” SP, M2-90's,
Betacam SP’s. Call Carpel Video 301-694-3500.

We need pre-owned AM/FM iransmitters, opti-
mods, field strength meters, STL and RPU equip-
ment. Radio Resources 1-800-54-RADIO, fax 1-
410-783-4635.

FOR SALE EQUIPMENT

AM and FM transmitters, used, excellent condi-
tion, tuned and tested your frequency.
Guaranteed. Financing available. Transcom.
B800-441-8454, 215-884-0888, Fax 215-884-
0738.

Broadcast equipment (used): AM/FM transmit-
ters, RPU’'s, STL's antennas, consoles, process-
ing, turntables, autamation, tape equipment,
monitors etc. Continenlal Communications, 3227
Magnolia, St. Louis, MO 63118. 314-664-4497.
Fax 314-664-9427.

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

Video switches, 3M model 101 vertical switches,
Ten in, one out. Audio follow video. $185. 702-
386-2844.

UHF TV transmitter for sale, 60 KW kiystron,
well maintained, still on the air. Megastar 702-
386-2844.

TV-MISCELLANEOUS

TV news journalists! Know what will put you
ahead of the pack for that job? We do! Want to
know more? Write/call: C...Marketing Works, 18
Lisa Dr., Ste. B, Nashua, NJ 03062, 603-888-
6788.

RADIO
SITUATIONS WANTED MANAGEMVIENT

SITUATIONS WANTED NEWS

Network talkhost, author, winner 7
awards, also Presidential citation, 20 yrs
exp. Specializing politics, rmedicine, inter-
relationships, arts and entertainment.
Seeking new assignment NYC or Tri-State
area. Regarded as one of the nation’s
great interviewers. Write to Box L-12.

HELP WANTED MANAGEMENT

BROADCAST GROUP
FINANCIAL CONTROLLER

GREATER MEDIA, INC., a nationwide commu-
nications company headquartered in East
Brunswick, N.J., has an immediate opening for
a strong financial controller reporting directly
to the group vice president/radio. This posi-
tion offers both high visibility to top manage-
ment and hands-on experience in the daily
operation of radio stations in a variety of
major markets. Requirements include:

* Minimum 5 years financial/accounting

experience

Proven analytical and budgeting skills

Experience in managing diverse staff

*» Ability to communicate and interact
effectively with all levals of management

= Computer literacy

The successful candidate should expect to

travel extensively. Broadcasting experience

desired. CPA andfor MBA preterred but not

required.

Submit resume and salary history/require-

ments to Greater Media, inc., PO Box 1059,

East Brunswick, N.J. 08816. EOE.

Greater Media, Inc.

Equat Opportunity/Affirmative Action Empioyer

==

LEASED TIME PROGRAMING

PRIME TIME 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

BUSINESS OPPORTUNITY

QB
FREE AGENT. YOUR TEAM.
NOW. FIELD GENERAL, SAVVY,
SEASONED, MOTIVATOR, GAME
BREAKER. WHY MAKE A
“DRAFT PICK” AND WAIT FOR
RESULTS WHEN THIS PRO CAN
HIT THE TURF RUNNING? YOUR
CHOICE. HOW SOCN DO YOU
WANT TO GET TO THE SUPER
BOWL? GM, POSSIBLE GM/GSM.

(616) 342-9606.

RADIO STATION
JOINT VENTURE
License hoider of 5,000w AM
in Northeast invites proposals
for joint development.

Reply to Box L-13.

MISCELLANEOUS

Sub Carrier available on 100,000 watt
South Florida FM. Broadcasting at
950 from the Gannett Tower located
on the Dade/Broward border covering
Dade, Broward and Palm Beach
counties. Call 305-442-7503.

R CLASSIFIEDS |
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TELEVISION HELP WANTED PROGRAMING

HELP WANTED NEWS

NEWS ANCHOR

KABC-TV Channel 7, an owned sta-
tion of Capital Cities/ABC, Inc., is
seeking an experienced Anchor for
major evening newscasts. You
should have a proven track record in
television journalism as an anchor
and reporter.

KABC-TV offers a competitive salary
and an excellent benefits package.
Send your cover letter and resume
tape to: Roger Bell, News Director,
KABC-TV, Dept. BC,4151Prospect
Ave., Los Angeles, CA 90027.
Equal Opportunity Employer.

COKABCTY

TV SYNDICATION

TV SYNDICATION FOR CASH
We're interviewing “highly qualified” parties to
Syndicate for Cash; Two Specials, one with an
extremely popular personality; Three Series;
and 142 Feature Films, never before on TV!
Only "Serious” parties need respond! Ability to
be interviewed is a must! 703-359-8733.

PUBLIC NOTICE

The Public Broadcasting Service National
Program Policy committee will meet at
noon on Aprit 21, 1994 and at 9:00 a.m.
on April 22, 1994 at the PBS offices, 1320
Braddock FPlace, Alexandria, Virginia, to
discuss PBS’s National Program Service
avaluation and other business.

LEGAL NOTICE
OF STATE PROPERTY

Sale of State Property
State of West Virginia
Department of Administration

The West Virginia State Agency for
Surplus Property, a unit of the
Purchasing Division will open sealed
bids at 1:00 pm on April 20, 1994 on
Req. #SPB-94-02 for the item listed
below located at WNPB-TV,
Morgantown, WV.

TV CHANNEL 24 TRANSMITTER
SYSTEM AND EQUIPMENT

For more information or for the proper
bid forms, contact the West Virginia
State Agency for Surplus Property at
(304) 766-2626. The State of West
Virginia reserves the right to accept or
reject any or all bids.

No bid will be considered unless submitted on
forms prescribed by and available from the
West Virginia State Agency for Surplus
Property, 2700 Charles Avenue, Dunbar, WV
25064,

CLASSIFIEDS

PROMOTION & OTHERS

TU PROMOTION

PRODUGER

Applicant should have a minimum
ot 3-5 years experience at another
TV station. Should be familiar with
Time Code Editing, Paintbox, DOS
based desktop publishing, ccllege
degree preferred. No phone calls.
Resumes to:

Programming Dept.

WMC-TV
1960 Union Ave.
Memphis, TN 38104

WMC TV

EQUAL OPPORTUNITY EMPLOYER

FOR SALE EQUIPMENT

SAVE OUR PLANET.
SAVE YOUR MONEY.

Qur recycled evaluated video tapes are
guaranteed as good
as new for less than
1/2 the price Qrder:
(800)238-4300

| v o o |

FOR SALE STATIONS

FOR SALE
Full-day. individual seminar for radio investors, given privately
lo you. Group owner/operator with 25 years experience ang
ex-NAB General Counsel explain slation search, negoliation,
financing FCC rules, takeover, and many other topics you
choose. Leam how 1o buy in today's environmenl. Call Robin
Martin or Erwin Krasnow today lor details and a brochure.
The Deer River Group
Washington, DC—(202) 659-3331

FOR SALE
50 KW AM AND CLASS C FM, IN
SOUTHWESTERN TOP 50 MARKET.
SERIOUS BUYERS ONLY PLEASE.
P.0. BOX 25670,
HONOLULU, HAWAII 96825

ALLIED FIELDS
ENPLOYMENT SERVICES

JOB OPPORTUNITIES NATIONALLY

m Professional, Technical & Production
u Cable & Broadcast TV, Film...
2x month, 6 issues/335, 12/880, 22/$95.

Subscribe loday. Send check/MO to:
ENTERTAINMENT EMPLOYMENT JOURNAL™
Dept. 550, 7095 Hollywood B. #815
Hollywood, CA 90028
For more info call: (800) 335-4335
In CA: (213) 969-8500

RENO/TAHOE/CARSON

FM at Slide Mountain Site
Poewer Upgrade grantable!
Great dial position-New equipment

FAX: Attn: FM 702-825-1735

Upper Midwest
100KW FM—24 Hour AM
Sales Solid
10 County Tourist Area
Write PO Box 487
Antigo, WI 54409

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

3} Hear 'Talking Resumeés” 3
4] To record “Talking Resumés* and f

employers 1o record job 'openings iR
[5} Eniry lgvel positions

FEATE

CABLE
HELP WANTED NEWS

CNBC is looking for a dynamic director
capable of handling a wide variety of
formats. You should be equally at
home with multi- anchor newscasts,
newscasts, talk shows, multi-camera
field shoots, and full blown remotes.
Candidates should have
5+ years live stu-

DIRECTOR

ence ina

major

market.

Creativity, leader-

ship and the ability to motivate a team
is a must. Please send your resume to:
Personnel Manager, D-CNBC, 2200
Fletcher Ave., Fort Lee, NJ 07024. We
are an equal opportunity employer.

CNBC

FirsT IN Business = FIRsT In TALK
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DIRECTORY OF

CAHNERS INTEGRATED MARKETING SERVICES

Cahners Marketing Services -~ 54t
give you the competitive edge. &y

Economics

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

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

Cahners Business Confidence Index

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

1-800-828-6344 x050

Early Warning Forecast Services

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

« Early Warning Forecast Newsletier « Early Warning Forecast Seminars
« Early Warning Forecast Software  » Early Warning Forecast Database
» Early Warning Forecast Charts » Early Warning Forecast Special Services

1-800-828-6344 x051

Electronic & Computer Market Services

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

» Electronic Business Forecast Newsletter
» Electronic Business Forecast Database
* Electronic Purchasing Leadiime Database

1-800-828-6344 x052

Building & Construction Market Services
Get up-to-date information on construction markets and analysis of economic
changes before they happen by subscribing to:

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

1-800-828-6344 x053

Other Services & Reports

Now you can develop more profitable marketing, budgeting, and planning
decisions by subscribing to:

» Consumer Watch

» Publishing Markets

» Buying Strategy Forecast

» Purchasing Leadtime Database

+ Entertainment [ndustry Outlook
« Print Market Outlook
+ Logistics Database

Ll-800-828-6344 x054

Market Research

Cahners Market Research studies are designed and conducted to meet the
information needs of individual advertisers. These market research studies
dehne markets. estimate growth polential, identify product and brand use.
and buyer needs and attitudes.

* Manufacturing/High Technology.........cccccooeenii 1-800-828-6344 x055
» Food Service/Building & Construction/Furniture . 1-800-828-6344 x056
+ Healthcare/Printing & Publishing/Interior Design.1-800-828-6344 x057
+ Childcare/Bridal/Boating .........corvvivvvrerivrnninnns 1-800-828-6344 x058

Cahners Integrated Marketing Group

Cahners Integrated Marketing Group provides database development and
maintenance, custom publishing. product and customer research, direct
marketing. list renlal, telemarkeiing, and everything else necessary Lo
ensure that your marketing meets your strategic objectives.

1-800-828-6344 x059
Business Research Group

Cahners Business Research Group (BRG) is a market research and consulting
organization that provides proprietary strategic planning information to ven-
dors who require the hard data 10 validaie their product development and
marketing direction.

1-800-828-6344 x060

- Cahners Database Marketing Service

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

1-800-828-6344 x061
Cahners National Account Program

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

1-800-828-6344 x062
Cahners Magazine Network

Cahners Magazine Network gives advertisers access to the largest audience
of decision makers on a global scale through 43 of the leading specialized
business publications with a combined readership of 5 million decision
makers unmatched in specialized business publications.

1-800-328-6344 x063

(CAHNERS PUBLISHING COMPANY

A DIVISION OF REED PUBLISHING (USA) INC.




FACILITIES

Applications

Jonesboro, AR KASU(FM) 91.9 mhz—
Arkansas State University seeks mod. of CP
to make changes; ant. 210 m.; TL: .5 km N of
Jonesboro, 2.6 km E of State Rte 141 in
Craighead Co., AR, and to change antenna
supporting-structure height.

Cottonwood, AZ KVRD-FM 105.7 mhz—
KVRD Inc. seeks CP to make changes; ERP:
0.30 kw; ant. 776 m.; class: C3 and to change
antenna supporting-structure height (per MM
docket 87-431).

Rancho Palos Verdes, CA KRPA(TV) ch.
44—Rancho Palos Verdes Broadcasters Inc.
seeks MP to change TL: Dakin Peak, 2 miles
NW of Avalon, ant. 451.3 m.

South Oroville, CA KYIX{FM} 104.9 mhz—
Linda Adams seeks mod. of CP to make
changes; ERP: .260 m.; ant. 472 m.; TL:
Bloomer Hill, 5.1 km W of Berry Creek, Butte
Co., CA, and to change antenna supporting-
structure height.

Marshalltown, |A KXIA(FM) 101.1 mhz—Mar-
shalltown Broadcasting Inc. seeks CP to make
changes; change ERP: 100 kw; ant. 199.8 m;
TL: on U.S. Hwy 30; 1.4 km W of Hwy 14, in
Timber Creek Township, Marshall Co., IA.

Vinton, IA KVYV(FM) 107.1 mhz—Kenneth
C. Rosato seeks CP to make changes: ant.
70m.; TL: 1.55 km W of U.5. 218, 491 km N
of SR 199 in Eden Township, Benton Co., |A,

Abbrevialions: alt.—alternate; ann.—announced; ant.—
antenng; aur—aural; aux.—auxiliary; ¢h.—channel; CH-
critical hours: ¢chg.—change; CP-consiruction permit;
D-day: DA—directional antenna. Doc.-Docket; ERP-
effeclive radiated power; Freq.—frequency; H&V-hori-
zontal and verical; khz—kilohertz; kw-kilowatts; lic.~
license; m-meters; mhz-megahertz; mi.—miles; mod.—
modification; MP-modification permit; ML~maodification
license; N-night: PSA—presunrise service authority;
pwr.—power; RC-remote control; SH-specified hours;
Sl-studio location; TL-transmitier location; trans.—
transmilter; TPO-transmitier power oulput; U or
unl.—unlimiled hours; vis.—visual; w-watts; ‘—noncom-
mercial. One meter equals 3.28 feel.

and to change antenna supporting-structure
height.

Kokomo, IN WZWZ(FM) 92.7 mhz—Mid-
America Radio Group Inc. seeks one-step
application to change channel to 223A.

St. Louis KSLH(FM) 91.5 mhz—Board of
Education of St. Louis seeks CP to make
changes: ERP: 85 kw,; ant. 313 m; TL: 7555
MacKenzie Rd., Shrewbury, St. Louis, MQ.

Clarksdale, M8 WWUN-FM 101.7 mhz—
Sunflower Broadcasting Co. Inc. seeks CP to
make changes; ERP: 25 kw, ant. 100 m.; TL:
N side Hwy 1, approx. 10 miles N of Clarks-
dale, MS, antenna supporting-structure
height, class: C3 and to change frequency
from 101.7 mhz to 101.5 mhz (per MM dock-
et 89-551).

Hamilton, OH WGRR(FM) 103.5 mhz—The
Dalton Group Inc. seeks mod. of GP to make
changes to make changes; change: ERP: 11
kw; ant. 316 m.

ORI REC0  a—

Actions

Key West, FL WSKP(FM) 107.9 mhz—
Granted app. of CSJ Investments Inc. for
med. of CP to make changes: ant. 110.8 m;
TL: Lot D, Cudjoe Acres, Cudjoe Key, Mon-
roe Co., FL. One mile N of U.S. Hwy 1 and
3/4 mi. E of Cudjoe Rd. Action Feb. 14.

Tampa, FL WUSA-FM 100.7 mhz—Granted
app. of Combined Communications Corp. for
one step to change class to C: ant. 414 m,; TL:
15001 Boyetta, Balm, FL. Action March 10.

Lindsborg, KS KQNS-FM 95.5 mhz—Grant-
ed app. of Davies Communications Inc. for
CP to make changes: ERP: 15.5 kw; ant. 127
m. frequency changed to 95.5 mhz; class
changed to C3 (per MM docket 93-171).
Action March 16.

New Madrid, MD KMIS-FM 106.5 mhz—
Granted app. of New Madrid Co. Broadcast-
ing Co. for mod. of CP to make changes; ant.
143 m.; TL: 0.6 km E of Portageville on Hwy
162E, and to change antenna supporting-
structure height. Action Feb. 15,

Rapid City, SD KGGG-FM 100.3 mhz—
Granted app. of Thomas Ingstad Broadcast-
ing Inc. for CP to change antenna supporting-
structure height. Action March 15.

Midvale, UT KQMB(FM} 102.7 mhz—Grant-
ed app. of Walter P. Faber for mod. of CP to
make changes: ERP: 44 kw; ant. 843 m.; TL;
transmitter and antenna is proposed to be co-
located with KZHT-FM transmitter and anten-
na on Lake Mtn. Action Feb. 15.

SERVICES

BROADCAST DATABASE

SROADCANT DATR BEAVICES

COMMUNICATIONS

N C

daiaworld

Coverage/Terrain Shadowing
Allocation Studies » Direclories
P.O. Box 30730 301-652-8822
Belhiesda, MD 20814  800-368-5754

A Div. of Moffer. Larson & Jokason, Inc
© AM, FM, TV, H-group dalabases
* Coverage, allocation and terain studies
* FCC research

703 B24-5666 FAX: 703 824-5672

* Radio and Telavision System Design
* Transmitter and Studio Installation
* Microwave and Satgllite
Engineering and Installation
627 Bouievard
Kenilworth, NJ 07033

@ Stainless, inc.

New Towers, Antenna Structures
Engineering Studies, Modilications
Ingpections, Erection, A;qpralsals
North Wales, PA 19454
215 699-4871 FAX 699-9597

Shoolbred Engineers, Inc.

Srrucrural Canguliants

Towers and Antenna Structures
Robert A. Shoolbred, PE.

1049 Morrison Drive
Charleston, S.C. 29403 # (803) 5774681

QL.

AF DESIGN & INSTALLATION SPECIALISTS
LARCAN SOLID STATE TRANSMITTERS
ALAN DICK ANTENNAS & COMBINERS
LEBLANC & ROYLE TOWER SYSTEMS
14440 CHERRY LANE CT LAUREL MD 20707
TEL: 301-438-2200 FAX: 301-498-7952

FOR WORLDWIDE

908-245-4833
SATELLITE
TRANSMISSION

SERYICES CONTACT:

1IDB COMMUNICATIONS GROUP
10525 WEST WASHINGTON BLVD.
CULVER CITY, CA 902321922
213-870-9000 FAX: 213-240-3904

NATIONWIDE TOWER COMPANY

ERECTIONS - DISMANTLES - ANTENNA - RELAMP
ULTRASOUND - STRUCTURAL ANALYSIS - PAINT
INSPECTIONS - REQUY - ENGINEERING

P.Q. BOX 130 POOLE, KY 42444-0130
PHONE (502) 533-6600 FAX (502) 533-0044
24 HOUR EMERGENCY SERVICE AVAILABLE

KLINE TOWERS
Towers, Antenna Structures
Engineering & Installation
P.O. Box 1013
Columbia, S.C. 29202
Tel: 803-251-8000 - FAX 803-738-3939

AFCCE
Association of
Federal Communications
Consulting Engineers
P.O. Box 19333
20th Streer Station
Washinglon. DC 20036-0333

(301)776-4488%

contact
BROADCASTING MAGAZINE
1705 DeSaies St., N.W.
Washington, D.C. 20036
for availabilities
Phone: (202} 659-2340

PROFESSIONAL/SERVICE
DIRECTORY RATES
52 weeks - $55 per insertion

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

There is a one time typesetting charge
of $20. Call (202) 653-2340.
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PROFESSIONAL CARDS

du Treil, Lundin & Rackley, Inc.

A Subsidiary of A.D. Ring. P.C.

240 North Washingeon Blvd.

| Suite 700

Sarasota, Flonda 34236
(813) J66-2611

MEMBER AFCCE mywamwms

=CARLT. JONES=
==————"CORPORATION

CONSULTING ENGINEERS

7901 YARNWOOD COURT
SPRINGFIELD, VIRGINIA 22153
(703 ) 569-7704
MEMBER AFCCE

LOHNES AND CULVER
CONSULTING RADIO ENGINEERS
8309 Cherry Lane
Laurel, MD 20707-4830
(301) 776-4488

Since [944 Member AFCCE

COHEN, DIPPELL AND
EVERIST, P.C.

CONSULTING ENGINEERS

1300 “L= STREET, N.W. SUITE 1700
WASHINGTON, D.C. 20005
(202) 898-0111
Mamber AFCCE

MLJ HAMMETT & EDISON, INC. CARL E. SMITH
Mpoﬂ'ell_, Larson & _Jo_hnsgn,_ Inc. CONSULTING ENGINEERS CONSULTING ENGINEERS
g Telec: ations Engineers Box 280068 AM-FM-TV Enginesi
Twogilgglil‘e l’:;ice, Pﬂl(te 800 San Francisco, California 94128 Corané?eT\T/oEgrglgr?grggggcwr?g Sggtﬁ/?ctses
Falls Chl.lel'ecsh,“{fi 22;4 1 "Serving the Broadeast Industry

703-824-5660
FAX: 703-824-5672
MEMBER AFCCE-

(415) 342-5200

HE (202) 396-5200

Member AFCCE

Jor aver 50 Years"
Box 807 Bath, Ohio 44210
(216) 659-4440

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 Consultants
Box 220
Coldwater, Michigan 49056
Phone: 517—278-7339

Mullaney Engineering, Inc.
Consufting Telecommunications Engineers

9049 Shady Grove Court
Gaithersburg, MD 20877
301-921-01158

Member AFCCE

HATFIELD & DAWSCN

CONSULTING ENGINEERS
4226 SIXTH AVE. N.W.
SEATTLE. WASHINGTON 98107
(206) 783-9151; Facsimile: (206) 789-9834
MEMBER 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.
1. Cabot Geudy, P.E,
PRESIDENT
TOWERS, ANTENNAS, STRUCTURES
New Tall Towers, Existing Towers
Siudies, Analysis, Design Modifications,
Lnspeciions, Erection, Etc.

6867 EIm St., McLean, VA 22101/70; 356-9765

C.P. CROSSNO & ASSOCIATES
CONSULTING ENGINEERS
P.O. BOX 180312
DALLAS, TEXAS 75218
TELECOMMUNICATIDNS (FCC, FAA)
CHARLES PAUL CROSSND, PE.
(214) 3219140 MEMBER AFCCE

John EF.X. Browne
& Associates P.C.

Consuliing Telecommunicalions Engineers
525 Woodward Ave. Bloomfyed Hills, MI 48304
810-642-6226 (6426027 FAX)
Washington
202-293-2020 (2832021 FAX)

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 CONSULTANTS
Clarence M. Beverage
Laura M_Mizrahi
P.O. Box 1130, Marlon, NJ 08053
(609) 985-0077 + FAX: (609) 985-8124

contact
BROADCASTING MAGAZINE
1705 CeSales St., N.W.
Washington, D.C. 20036
tor avallabilities
Phone: (202) 859-2340

STEVEN ). CROWLEY, P.E.
Consulting Engineer

1133 15th S1., N.W., Suite 1200
Washingion D.C. 20005
Telephane (2023 223-1101

Fax {202) 223-0806

Member AFCCE

Suffa & Cavell, Inc.

Consulting Engineers
10300 Eaton Place, Suite 450
Fairfax. Virginiz 22030
(202) 332.0110 (703) 591-0L10
Fax (703) $91-011S
Membes AFCCE

&N
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ENGINEERING COMPANY

BILL CORDELL, P.E.

11111 Kaly Freeway, Suite 360
Houston, Texas 77079
{800} 966-8885 Fax; (713} 984-00686
Communications Engineering Consultants
Member AFCCE

m Radio/Tv Engineering

Company
C "serving Brosdcasiers aver 35 vears"
”, lr. el
6 ) a Czo 0

George Jacobs
& Associates, Inc.
Consulting Broadcast Engineers

Domestic & International
Member AFCCE

Suite 410 8701 Georgia Ave.
(301) 587-8800  Silver Szpalgq%- Mp

AFCCE
Association ol
Federal Communications
Consulting Engineers
P.O. Box 19333
20th Strcet Station
Washington, DC 20036-0333
(301)776-4488
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town Inc. for $250,000. Buyer has no
other broadcast interests. wenx has
news/talk format on 1150 khz with 2.5
kw daytime. Filed Feb. 17 (BAL
940217EB).

KQNM(FM) Gallup, N.M. & Pur-
chased by KKOR/KYVA Inc. (George
Malti, president) from Gallup Broad-
casting Co. for $230,000. Buyer has
no other broadcast interests. KQnNM
has CHR format on 93.7 mhz with 62
kw and antenna 161 ft. Filed March 10
(BALH240310GU).

KLEX(AM) Lexington and KAYX
(FM) Richmond, both Missouri O
Purchased by Bott Communications
Inc. (Richard Bott,president/ director)
from Summit Operations Inc. (Shelby
Hendee, president) for $225,000.
Buyer owns kccv-am-Fm Overland
Park-Olathe, Kan.; kacv(am) Okla-
homa City, Okla.; wrcviam) Fort
Wayne, Ind.; kclv Mt. Bullion, Calif;
ksiviamy Clayton, Mo., and wWCRv({AM)
Collierville, Tenn. KLEx has news/talk,
adult contemporary format on 1570

BUS 1N E S S 1

- khz with 250 w day. kavx has news/

talk, adult contemporary format on
92.5 mhz with 6 kw and antenna 500
ft. Filed Feb. 24 (KLEX: BAL940224
ED; KAYX: BALH940224-EE).

WVMI(AM)-WQID(FM) Biloxi, Miss.
O Purchased by Southern Starr
Broadcasting Group Inc. (Robert E.
Long, chairman/CEQ) from TeleSouth
Communications (Stephen C. Daven-
port, president) for $1.9 million. Buyer
owns KOLL-FM Little Rock, Ark.; wpLR-
FM New Haven, Conn.; wGNe-Fu Day-
tona Beach, Fla.., and wknN-FM Biloxi-
Guliport, Miss. Seller owns wkxG(AMm)-
wyYmMx-FM Greenwood, Miss. wvMml has
talk format on 570 khz with 5 kw. wQid
has CHR format on 93.7 mhz with 100
kw and antenna 984 ft. Broker: The
Connelly Co.

KYXY(FM) San Diego O Purchased
by SFX Broadcasting Inc. (Robert
Sillerman, chairman/CEQ) from Park-
er Broadcasting Inc. (John Parker,
chairman) for $14 million plus $3 mil-
lion for real estate. Buyer owns
KRLD(AM) Dallas; kobA-FM Houston;
kJay-FM San Diego; wsix-Fm Nashville;
WMYI-FM-WSSL-AM-FM Greenville-Spar-
tanburg, S.C., and wMSI-FM-wJDS(AM)-

WKTF-FM Jackson, Miss. It has also
purchased wHyH(FM) Nashville, Tenn.,
subject to FCC approval (see below).
Seller has no other broadcast inter-
ests. Kvxy has adult contemporary for-
mat on 96.5 mhz with 41 kw and
antenna 540 ft.

WYHY(FM) Nashville 0 Purchased by
SFX Broadcasting Inc. (Robert Siller-
man, chairman/CEQ) from Legacy
Broadcasting Partners (Carl Hirsch,
president) for $4 million. Buyer has
also purchased kyxy{Fm) San Diego
(see above). Seller owns WHk{AM)-
wMMs-FM Cleveland and wRVF(FM)-
WHOK(FM)-wLOH(AM) Columbus, both
Ohic. wyHy has CHR format on 107.5
mhz with 58 kw and antenna 1,234 .

KISZ-FM Cortez, Colo. O Purchased
by Quantum Media Inc. (Rcbert
Pittman, president) from Explorer
Communications Inc. (James Hoff-
man, president) for $650,000. Buyer
has no other broadcast interests. Sell-
er’s president, Robert Pittman, is also
president of Time Warner Enterprises.
KIsz-Fm has CHR format on 97.9 mhz
with 100 kw and antenna 1,360 ft.
Brokers: William A. Exiine Inc. and
Robert Heyman Jr. »

THIS WEEK
April 5—"Journalism on the Info Highway," sem-
inar sponsored by Center for Communication.
Center for Communication, New York. Contact:
(212 836-3050.

- April 5-7—\Virtual:Reality Entertainment Forum.
Grand Hyatt Hotel, Mew York, Contact: (212) 717-1318:
April 6—International Radio and Television Soci-
afy Gold Medal Dinner. Waldorf-Astona Hotal, Mew
Yoik. Contact; (212) 867-6650.

April 6—HRadio and Television News Directors
Foundalion annual banquet and Celebration of
the First Amendment. Mayfiower Hotel, Washing-
‘ton. Contact: Frances Dattilo, (202) 653-5510.
April 6-8—"Radafining Local Exchange Competition;
MNew Rules, New Players, New Technologies,” seminar
sponsorad by Business Research and Swidler and
Berlin. Ritz Carlion; Washington. Cariiact: (B0() B22-
B338 or {202).842-3022.

April 9—"Creating Today's Televigion,” seminar
sponsared by NATPE International, WMAG-TV,
Chicago. Cantact: {310) 453-4440.

APRIL

April 10-12—Association of National Adver-

fisers marketing communications conference.

Don GeSar Beach Resont, St. Petersburg, Fla. !

Cantaat: {212) 697-5950.

April 10-1 2 Cabletelevision Advertising Bureau.

New York. Confact: (212) 751-7770,

April 11—"Communications Technalogy for

Everyone: Implications for. the Classroom and

Beyond,” sponsored by Annenberg Washington

Program. Willard Office Building. Washingtaon,

Contact: Nicole Nolan, (202) 383-7100.

April 11-13—Cable Television Administration

and Marketing Society national pay per view con-

terence. Orlando, Fla. Gontact: (703) 548-4200.

April 12--50th annual Radie and Television Cor-

respondents’ Association dinner. Washington Hilkor,
- Contact: Ivan Goldberg, (202) 828-7016.

April 12— The Business of Entedainment: The Big

Picture,” conference spansored by Werthelm

Schroder and Varlefy. Fierre Hotel, New York. Con-
tact: (212) 4526532,

+ April 15-20—MIP-TV. Gannes, France. Contact:
(212) 689-4220..

April 19—National Academy af Television Arts
and Sciences 16t annual Sports Emmy Awards. Mar-
riott Marquis Hotel, New Yotk Contact: Trudy Wilson
David Beld or Rob Simmelkjger, {212) 586-8424,
April. 20—Seripps Howard Foundation Natioral
Jourmalism Awards. Cincinnat! Westin Hotel, Gln-
cinnali, Ohio. Gontaat! {513) 877-2035.

April 21-22—National Assoclation of Broad-
casters second reglonal career seminar.
Embassy Suites Hotel, Chicago. Contact: IEDEj
4246-5488,

April 21-22—"Currant [ssues in Multimedia
Licensing.” seminar sponsored by Prentice Half
Law & Business. New York Palace, New York:
Contact: (800) 223-0231.

April 23-24—National Academy of Televistan Arts
and Scfences 21stannual Daytime Emmy Awards
judging panels. New York. Contact: Trudy Wilson, (212)
586-8424,

April 30:May 1—Natfonal Academy of Television
Arts and Sciences 21st anrnual Dayime Emmy
Awards Judging paneis. Los Angeles. Contact: Trudy
Wilson, {212) 566-8424.

‘MAY - JUNE

May 8-11—Conference on Interactive Market-

ing/East. Marrolt Oriando World Center Resort
and Convention Center, Oriando, Fla. Contact:
{310) 798-0718:

May 11-12—Natfonal Infomercial Marketing
Association third annual midyear meeting. Grand
Hyati, Washington. Gontact: David Savaga, (202)
950-8342. i
May 13-15—Federal Communications Bar Associ-
ation annual seminar, Nemacadin Waodlands Resort.

" Barnes, (212) 302-3399.

| Abate (310) 2031163

Farmington, Pa. Gontact: (202) 736-8149.

* May 22.24—NBC affiliates meeting. Century ]
Plaza Hotel, Gentury Flaza, Calif. Contact: (212) 3
BE4-q444, |
+ May 22-25--National Cable Tefevision Assocl- |
ation. New Origans. Conlact: (202) 775-3663. {
May 22-25—National Association of Minorities in
Cable. New Orleans. Contact: {310) 404-6208..

May 25— National Media Owl Awards. First
Chicago Canter, Chicago. Gontact: Mary
Schwartz, (312) 664-6100.

» June 1-4—CB5 affiliates meeting. Century Plaza
Hotel, Centiury Plaza, Galil. Contact {212) 5754321,
June 2-4—43:d American Women in Radio
and Television national convention, Minneapolis
Hittor and Towers; Minneapolis. Contact: Gene

June 5-11—15th annual Banff Television Fes-
tival. Albenta, Canada. Contact: Jerry Ezekiel, 1
{403) 762-30860.
+ June 7-9—ABC affiliates meating, Cantury
Plaza Hotel, Cemury Plaza, Calif, Gontact: (212)
456-7777.
June B-11—PROMAX International and Broadcast
Designers Association. New Orleans. Contact: (213]
465.3777.
June 11-13—Show8iz Expo. Los Angeles Convan-
fion Cantar. Los Angeles. Contact: (714} 513-8400.
* June 20-23—Wireless Cable Association
International annual convention, Las Vegas Hiltan,
Las Vegas. Contact: Connig Clark, (319) 752-
+ June 20-23—Women In Cable 13th annual nation-
al gahle managemant confarence. Aflanta Hiton and
Towers, Atlanta. Contact: Tracy Matcheri {312} 861-
1700,

* June 23-24—Fox Broadeasting affiiates meeling.
Century Plaza Hotel, Century Plaza, Galif. Contac: Cira

= Major Meetings
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Gerald Monroe Rafshoon

shoon, former Carter administra-

tion official, found a home at The
Brookings Institution, a famous
Washington think tank. But unlike the
analysts down the hall from his rented
office, Rafshoon is not studying the
history of nationalism in the former
Yugoslavia or the roots of Balkan
strife. Rafshoon is a movie producer,
and from his memento-strewn office
he looks for his next leading actor,
plots his story lines and plans future
deals.

Rafshoon currently is involved in
an international co-production for
Turner Network Television involving
ltalian and German partners. The pro-
ject’s ambitious plan is to produce 21
Bible stories. So far, TNT has com-
mitted to three multipart movies, cov-
ering the stories of Abraham (which
aired Sunday, April 3}, Jacob and
Joseph.

Although most people still think of
Rafshoon as the Carter administra-
tion’s communications director, the
early part of his career centered on
advertising and promotion. His first
job in television was in the mid-1950s
at KTBC-TvV Austin, Tex., a station
owned by Lady Bird Johnson and her
family. Rafshoon wrote local ad copy
in an office shared with a young Bill
Moyers.

In 1959 Rafshoon moved to Atlan-
ta, where he was copywriter for
Rich’s Department Store before land-
ing a job as Southeastern advertising
and publicity manager for 20th Centu-
ry Fox.

In 1962 he returned to his birth-
place, New York City, as national
advertising director of 20th Century
Fox. Rafshoon was soon assigned to
the four-hour feature Cleopatia, star-
ring Elizabeth Taylor, which once
held the record as the most expensive
flop in the history of U.S. cinema.

In 1962 Rafshoon returned to
Atlanta and opened his own agency,
specializing in broadcast advertising.
It was then that he met a Georgia state
senator who would change his life.
Rafshoon eventually ran two guberna-
torial campaigns for Jimmy Carter
and, most important, Carter’s 1976
presidential campaign. Rafshoon later

I i’s no surprise that Gerald Raf-

was credited for successfully intro-
ducing an unknown product—Car-
ter—through a national campaign—
the presidential election. It was during
this time that Rafshoon developed one

people of the United States did not
want to think about two subjects: the
Vietnam War and the Iran hostage cri-
sis.

In the meantime, Rafshoon found-
ed a communications company affili-
ated with Ogilvy & Mather that
worked on marketing, public rela-
tions and advertising for clients
around the globe.

He didn’t give up on his idea of
producing movies for television. In
1985 CBS aired his five-part minis-
eries, The Atlanta Child Murders, fol-
lowed in 1986 by Circle of Violence:
A Family Drama. And in 1989 he pro-
duced his first project for cable, The
Nightmare Years, which aired on
TNT.

After the success of The Nightmare
Years, TNT aired Crisis: U.S. and
Iran, a four-hour miniseries about the
hostage crisis.

Rafshoon says the show’s ratings
may have vindicated the CBS execu-
tive who rejected the proposal on the
grounds that the public was not inter-
ested.

of the precepts he
employs as an execu-
tive producer: “Get

Founder, Rafshoon Productions,
Washington, D.C.; b: Jan. 11,

Recently, Raf-
shoon has become
something of an ex-

good people, tell
them what to do and
get out of their way.”

In the White
House, when Ameri-
can hostages were
taken in Iran, Raf-
shoon found himself
with a nearly impos-
sible task—convey-
ing an image of a
successful and com-
petent president as
the administration
became paralyzed by
a seemingly unend-
ing international cri-
sis.
After Carter’s de-
feat in 1980, Raf-
shoon almost imme-
diately went to CBS

1934; bachelor’s in journalism,
University of Texas, 1955; U.S.
Navy, 1955-58; copywriter,
Rich’s Department Store,
Atlanta, 1959; Southeastern
advertising and publicity manag-
er, 20th Century Fox, 1959-62;
national advertising manager,
20th Century Fox, New York City,
1962-63; chairman, Gerald Raf-
shoon Advertising Inc., Atlanta,
1963-78; assistant to the presi-
dent for communications, Wash-
ington, 1977-78; media and
communications director, Presi-
dent Carter re-election cam-
paign, 1978-79; president, Raf-
shoon Communications, Raf-
shoon Productions, 1980-pre-
sent; m. Eden White, March 3,
1978; children: Susan, 37; Patri-
cia, 35; Janet, 33; Scoft, 28.

pert in international
co-productions. Like
The Nightmare
Years, which was
about Nazi Ger-
many, the series of
Old Testament Bible
stories he is produc-
ing requires interna-
tional cooperation
and financing.

His decision to
live in Washington,
however, has taken
its toll. During the
past year he has
spent only two
months in the city.
Asked what his fan-
tasy project would
be, Rafshoon an-
swers: “Something

with the idea of an insider’s account
of the hostage crisis. While the net-
work showed some interest initially, it
passed on the project. A CBS execu-
tive eventually told Rafshoon that the

we could shoot right here in the streets
of Washington, maybe even in
Georgetown, where [ live...on my
street; that’s the kind of movie T want
to make” —CS
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Lawrence Jones,
senjor VP, Fox
Inc., Beverly Hills,
Calif., named ex-
ecutive VP, busi-
ness operations,
Fox Sports, there.

Marjorie Kaplan,
i director, advertis-
= ing, Kraft/General
Foods, New York,
joins Lancit Media there as VP, mar-
keting, sales.

Jones

Jeff Stettin, account executive, Tur-
ner Entertainment Networks, Turner
Broadcasting Sales, New York, joins
New World Sales & Marketing there
as sales and marketing executive,

Appointments at Wiz-Tv Baltimore:
David Morris, sales manager, Group
W Television, Los Angeles, named
GSM,; Larry Scott, GSM, wUuPw-Tv
Toledo, Ohio, joins as local sales
manager.

Ardell Hill, director, engineering,
operations, Media General Broadcast
Group, Tampa. Fla., named VP, ad-
vanced technology.

Robert Dalrymple, head of Dalrym-
ple Productions, Los Angeles, joins
Visualize Studios there as executive
producer.

Ike Seamans, former reporter, WTVI-
TV Miami, and correspondent, NBC
News, rejoins WTvI-Tv as general as-
signment reporter.

Josh Kaplan, independent special
projects producer, KCBS-TV Los An-
geles, joins KTTV-TV there as execu-
tive producer, Good Day L.A.

Sal Marchiano, sportscaster, wWNBC-
TV New York, joins WPIX-TV there as
weekend sports anchor.

Appointments at WHDH-TV Boston:
Kim Carrigan, reporter/anchor,
WHO-TV Des Moines, lowa, joins as
weekend anchor; Victoria Block,
freelance reporter, WHDH-TV, named
general assignment reporter.

Jill MacGregor, national sales man-
ager, KOLD-TV Tucson, Ariz., joins
KwQcC-Tv Davenport, Jowa, as local
sales manager.

Hoyt Andres, GSM, wpsi-Tv Chat-

tanooga, joins WSFA-TV Montgomery,

Ala., in same capacity.

John McNally, national sales man-
ager, WLYH-TV Lancaster, Pa., named
GSM.

Bob Danielle, on-air manager, KSTw-
Tv Tacoma, Wash., named program
director/operations manager.

Appointments at KJAC-TV Port Arthur,
Tex.: Glenn Selig, weekend anchor/
producer, named anchor/reporter;
Marla Pytcher, producer, wive-Tv
Buffalo, N.Y., joins as weekend an-
chor/producer; ReShonda Tate, as-
sociate producer, KTRK-TvV Houston,
joins as morning anchor/reporter.
[eameme—ae - — b — == ]

RADIO

Chris Rohleder,
account executive,
Interep Radio
Store, New York,
named director,
StationScan,
Interep’s technolo-
gy division, there.
Bill Rose, Eastern
division manager,
advertiser/agency

Rohleder
sales, Arbitron, New York, named
senior account executive, Arbitron’s
Radio Station Services, Eastern divi-
sion, there.

Mark Lapidus, marketing/promo-
tion director, wCxRrR-FM Washington,
joins Liberty Broadcasting Inc., Mar-
low Heights, Md., as director, mar-
keting.

Mike Anthony, director, affiliate
relations, StandardNews/Zap News,
Washington, named director, news.

William Johnson, assistant pro-
gram/music director and morning
show host, wIFC-FM Wausau, Wis.,
joins WNDU-FM-AM South Bend, Ind.,
as program/music director.

Larry Nielson, production director,
KYNG-FM, Dallas, joins WTEM-AM
Rockville, Md., in same capacity.

Glenda Villanueva, director, sales,
Caballero/McGavern Guild Radio,
New York, joins CBS Hispanic Radio
Networks there as account executive.

Frederick Brown, former news
director, Kyw-aM Philadelphia, and
assistant director, news, programing,
wwi-aM Detroit, joins WHYY-FM
Philadelphia as radio manager.

Appointments at woR(aM) New York:
Morris Eliassof, account executive,
named Long Island sales manager;
Laura La Pre and Adam Gronski,
account executives, wiNs New York,
join in same capacities.

Appointments at North American
Network Inc., Bethesda, Md.: Eric
Wright, graduate, American Univer-
sity, Washington, joins as business
development officer, national ac-
counts; Mary Harris, graduate,
George Mason University, Fairfax,
Va., joins as business development
associate; Craig Hoffman, graduate,
West Virginia University, Morgan-
town, W.Va., joins as RadioTour
manager.

Phil Hendrie, late-night host, wcco
Minneapolis, joins WIOD-AM Miami
as night talk show host.

Jeanette Reese, announcer, WMDH-
AaM-FM New Castle, Ind., joins WHIO-
aM Dayton, Ohio, as news anchor.

CABLE

Stanley Greene,
VP/GM, Greater
Media Cable, Phil-
adelphia, joins
Bell Atlantic Corp.
there as VP, total
quality manage-
ment.

Appointments at
Nickelodeon, New
Gre York: Marjorie
Cohn, executive in charge of produc-
tion, named VP, current programing;
David Vogler, art director, new busi-
ness, named assoclate creative direc-
tor, consumer products, ACME Cre-
ative Group, Nickelodeon/Nick at
Nite; Douglas Greiff, co-creator/
producer, Nickelodeon’s interactive
video magazine, U/, named direc-
tor, program development, Nick-
elodeon Productions; Rande Price,
manager, research, named director,
research, Nickelodeon/Nick at Nite;
Chris Gifford, producer, Clarissa
Explains It All, named executive in
charge of development, production,
Nick Jr.; Magda Liolis, head writer/
supervising producer, Nickelodeon's
Guts, named supervising preducer,
Nickelodeon Productions.

ene

Jon Baum, account manager/talent
coordinator, Marketing Entertainment
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Group of America, New York, joins
The Box, Miami, as director, promo-
tions.

John Kuglin, technology coordina-
tor, School District One, Missoula,
Mont., joins TCI Cable Management
Corp., Englewood, Colo., as director,
TCI’s national teacher training
facility.

Appointments at MTV Networks,
New York: Kris Bagwell, VP, affili-
ate sales, marketing, Southeastern re-
gion, and Sandy Ashendorf, VP/
senior counsel, named VPs, business
development, MTV Networks affili-
ate sales, marketing; John Andrews,
senior producer, animation, MTV:
Music Television, there, named direc-
tor.

Appointments at Home & Garden
Television Network, Cincinnati,
Ohio: Mark Hale, VP, operations, E!
Entertainment Television. Los Ange-
les, joins in same capacity; Annette
Lindstrom, senior manager, market-
ing, affiliate relations, Pro Am Sports
System, Detroit, joins as director,
affiliate marketing.

Appointments at A&E Networks,
New York: Pepe Panchos, manager,
corporate marketing, named VP,
advertising sales, Midwestern region,
Chicago office; Martine Mahoney,
affiliate sales coordinator, Eastern
region, named account manager,
affiliate sales, Southeast region,
Atlanta office.

TECHNOLOGY

Appointments at Zenith Electronics
Corp., Glenview, I1.: John Bowler,
president, cable division, named VP,
corporate research, development,
cable/LAN engineering; Wayne
Lupow, division VP, research, devel-
opment, advanced television systems,
named VP, consumer electronics,
engineering, HDTV; Peter Skerlos,
VP, engineering, consumer products
division, named VP, advanced devel-
opment.

Cheryl Snyder, Northeast regional
sales manager, Instant Video Tech-
nologies, San Francisco, joins Future
Vision of America Corp., Princeton,
N.J., as director, marketing, sales.

Mary Pat Ryan, executive VP/direc-
tor, client services, Kobs & Draft,
New York, joins United States Satel-
lite Broadcasting, St. Paul/Minneapo-
lis, as VP, marketing.

NBC News anchor Tom Brokaw pre-
sents Linda Ellerbee, head of Lucky
Duck Productions, with the American
Women in Radio and Teievision Com-
mendation Award. Ellerbee was hon-
ored March 24 during the 19th annual
national AWRT Commendation
Awards luncheon in New York. She
was recognized for her documentary
Ms. Smith Goes to Washington. Other
honorees were Don Hewitt, executive
producer, CBS’s 60 Minutes; Kaity

AWRT honors Ellerbee

Tong and Jack Cafferty, wrix-Tv New York; actresses Cybill Shepard and
Mary Steenburgen; Lifetime Television, and other radio and TV luminaries.

ADVERTISING

Appointments at BBDO, New York:
Larry Novenstern, associate direc-
tor, national broadcast, and Karen
Radkowsky, associate research di-
rector, named senior VPs; John
Belfiore, senior VP/media director,
elected to BBDO board of directors;
Joan McDermott, local broadcast
supervisor, and Rachel Shulman,
account supervisor, named VPs;
Chris Geraci, national television
superyisor, named associate media
director.

Appointments at Wunderman Cato
Johnson, New York: Lauren Cohen,
assistant planner, named media plan-
ner; Karen Stellato, named media
supervisor; Susan Lekanides, broad-
cast traffic manager, assumes addi-
tional responsibilities as assistant
producer.

Appointments at D’ Arcy Masius
Benton & Bowles, St. Louis: Don
Creed, associate creative director,
Leo Burnett, Chicago, joins as senior
art director; James Misloski, art stu-
dio manager, Noble & Associates,
Springfield, Mo., joins in same
capacity.

INTERNATIONAL
Stephen Claypole, editor, Reuters
Television, London, joins the Associ-
ated Press there as managing direc-

tor/chief executive of its new interna-
tional news video division, APTV.

DEATHS
Walter Lantz, 93, animator who cre-

ated the cartoon character Woody
Woodpecker, died March 22 from a

heart ailment, at Saint Joseph Med-
ical Center, Burbank, Calif. The
inspiration for Woody came from a
woodpecker that disturbed the
Lantzes” honeymoon cottage in 1941,
(His wife, Grace Stafford, gave the
bird its trademark “heh-heh-heh-
HEHHHH-heh” laugh. She died in
March 1992.) His other cartoon char-
acters included Andy Panda, Chilly
Willy and Oswald Rabbit. In 1930
L.antz made animation history by pro-
ducing the first Technicolor car-
toon—the five-minute opening
sequence of “The King of Jazz.” Wal-
ter L.antz Productions Inc. produced
more than 600 animated cartoons for
theaters and television before it
ceased production in 1975. He
received an honorary Oscar in 1979.

Dack Rambo, 53, the actor who
played Jack Ewing on the CBS series
Dallas and Congressman Grant Har-
rison on the NBC soap opera Another
World, died March 21 in Delano,
Calif. Cause of death was not report-
ed, but in 1991 Rambo announced
that he was infected with the ATDS
virus and left the soap opera. He and
his twin brother, Dirk, starred in The
New Loretta Young Show. Rambo also
co-starred as Walter Brennan’s grand-
son in The Guns of Will Sonnett.

Christine Bizinski, 34, office ad-
ministrator, CBS/Media Relations,
died March 21 of a heart attack in
New York. Bizinski had held her post
as office administrator for four years.
Previously, she was with CBS/Affili-
ate Relations for seven years. She
graduated from Hunter College, New
York, this past January. Survivors
include her parents, two sisters and a
brother.

—Compiled by Marsha L. Bell
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Ted Turner is at it again. The |
Atlanta-based entrepreneur is
eyeing the Home Shopping
Network and the 11 UHF stations
owned by spin-off company Silver
King Communications. John Malcne,
CEQ of top MSO Tele-
Communications Inc., chairman of
HSN majority owner Liberty Media
Corporation, and a member of the
Turner Broadcasting board, might be
ready to distance himself from any
apparent conflict in his cable holdings
and probably sees Turner as some-
one who could afford to develop the
TV stations into a new broadcast net-
work, according to analyst Mark Riely
of McDonald, Grippo and Riely. “TCl
would like to keep the investment in
the federation, if you will,” says Riely.

The Grand Alliance transmission
system will take the field this
week for a series of early tests.
Although the alliance HDTV system is
still under construction, participants in
the FCC's Advisory Committee will get
a sneak preview of the system’s trans-
mission technology at the committee’s
field testing facility in Charlotte, N.C.

Fox Inc.’s planned cable net-
work, FX, has reached new car-
riage agreements with top MSOs
Continental Cablevision, Jones
Intercable, Falcon, Sammons
and others, giving it a potential
reach of 38.5 million cable
homes. However, the network is not
yet saying how many subscribers will
be on board at launch later this year,
and at presstime, top MSQOs Time
Warner, Cablevision Systems Corp.
and Comcast had yet to sign deals.
Time Warner sources say the MSO
might sign a “token” retransmission-
consent agreement committing
50,000-200,000 of its subscribers to
the new channel. And that agreement
would not include Time Warner's top-
market subscribers in New York City.
Time Warner, as well as at least one
other top MSO that already has signed

;_.-,*._.@@ Bf@ e e e e

Peabody winners

The University of Georgia last week announced 29 Peabody Awards to
shows, series and individuals. The winners, cited for overall merit: “Vietnam
Women's Memorial,” ABC Radio News, Washington, D.C.; "Health Reform
Coverage 1993,” National Public Radio, Washington; “Fresh Air with Terry
Gross,” wHyy-Fm Philadelphia, distributed by NPR; “Kid Company,” waz(am)
Boston; “Document: The Unspeakable Atrocity,” BBC Radio 4, London;
“Facing Reality: Politics, Drugs and Waste,” wwL(am) New Orleans;
“Scarred for Life,” ABC News Day One, New York; “Under the Influence,”
wkRN-Tv Nashville; “Health and Science Reporting by Robert Bazell,” NBC
News, New York; "Chuck Kraemer Reporting,” wcve-Tv Boston; “Good
Morning, Miss Toliver,” FASE Productions, Los Angeles; "The New
Explorers,” wrtw Chicago and Kurtis Productions Ltd.; Steven Spielberg
Presents Animaniacs, Warner Bros. Animation and Amblin Entertainment
for Fox Children’s Network, Los Angeles; “Fox Children’s Network: 1993
Public Service Campaign,” Churchill Entertainment, Los Angeles, for Fox
Children’s Network; ! Am a Promise: The Children of Stanton Elementary
School, Home Box Office and Video Verite Films, New York; The Nineties:
All Your Kisses Are Mine, BBC South, Bristol, UK; Silverlake Life: The View
from Here, P.O.V./Silverlake Productions, New York; “Angels of Change,”
wvTm-Tv Birmingham, Ala.; 60 Minutes: “The ClIA’s Cocaine,” CBS, New
York; Katie and Eilish: Siamese Twins, Yorkshire Television, England, pre-
sented on The Discovery Channel, Homicide—Life on the Street, NBC and
Baltimore Pictures in association with Reeves Entertainment; The Ernest
Green Story, A.M.L. production for The Disney Channel;, American
Masters: "Paul Simen—Born at the Right Time,” wneT Newark, N.J., MTM
Enterprises Inc. in association with EuroArts/Brilliant Media; Mystery
Science Theater 3000, Comedy Central, New York, and Best Brains Inc.;
Mystery! “Prime Suspect,” Granada Television, England, in association
with wesH-Tv Boston; The Larry Sanders Show, Home Box Office and
Brillstein-Grey Entertainment; The Discovery Networks, Bethesda, Md.;
and CNN correspondents Christiane Amanpour and Paul Harvey. ~CM

on to carry FX, has held out for such
“token” agreemenis because of the rel-
atively high price of 25 cents per FX
subscriber. “Fox has come to the con-
clusion that they're not going to force it
down a lot of systems' throats,” said
one top MSO source. An FX spokes-
woman said the price of the channel is
firm, but negotiations are ongoing with
the hold-out MSOs over how many
subscribers will be committed.

Congress should streamline
Radio Marti and TV Marti, but
keep the broadcasts to Cuba on
the air, an advisory panel said
last week. [ssuing a three-volume

report to lawmakers, the Advisory
Panel on Radio Marti and TV Marti
recommended that Congress concen-
trate the transmissions on the hours
when most listeners and viewers are
available, and also reform the super-
visory organization in the Office of
Cuba Broadcasting. The reforms and
streamlining, the panel said, could
save $6 million-$10 million per year
on the cost of breadcasting to Cuba.

CBS was the big winner among
nominees for Daytime Emmys.
The network had 65, including a sin-
gle-show high of 16 for Guiding Light.
Soap star and perennial Emmy
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bridesmaid Susan Lucci failed to be
nominated for the first time since the

@CosetliCircllilnm

1980-81 season. Other nomination . !

totals: syndication, 43; ABC, 40; PBS, Se”’ng ‘SEALs’

38; NBC, 13; Fox, 12; Disney . - ) : : \ e -

Channel, 10: HBO, 4: Nickelodeon, 4: Crion Pictures Corp. is selling the rights to a television series based on

Lifetime, 2: CNBC, 1: CNN, 1. The its 1989 film “Navy $EALS,” company officials teld BF{OAD_CASTING_&

awards will be broadcast on ABC in CasLE. Several syndicators and networks have expressed interest in

prime time May 25. buying the rlghts,_ said Orion Executive Vice P-r_eS|dent of Telewsmn

. Joseph Indelli. Orion announced last week that it has sold rights for a

60wb0y§ head coach Jimmy show based on its "F/X” movies to syndicator Rysher Entertainment and

Johnson’s departure last week Canadian production company Skyvision Entertainment, which together

was followed by statements from Fox, " recently launched a syndicated show based on Orion’s “Robocaop”

Turner Sports and ESPN confirming movies. Skyvisien President Brian Ross confirmed that Rysher and

their interest in having him join their Skyvision are bidding on “Navy SEALs,” which grossed roughly $30 mil-

football telecasts. Fox holds rights to  lion in U.S. movie theaters. e

most NFC games, while ESPN and '

Turner Sports split Sunday game . ]

rights for NFC and AFC games. WASHINGTON ;ﬂd Mass Mgdla BUFE?U Chllef Roy

Turner said that it already had held HH ioh i tewart, made a pitch for relaxing

discussions with Johnson about join- Cities welgh n _ the agency’s broadcast ownership

ing its stadium show. Not everyone 1s happy Wlth the rules. Cotton told BROADCASTING &
. Markey-Fields information super- CaBLE that he was “pleased” with

P:_ay-per-wew ne_twork Playboy TV highway bill, H.R. 3636, pending in | their discussion with Chairman

will move from its 10-hour-per- the House. The U.S. Conference of | Hundt and that NBC is hopeful that

night, seven-night-per-week schedule Mayors (USCM) already 1s talking | the FCC will join the administration

to a 24-hour schedule May 1. to key House members about and Congress to “develop a broad-

The Baseball Network has amending the measure when it hits cast agenda.”

signed two more multiseason the flpor later this year, Kevin

advertisers: Anheuser-Busch and McCarty, assistant executive direc- NEW ORLEANS

MCI. The Busch deal is worth $35 tor for the USCM, says the group Gold Medal Winners

million-$40 million, sources say. wants to “preserve and strengthen” Television executive Merv Griffin

CNN has been charged with crim- the role of local governments in the | ;14 former MCA TV creative ser-
inal contempt of court for the bill. The cities, he says, want to vices head Mort Slakoff will receive
1990 airing of jailhouse conversations have a "say in how the information | pROMAX Gold Medallion Awards
between ousted Panamanian dictator highway passes through our com- for service to the industry at the
Manuel Noriega and his attorneys. munities.” He says that in the rush | 10| PROMAX International &
Miami-based U.S. prosecutors g gel the measure through the BDA Conference awards ceremony
charged the cable network “knowingly nergy and Commerce Commitiee, | yyne |1 in New Orleans. Griffin, cre-
and willfully” disobeyed an order by local governments were “left ator and executive producer of Wheel
Judge William M. Hoeveler not to air behind.” McCarty says the confer- | x5, 110 and Jeopardy!, will

tapes. A CNN spokesman said the ence also is working in the Senate | 1o qive the association’s Industry

network befieves it isn't guilty and to obtain changes Lo an information | Acpievement Award. Slakoff, who
“welcomes the opportunity” to prove
s0 in court. Trial is set for July 11.

highway bill pending before the
Commerce Committee. The
Markey-Fields bill is especially
troubling to cities because it does
not impose any franchise obliga-
tions on telcos delivering cable ser-
vices, and it precludes any city reg-
ulation of telcos in general.

supervised all advertising, promotion
and press relations for off-networl,
ad-supported and first-run series for
MCA until his retirement in
February, is being inducted into the
association’s hall of fame.

Courtesy call

NBC President Bob Wright paid his
first visit to FCC Chairman Reed
Hundt last week. Wright, accompa-
nied by NBC’s Rick Cotton and Jim
Rowe, made the rounds at the FCC
to discuss the network’s interest in
obtaining regulatory flexibility to
use the spectrum for new services.
The group, which alsc called on
FCC Commissioners James Quello Drawn for BROADCASTING & CABLE by Jack Schrmidt
and Andrew Barrett and FCC “He's pitching a new reality show: True
General Counsel William Kennard Stories of the IRS.

Broadcasting & Cable Apr4 1994 57



COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

Look! Up in the sky!

All those eyes focused on the information highway may
be misaimed. While they anticipate the voice-data-video
breakthrough of the next century, another historic launch
is just around the corner in this one. That will take place
this spring when United States Satellite Broadcasting and
DIRECTYV open a new gencration of broadcasting to the
American public. Their direct-broadcast satellite opera-
tions represent not only gigantic investments but leaps of
faith. Although the “smart money” doesn’t think so, they
could revolutionize all of electronic communications.

The key word is wireless, used increasingly these days
to suggest an alternative to the wired nation. 1t signals a
new fidelity to the magic of broadcasting, almost as Mar-
coni knew 1t; words and pictures leaping full-blown from
the ether into our radios and TV sets, unencumbered by
coaxlial or optical tethers.

The same compression that makes possible 500 chan-
nels and HDTV and DBS is behind this renewal of wire-
less. It makes possible the so-called flexibility that is the
new hope in terrestrial broadcasting. All sprang from
converging paths of technological research and develop-
ment whose first fruits will be revealed simultanecusly to
an entire nation in the next few months.

We don’t sell cable short; the high-capacity communi-
cations system that’s in our future will utilize every
avenue available. But we do say more attention should be
paid to the high adventure on which Hubbard and Hughes
are embarked. It could change history.

Reprieve

We had occasion to report last week that the fairness
doctrine was on hold in Congress. Our authority was a

panel of congressional aides who told the NAB conven-
tion that reimposition of the doctrine had been side-
tracked by the opposition of Rush Limbaugh and reli-
gious broadcasters.

That’s the good news. The bad news 1s that the main-
stream broadcasters did little to protect their medium
from hobbling at the hands of the politicians. Mr. Lim-
baugh took on the battle because he considered the fair-
ness-doctrine threat to be directed at him personally.
Whether or not he was correct in assessing his own
importance in this matter, his is an attitude that might
well be adopted by all broadcasters. Indeed, it is against
all broadcasters that the misnamed doctrine is aimed.

(Actually, there’s still more bad news. The Reed Hundt
FCC may volunteer to step up to the plate that Congress
1s presently avoiding. But that's another story.)

If fairness is on hold, it is only a temporary stay. John
Dingell and his adherents—a majority in both houses—
will return to fight another day, and another. Until, that 1s,
they are either convinced of the error of their ways or are
rebuffed by a solid, unyielding wall of broadcaster oppo-
sition.

We wouldn’t count on the former.

Here we go again

The FCC finally has released its new cable rules. The old
ones numbered several hundred pages and numbed all but
the most eager fine-tooth-comb-toting legal eagles. The
new rules are equally imposing and will take more than
one sitting to digest. 1t remains to be seen how well that
meal will sit in Denver.

Our hope 1s that the new 17% solution does not dilute
the value of the indusiry to the extent that its ability to
help build the telecommunications future is compromised.
That would be a Pyrrhic rate reg victory indeed.
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Marché International des Programmes de Télevision

International Television
Programme Market

Favourite

Year after year the TV Industry meet at MIPTV for
The World’s Television Business Event,

When key executives meet for six intensive days of | Palais des Festivals

buying. selling and negotiation. it's hig business. .
Yo o y 0 Cannes, France

The figures prove it! | Aprit 15 - 20 Avril

With 100 countries, L300 international buvers, 650 TV
stations and 1.580 production and distribution companies.

it's the busiest cathering of its kind.
Aud thev're all there 10 trade.

Book your participation today. Ensure vour company's
delivery with a high profile marketing campaign in the

MIP Preview, MIP Guide and MIP Daily News.

Sign ont for a world-wide sales drive.

And you'll be programmed for success!

For further information confact:

IN FRANCE AN REST OF WORLD FAX LACQUES GIBOUT 33 (1) 44 34 44 00 OR TEL 33 (1) #434 +4 44
IN UK FAX PETER RHODES ON 071 895 0949 OR TEL 071 528 0086

IN US4 FAX BARNEY BERNHARD ON (212) 68% 4348 OR TEL (212) 689 4220




LET THIS COOL CAT HEAT
UP YOUR WEEKDAYS

P oy
X

AND WATCH YOUR
KID RATINGS SOAR.

If vour station’s Kid Block is having trouble clawing its way to the top, get help from a professional:
Garfield. In fact, so far this season, Garfield has significantly improved on its kid lead-in ratings.
This is one busy cat. So if you're trving to scratch out a place in the ratings,
call The Program Exchange at (212) 463-3500, and let shows like The Flintstones,

The Woody Woodpecker Show, Dennis the Menace, and Garfield and Friends heat up your weekdays.

A division of Searchi & Sookchi Merth America, Inc.

Evergreens Are Always In Season.

GARFIELD: € 1978 United Fealure Syndicate, Inc. © 1994 General Mills, Inc. Source: Oclober 1933 NSI Viewers In Prolile




