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Fast Irack

ABC, CBS top TV networks in '93 reventes BRroaDCASTING & CABLE's exclusive report finds
those two posted $2.73 billion each in revenues while NBC had $2.4 billion. However, due to accounting
rules for sports losses, the combined three-network profit was just over $450
million, a profit margin of just 6%. / &

ABC, NBC out first for fall Networks announce their 1994-95
schedules. ABC is heavy on in-house fare. Among NBC’s new shows are
Mad Man of the People with Dabney Coleman and a half-hour sitcom
featuring Martin Short. /

Paramount selling ‘Stewart’ Syndicator’s new talk show featuring
the MTYV personality is picked up by the Act Il stations, but it’s not a firm

go yet. / 1i
Ancier to head Warner Network Former Fox programing chief,

Garth Ancier, will oversee the new network. He’ll be helped by two other
Fox alumni, Bob Bibb and Lewis Goldstein. / 14

Violence efforts on hold on Hill Hollings’s bill in the Senate is taking — -5

L. . g . The Martin Short Show will air
a back seat to his info highway measure, while in the House, Markey 1s on NBC Tuesday at 8:30 starting
waiting for the networks to endorse his V-chip bill. / next fall. /10

Telemedia The California Cable TV Association wants the FCC to investigate possible video dialtone
violations by PacBell. © Nynex chooses Zenith to supply digital set-top decoders for New York video-on-
demand trial. 0 Computer group gives thumbs up to Grand Alliance HDTV system. / 15

COVER STORY

Network of syndicated dramas for the upcoming sea-

The S2 billion man

son. Added: the new action series Pointman. Dropped:
Time Trax. / 34

In the past 10 years, Barry Thurston’s Columbia TriStar
Television Distribution has accounted for more than $2
billion in revenue from the syndication sales of off-net-
work comedies and first-run product. That doesn’t
include the recent sale of Seinfeld, but does include
Who's the Boss? and Married. With Children. / 20

PROGRAMING

ABC ups in-house
production

ABC has picked six new
series to start the 1994-95
season, and half are being
produced in-house. In
total, the network will pro-
duce outright or own a
piece of the production of
almost half of its prime
time schedule. / 30

PTEN adds ‘Pointman’

Warner Bros. Domestic Television Distribution will
adjust the lineup of its Prime Time Entertainment
a4

‘Thunder Alley’ Is an ABC
hopeful for the fall.

Genesis to test new court reality strip
Genesis Entertainment in July will conduct a two-
week, 12-market test of a syndicated television reality
strip set in a juvenile courtroom. The show would be
the fourth reality show for Genesis, recently acquired
by New World Entertainment. / 38

‘Xuxa’ resurfaces on
Family Channel

MTM Television’s canceled
Xuxa children’s show will
appear exclusively in 1994-
95 on the Family Channel, the
second MTM property to make that move in as many
weeks. International Family Entertainment is parent to
both MTM and the Family Channel. / 3£

New cable channels join crowd
Despite the ongeing problems of limited channel
capacity and rate reregulation, would-be cable net-
works continue to surface at a growing pace. Among
the latest trying to woo cable system operators is the
Qutdoor Life Channel. / 40
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“it seems like it goes on for a haif-hour, and it’s duiler than dirt.”
—Michael Hedges, director of programing operations, krLp(am) Dallas,
on President Clinton’s weekly live radio address

Cable breaks
convention
numbers

A record crowd
of 20,000 cable
operators, pro-
gramers and Ted T‘urner (I) and Jerry Levin (r) are
equipment suppli- among the many speakers at NCTA
ers is expected for the National Cable Television
Association convention 1n New Orleans next week.
The FCC’s cable rules and their effect on the indus-
try will be a theme of the convention. BROADCAST-
ING & CaBLE’s coverage includes a schedule of the
convention’s sessions and meetings, /

Advertisers respond as economy strengthens

The early first-quarter returns for this year are promis-
ing: A rebound in the automotive industry and increas-
ing financial security for many Americans have been
boons to advertisers, who may spend more in radio
advertising this year than they have in a decade. /

Clinton’s weekly

state of the union
Reinforcing his image as a Presi-
dent who loves to talk, Bill Clinton
delivers a radic address live from
the Oval Office every Saturday.
The segment is billed as six min-
utes in length, but as station man-
agers and news directors attest, it
often lasts much longer. /

Ciinton on the air. /50

On the Cover:

in an interview, Barry
Thursion of Columbia Tri-
Star Television Distribution
examines his business and
beyond. Thurston opens up
on topics ranging from his
next project—sending ‘The
Larry Sanders Show’ into
syndication—to the econo-
my to the prime time access
rule. Cover photo by Deug

Mazell/ Black Star / 20
Changing Hands.................. 35 Datebook..........
Closed Circuit vvveevvviieenennn... 73 Editorials..........
Classified .....oocooiiiirnninnnen, 60 Fates & Fortunes
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FCC nominees face senators

FCC nominees Rachelle Chong and Susan Ness could
be confirmed tomorrow by the Senate Commerce Com-
miltee. Last week, they appeared together at a confir-
mation hearing, discussing issues ranging frem vio-
lence to telecommunications reform legislation. / =

Ameritech: two years to breal-even on VDT

Ameritech will take two years longer than predicted to
break even on three of its five proposed video dialtone
projects. /

Multimedia sets future sights on cabie

By taking $35 million for its wireless cable systems in
Wichita, Kan., and Oklahoma City, Multimedia is giv-
ing up its local video monopolies there. Meanwhile, the
company i1s upgrading its wired cable systems. /

Analog: not dead yet

Despite the recent wave of
enthusiasm for digital disk-
based recording, Fox Inc.
this month is installing a
series of analog laser disk :
machines to support its NFL &
coverage this fall. / *

FCC moving to speed equipment approvais
The wait for a green light from the FCC to offer new
broadcast equipment may be getting shorter. The com-
mission’s Authorization and Evaluation Division is
getting an electronic filing system. /

Broadcasters keep up HDTV push

The Broadcasters” Caucus later this month will finish
drafting a request for proposals on building a new trans-
mission system for HDTV. The caucus also is trying to
figure out how to pay for a $1.2 million prototype. Not
all caucus members plan on chipping in. /

8-A launches Press NMovies

With Press Movies, Scientific-Atlanta is about to offer
cable operators the ability te provide a near-video-on-
demand and enhanced pay-per-view system that will
let them offer hit movies every few minutes. /

.................. 68 Fifth Estater cooo.oooviviiiveinnnnnn .69

................... 74 For the Record ...................66

................. 70 InBrief.oocociiiiii 32
5



ABC, CBS ti

TV network

revenue honors

By Geoffrey Foisie

e for j
1993}

%

Revenue % chg Profit
he race for top TV net- {000} from '92 {000} from '92
work in 1993 ended in a | Capcities/ABC collective profit
photo finish with both | Radio netwarks $151,600 +6% $38,000 +65% gain, even though
ABC and CBS posting rev- Radio stations $193,250 +9% $46,200 +20% both the NBC and
£$2 73 billion. TV network $2,730,000 +9% $184,000 +100% CB
CHEGRSOOADiASTINCl} ;coréABLE’S ol A SHO7, 250 Yok $417,800 +8% battslir?&?osrn\m;rr(f
exclusive annual big-three Hhla 4 I E7EL5 +18% $138,800 ¥ 1sons wgith a prior
revenue—and-proﬁtubreak- Total broadcast ~ $4,663,215 +9% $824,800 +26% year helped b§ the
down also reveals 1993 was | CBS Olympics.
the first year that NBC’s rel- ggg'_o ntet:yorks $§$g(1)88 :ng $§ig88 +1N7|://| The cost cutting
o < inped ' io stations , b , o
Sales efforts suteumbed fo | TVREWOK  $2732000 0% $237700 wase0k | i C
fier rs of ratines Owned TVs $506,000 +1% $180,000 +3% CBS. th di ) et
Sgclifés %Taac ing the Tvlngt Total broadecast  $3,510,100 0% $451,200  +123% | -0 rflar:l‘a:f;él .
1 - o
work a distant third at $2.4 IT“VLI\?et " S0 12 $45.000 14 eke out a slim prof-
billion. -y ] eh ' il it aft havi
lClgﬁectivel the three net- | O¥NedTVs KERL,000 0% $243,000 2% ;est?ucetruredavltIfllt(eg
works sted)§7 86 billion in e B840 +18% $31,000 +18% ear before. At
OrXs po Wil L | Total broadcast  $3,102,000 8% $319,000  +23% | o0 IABC
revenues. While network | (0 apcities ,
profit tripled in 1993 to just operating expenses

over $450 million, that amounts to a
profit margin of just 6%, a substantial
portion of which was illusory.
Having realized that they were
going to lose money televising profes-
sional sports, the networks were
required by accounting rules to book
their anticipated losses on the NFL
and MLB contracls several years ago.
The effect was that those losses,
already recorded, did not show up in
1993 results. For CBS this accounting
benefit added more than $243 million
to the network’s 1993 profit, equal to
all the reported profit and a little
more—in other words, the network
might otherwise have shown a loss.
The bookeeping pen tilted toward
both sides of the ledger for NBC.
Although it too benefited from a prior
sports writedown, it was forced to
take another charge in 1993—$81
million—against current and future
earnings to reflect “lease termina-

tions, associated asset write-offs and
other incremental costs to enhance
productivity.” That translates into a
good deal of cost cutting, which is
why the NBC-TV Network managed

to continue reporting a profit despite
its revenue weakness and its share of
the $81 million charge.

Even ignoring the behind-the-num-
bers analysis, the $450 million three-
network profit was pale from another
view. For two companies, Capital
Cities/ABC and NBC, the cable net-
work operarions last year came within
striking distance of the profit marks of
their broadcast-network siblings.

In the two cable divisions, majority-
controlled networks, such as ESPN
and CNBC, produced both revenue
and profit gains. In addition, the cable
divisions could claim a share of profits
at partly-owned properties such as
Arts & Entertainment and American
Movie Classics. The current year’s
results will be tempered by the costs of
starting new networks such as ESPN2,
which actually made a minor impact in
1993, and America’s Talking.

International sales efforts, which are
mostly booked to the TV networks,
also showed substantial overall gains.

Cost consciousness and a late-year
rurnaround in the economy helped the
owned TV station groups to register a

i declined for the third consecutive

year, producing record profits. Cost
containment also helped at the radio
stations, where CBS managed to turn
a modest revenue gain into a much
better profit comparison. The Capci-
ties/ABC stations had an even better
performance. n

Editor’s note: Estimates are BROADCASTING &
CaeLe's. Sources include the networks, indus-
try trade associations and securities analysts.
Television network revenue is net of agency
commission and may include international,
home video, color-insertion and other ancillary
revenue. Owned TV stations revenue does not
include compensation from TV networks.
Broadcast segment profits for Capital
Cities/ABC and NBC include $47 million and
$55 million, respectively, of non-cash merger-
related goodwill “costs,” which accounting
rules require to be expensed, but which are
added back here to give a more realistic pic-
ture of operating profit. CBS TV network prof-
its include $29.5 million pre-tax gain from Via-
com lawsuit setlement; owned stations includ-
ed $12.4 million pre-tax gain from insurance
proceeds related to weix-Tv Miami. Some of
percentage changes may not correspond with
previously reported totals due to changes in
methodology.
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NBC unvells fall prime time

By Steve Coe
BC announced its fall prime
Ntime schedule late last Friday
with several surprises, including
restructured Tuesday and Thursday
lineups that will result in NBC’s Frasi-
er, the top- -rated new comedy of last sea-
son, going head-to-head against ABC’s
% Roseanne on Tuesday. Additional-
_ ly, the network has
apparently so
enjoyed the
— . per-

| | E.R.

‘TOP OF THE WEEK™"

formance of Dateline NBC that it is pro-
ducing a second installment of the news
magazine for Friday.

The 1994-85 schedule boasts nine
new series accounting for seven hours
of rookie programing. Just as ABC
Productions was amply represented
on that network’s new schedule (see
page 30), NBC Productions 1is
involved in the production of four of
its nine new series.

Monday is the only night that returns
intact from last season with The Fresh

Prince, followed by Blossom, leading
into the NBC Monday Night

Tuesday features Wings and Frasier
moving from their Thursday berths to
8 and 9 p.m., respectively. The Martin
Shorr Show has been slotted at 8:30.
The John Larroquette Show, critically
acclaimed but low-rated in its first sea-
son, returns at 9:30, followed by Date-
line NBC. The Martin Short Show stars
the comedian and Catherine Hicks
with Short playing the star of his own
television show. The comedy is pro-
duced by Dolshar Productions in asso-
ciation with NBC Productions.

The network has chosen The Cosby
Mysteries to lead off Wednesday at 8-9,
followed by Now with Tom Brokaw and
Katie Couric at 9 p.m., and the return
of Law & Order at 10. Cosby stars as a
retired criminologist who refuses to

Thursday
| a' 10

e at the Movies.

NBC 1994-95 scmsnuus"

stay out of the fray. The drama is pro-
duced by SAH
/ Enterprises Inc.
/ and Columbia Pic-
- tures Television in

Monday Tuesday Wednesday Thursday Friday Saturday Sunday association with

: ' == NEC Productions.
8-8:30 8-8:30 8-9 8-8:30 8-9 8-8:30 7-8 NB C.’s Thurs-
The Fresh Wings The Cosby Mad About Unsoived Young at Heart™ Earth 27 day night, the
Prince of 8:30-9 Mysterigs ™ You Mysteries 8:30-9 8-9 anchor of its
Bel-Air The Martin 9-10 8:30-9 9-10 | Empty Nestt | seaQuest DSV | schedule, returns
8:30-9 Short Show* Now with Friends™* Datetine NBC 11* 9-10 9-11 Wlt_h three new
Blossom 9-9:30 Tom Brokaw 9-9:30 10-11 Sweet Justice* | NBC Sunday | series, at 8:30,
9-11 Frasier & Katie Couric Seinfeld | Homicide: Li 10-11 Night at 9:30 and 10 p.m.
NBC Monday 9:30-10 10-11 9:30-10 on the,Street* Sisters the Movies Mad About You
Night at the The John Law & Order Madman of - - returns at 8, fol-
Movies Larroguette the People* 1 Madma,, o lowed by Friends
Show * New series 10-11 the Pegpye which stars Court-

10-11 t New time )| ER* Thursda) eney Cox as one

Dateline NBC | T of six young adult

continued cn pg.18

ACT Il buys ‘Stewart’ from Paramount

ing its new Jon Stewart late-night talk show last week
and garnered at least one station group sale but
remained mum on whether the show is a go.

Act III Broadcasting bought the show for its eight sta-
tions after a presentation by Paramount, said Act I11 Presi-
dent Richard Ballinger. Stewart “has phenomenal ability,
although his show [on MTV in late fringe] needs produc-
tion improvement and direction,” said Ballinger, who added
that he will run the show in the midnight slot of Para-
mount’s canceled Arsenio Hall Show in September when
“best of " Arsenio reruns finish airing.

Newsweb’s wpwr-Tv Chicago and KTvp Denver also
are expected to run the show, said Neal Sabin, corporate
program manager for both stations, who was negotiating
with Paramount late last week. “I think it’s going to
happen.”

P aramount Domestic Television was aggressively sell-

Petry Television’s Dick Kurlander confirmed the sales
activity: “Some of our stations have done deals” with Para-
mount for Stewart. “I would say by early next week they
will have 40% of the country covered.”

Paramount said that no one was available to discuss the
show’s sale or status. Stewart’s publicist also cautioned
that there is still no contract between Paramount and Stew-
art. “Nothing is signed; they are in active negotiations,”
said the publicist, Matt Labov.

Stewart was recruited to host the new show after Para-
mount announced that the faltering Arsenio Hall Show
would cease production on May 27. Stewart’s strength in
attracting young adults—his show is among MTV’s top
five—is thought by some to be a good match for the strong
young, female demographic skew of Arsenio.

Sabin said the show is being sold as a barter deal, with a
7/7 split of national/local ad time. —Dr

10

May 16 1994 Broadcasting & Cabls



THREE YEARS AGO WE
LAUNCHED JENNY JONES.

AND FOR THREE YEARS
YOU TRUSTED HER

STRENGTH, YOU HAD
FAITH IN HER APPEAL,
AND YOU SUPPORTED

HER SHOW.




Source: NSI SNAP FEB 94 vs. Feb 93
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Nashville
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WGN  +280%
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PAYBACK TIME.

SHWI8-34  SHWIB-49  SHWI5-54 SHW18-34  SHW18-49  SHW25-54
MARKET STATION  vs.Fob’93  ws. Feb 93  wx Feb'93 MARKET STATION  ws.Feh 93 wvs. Feb 93 ws Feb "93

WXMI  +92% +100% +100% Chottancoga ~ WDSI  +INF +320% +167%
WAWY +115% +67% +19% Madison WKOW +71% +21% +29%
New Orleans  WVUE +380% +200% +131% Johnstown WATM +133% +133%  +50%
Oklohoma City KOCB +240% +100% +160% Waco KWKT +260% +129%  +7%
Harrishurg WHP +650% +450% +425% Savannah WSAV +117%  +97%  +46%
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FAlbany WKXA +125% +250% +400% Santa Barbara  KEYT  +900% +600% +400%
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KDSM +500% +175% +333% Yuma KYMA +107% +138% +170%
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KMSB +1300% +1300% +1300% Helena KTVH +514% +262% +164%
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WB names Ancier new
network program chief

Former Fox executive will continue as
producer of Columbia TriStar's ‘Ricki Lake’

By Steve Coe

aramount’s fifth network was
P the first to announce a prograrmn,

and now the Warner Bros. Net-
work is the first fo introduce top pro-
graming executives.

Garth Ancier, former Fox program-
ing chief and current executive pro-
ducer of The Ricki Lake Show, will
oversee programing activities at the
Warner Bros. Network. In addition,
former Fox executives Bob Bibb and
Lewis Goldstein have been hired to
oversee advertising and on-air promo-
tion.

Until now, only Kerry McClug-
gage, chairman, Paramount Televi-
sion Group, and Jamie Kellner, Warn-
er Bros. Network, had been hired for
their respective network’s efforts.
Kellner said Ancier was “my first
choice for the job.” As part of his
deal, described as multiyear, Ancier

TOP OF THE WEEK

reportedly will Fox veterans reunited at WB: Ancier, Bibb and Goldstein

receive an owner-
ship stake in the network, as has Kell-
ner.

Ancier’s involvement with the WB
Network, however, will be limited.
“The Ricki Lake Show will continue to
be my first priority,” he said. Ancier
will split his time between New York
(Lake) and Los Angeles (WB) while
he continues to oversee the highly
rated talk show distributed by Colum-
bia TriStar Television Distribution
and in which he has an equity stake.

Kellner said there is no problem
with Ancier’s split schedule and
insists that it will work to benefit the
network.

“Garth works night and day seven
days a week in television. We'll prob-
ably get some interesting development
out of New York that we wouldn’t
have otherwise gotten,” he said.

Continental drifts to River City

River City Broadcasting has gone from its all-Fox/independent roots to buy

will have more program-buying clout, says River City CFO' Larry: Marcus.

River City’s purchase of Continental Broadcasting also includes three
radio stationsiin Albuquerque NoM.

Continental’s' majority shareholder is investor Robert M. Bass. Roughly
one-third is held by General Electric Capital Corp. The group’s history is
contentious, including a suit still being litigated in which Continental claims
it overpaid for KOVF{(
tions by the previous owner.

to the-affiliate TV business and that knowledge gained from the affiliates'
and Fox stations:

In 1993, Centinental-had $67 5 million in net revenue-and-$22.2 million of
cash flow (earnings before interest, taxes, depreciation and amortization},

made at less than 10 times current cash flow.

River City is getting in on the tail end of economic troubles in California.
The other TV stations bought by River City are wsyx(1v) Columbus,

son, S.C. The three radio stations, all in Albuguerque, are KzrR(FM),
KLSK(FM) and Kzss(AM). —GF

three ABC affiliates from Continental Broadcasting for.an estimated $280 '
million, giving it five TV stations in the top 40 markets. The enlarged group |

} Stockton, Calif.; in 1988 because of mlsrepresenta—
Marcus thinks the St. Louis-based River City can bring some new ideas |

news operations couid help River City launch newscasts on its independent |

estimates Bob Krichetf of First Boston. Marcus says the acquisition was |

Kricheff says the company’s main trouble spot was KovR. Marcus:thinks ‘

Ohio; wLos{ Tv} Asheville, N.C.; and a satellite station, waxa(tv) Ander- ]

14

Ancier said one of his first orders of
business at Warner Bros. will be to
establish a network staff that will ini-
tially consist of a lieutenant and
department heads for comedy, drama
and talent divisions. He also will
begin looking at program candidates
for the Warner Bros. schedule. Ancier
said he and Kellner will begin looking
at pilots that have been passed over by
the other networks as well as existing
series that have been canceled. [ ]

BBC, Pearson
launch satellite
channels

wo of Britain’s most powerful
Tmedia groups, the BBC and pub-

lishing giant Pearson, are forming
a global TV alliance that will launch
two ad-supported satellite channels in
continental Burope this fall. The pact is
seen as a direct challenge to global TV
tycoons, including Rupert Murdoch,
Ted Turner and Time Warner.

The BBC primarily will supply pro-
graming for the venture, while Pear-
son will bear the brunt of the start-up
costs—roughly $45 million—unless
another equity partner is found.

Neither company indicated which
possible third partner is being consid-
ered. French pay TV group Canal+ is
a likely candidate, since it has
expressed interest in launching a
European channel for the North
American market. It also discussed
collaboration with Pearson.

One of the satellite channels will be
a news service broadcast via Eutelsat;
the other will be an encrypted general
entertainment service delivered via
Intelsat. The new consortium also
plans to target Asia and the U.S. with
“clusters” of other branded satellite
services. —MA
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Infohighway hits Senate gridlock

Breaux-Packwood ‘compromise’ bill signals lack of consensus

By Kim McAvoy

t may take more than Al Gore to
I salvage information superhighway

legislation this year.

Despite the Vice President’s plea
for compromise two weeks ago, legis-
lation remains stalled in the Senate,
primarily over the question of local
telephone companies’ entry into the
long-distance telephone business.

Underscoring the difficulties the
legislation faces, Senators John
Breaux (D-La.) and Bob Packwood
(R-Ore.) last week introduced a new
measure backed by the regional Bell
operating companies that conflicts
with Commerce Committee Chairman
Ernest Hollings’s (D-S.C.}) bill, S.
1822. The Breaux-Packwood bill
“would conipletely gut” Hollings’s
measure, said one Hill observer.

Breaux characterized his bill as a
“compromise,” but that’s not the way
Hollings saw it. Following a Com-
merce Committee hearing last Thurs-
day on the long-distance issue, Holl-
ings told reporters that the premise of
Breaux-Packwood is “inaccurate.”
Permitting RBOCs to provide long
distance after a year *“is not the way to
20,” he said. S. 1822 will be amended,
“but not on this particular score,”
Hollings said.

During the hearing, Hollings took
umbrage at Breaux’s assertion that
Congress had “given up its responsi-
bility to regulate” telecommunications
by failing to pass legislation. “Con-
gress never really gave up its responsi-
bility,” Hollings said. Congress has
tried to pass legislation, but industry
groups “had the power to kill it every
time,” he said.

Breaux-Packwood would permit
the RBOCs and long-distance compa-
nies to get into each other’s business-
es one year after enactment and would
allow RBOCs to start offering cable
television service upon enactment.

Under the Hollings measure, the
RBOCs would continue to be barred
from long distance for years, and it
might take two or three years before
any local telephone company could
offer cable in their telephone market.

Because of the high barrier to long-
distance entry, the RBOCs have been
opposing the Hollings bill. Some be-

lieve they have enough Re-
publican supporters in the |..
Senate to block it on the ¢
floor. [

The introduction of [
Breaux-Packwood “is not a
ploy to sidetrack or kill the
Hollings bill,” said Roy
Neel, president of the Unit-
ed States Telephone Asso-
ciation. The measure is
“appealing,” he said, but
the local phone companies
“want to work with Holl-
ings as well.”

Pl N
Breaux, Hollings: at odds on infohighway legislation.

Neel said that Breaux, Packwood | is a former longtime Gore aide.

and Conrad Burns (R-Mont.) had ex-
pressed an interest in “‘getting in-
volved” long before Al Gore called
the RBOCs and long-distance carriers
to the White House two weeks ago to
work out their differences.

“I don’t think the Vice President
expects these senators to remain silent
with their concerns,”

Breaux and Packwood may be able

. to enlist the support of Committee

said Neel, who .

Republicans for their measure, but
most Democrats are likely to stick
with Hollings.

Hollings said the committee will
hold two more hearings, but he does
not expect a vote on S. 1822 until after
the Memorial Day recess. [

Royalty plan running into GOP opposition
Republican opposition is building to the administration’s proposal to charge

broadcasters a spectrum royalty fee to offset revenue losses resulting from
GATT.

At least that's what BRoaDCASTING & CABLE discovered when it conducted’

an informal poll of members serving on the House Ways and Means Trade
Subcommittee, which will begin consideration of GATT today (May 16).

Repubticans Phil Crane (lIl.), Bill Thomas (Calif.), Clay Shaw (Fla.), Don
Sundquist (Tenn.}, Bill Archer (Tex.) and Fred Grandy (lowa) suggested
they may oppose the idea of taxing broadcasters’ use of spectrum.

Several Democrats are stilt on the fence, including the subcommittee’s
Chairman Sam Gibbons (Fla.), Dan Reostenkowski (lll.), Barbara Kennelly
(Conn.), Lewis Payne (Va.), Peter Hoagland (Neb.) and J.J. Pickle {Tex.).
Their staff say the lawmakers are just beginning to study the issue. “We're
not going to look at it until we have to,” says Hoagland's tax counsel Kath-
leen Ambrose.

The royalty fee proposal “could be in trouble,” says Eddie Fritts, National
Association of Broadcasters president. NAB is pulling out all the stops to-kill
the administration’s proposal. Subcommittee staffers report that broadcast-
ers are peppering their representatives with phone calls urging the defeat of
the proposal. Fritts, however, is not claiming victory. Instead, he empha-
sizes that while “we continue to make good progress,” the issuesis far from
dead. NAB, he notes, is not relying solely on Republican support, but is
working with Democrats-as well.

While the subcommittee will take up the GATT agreement today, it is not
expected to discuss the royalty proposal. Hill staffers say the proposal will
come up when the parent Ways and Means Committee meets later.

The administration’s proposal, thought by some to be nothing more than
a trial balloon, would raise roughly $5 billion in spectrum royalty fees over
five years to cover expenses of the GATT free trade agreement. . —JAZ, KM
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FCC may ease addition
of new cable services

By Christopher Stern

he FCC is considering changes
T to its cable TV rules to improve

incentives for cable operators to
add new programing services.

Among the proposals: permit oper-
ators to increase subscriber rates by a
certain amount—25 cents per month,
for instance—for each new basic pro-
gram service they add.

The current rules allow operators
to recover 7.5% of what they pay pro-
gramers for their services plus an
adjustment that amounts to just one
cent per month for most systems.

Having imposed tough new rate
regulations, the FCC is looking for
ways to make them as palatable as
possible to the operators and pro-
gramers and make sure they do not
unduly stunt cable growth.

“The commission and the industry
need to engage in a dialogue to make
sure the industry has the ability to
maximize customer satisfaction,”
says FCC Chief of Staff Blair Levin.

“They genuinely want to provide
more for the programer than they put
into their rules” last February, says
Dan Brenner, vice president, law and
regulatory policy, National Cable
Television Association.

The FCC had hoped to have the
modifications ready for unveiling
before or at the NCTA convention in
New Orleans next week. But it now
appears that it will miss that self-
imposed deadline.

Cable operators claim that the
7.5% markup is not enough. It would
not cover even the cost of the manda-
tory mailing to announce new ser-

Violence regs wait as Hill watches

Bills take back seat to information highway and await Con-
gress’s read on industry promises to self regulate

By Kim McAvoy
ongressional efforts to regulate
c TV violence are on hold.

Lawmakers who have threat-
ened action are either waiting to see if
the indusiry will take care of the issue
itself or are preoccupied with other
legislative matters.

In the Senate, Commerce Commit-
tee Chairman Ernest Hollings (D-
S.C.) had promised to move his bill
this year. It would ban the airing of
violent programs during hours when
children are in the viewing audience.
The punishment for transgressors
would be license revocation.

But Hollings told BROADCASTING &
CaBLE last week his TV violence bill
is on the back burner while he concen-
rrates on moving his info highway
measure. “[The TV violence bill] will
have to come after this one,” he said.
He also indicated there would have to
be more hearings on the issue before
moving TV violence legislation.

In the House, Telecommunications
Subcommittee Chairman Ed Markey

(D-Mass.) is waiting for the broadcast
networks to endorse voluntary imple-
mentation of V-chip technology.
“We’re still hopeful that a V chip may
become a reality without having to
move a bill,” said David Moulton, the
subcommittee’s chief counsel. The V
chip would enable parents to block
programs rated for violent content or
programing on specific channels or in
specific time slots,

“Cable has endorsed the V chip, and
the TV set manufacturers are moving
in that direction. The problem remains
with the broadcasters,” said Moulton.
If broadcasters continue to resist the
idea, Moulton said it may be neces-
sary to move the V-chip bill. But for
now, he thinks, “time is working in
favor of the V chip.

Helping to keep a lid on legislation
has been Senator Paul Simon (D-IIL.}.
Although a critic of TV violence,
Simon has said he will resist legisla-
tion and give broadcasters and cable
networks a chance to curb TV vio-
lence on their own. [

vices, they say.

The FCC also is reportedly consid-
ering increasing the percentage, but
startup programers say any incentive
based on a percentage of license fees
is biased in favor of more expensive
channels. Many of the startup chan-
nels offer their programing for free or
for just a few cents.

Ovation, a Virginia-based startup
network, has asked the FCC to consid-
er a flat 25 cent mark-up for new pro-
graming. The Ovation proposal would
allow programers to choose between
7.5% or 25 cents, whichever is higher.

Other networks also have expressed
interest in a flat fee. “The last thing
the FCC should create is a larger
incentive to launch expensive chan-
nels,” says Bill Goodwyn, vice presi-
dent of affiliate sales and relations,
Discovery Networks.

Although the Discovery Channel
enjoys one of the widest distributions
of any cable channel, 1ts sister net-
work, the Learning Channel is in only
20 million homes and is looking to
expand.

If the FCC adopts a flat fee as an
incentive, it also might limit the num-
ber of channels that could be added
each year at a flat rate, according to
Goodwyn. The cap would prevent
cable bills from skyrocketing if opera-
tors suddenly added a large number of
channels. |

Thurmond pulls
beer/wine ad bill

Facing stiff opposition generated by
the broadcasting and advertising
industries, Senator Strom Thur-
mond (R-S.C.) last week withdrew
legislation that would restrict beer
and wine ads on radio and TV.

The measure had been slated to
come up for a Commerce Commit-
tee vote tomorrow (May 17).

“We're very pleased that he has
withdrawn his bill, but we expect to
see it in the future,” said Eddie
Fritts, NAB president. A Thurmond
aide said the Senator would try
again in the next Congress.

Senator Byron Dorgan (D-N.D.}
has drafted an alternative to Thur-
mond’s bill that would require
broadcasters to air PSA’'s and cther
special programing on alcohol
abuse. But NAB doesn't think it will
move this year. —KM
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NOW IN PRODUCTION

Aaron Spelling, the most
prolific television producer of
all time, is p:roud to announce
that Robin’s Hoods and
Heaven Help Us are now
in production,

PREMIERE NETWORK




ABC leads
sweeps with
strong Stand

BC’s The Stand, the eight-hour
A miniseries based on Stephen
King’s book, has swept across
the television landscape like, well, a
plague. The anchor of ABC’s May
sweeps programing knocked out the
competition on each of its four nights
enroute to a 20.3 rating/32 share four-
night average, and, in the process,
boosted the network to a lead of a full
rating point over second-place CBS
for the ratings month.
Through last Thursday night, ABC

IS TOP OF THE WEEK mmmmmmmme

NBC fall schedule

continued from pg.10

tan. Marta Kauffman and David
Crane, the creators and producers of
HBO’s Dream On, are the executive
producers, Seinfeld returns at 9, fol-
lowed by Madman of the People star-
ring Dabney Coleman as an irreverant
magazine columnist. The series is
from Kreiscluesco Production in
association with Spelling Television.
E.R., from Michael Crichton (“Juras-
sic Park™), is the writer and executive
producer of this hospital drama. The
series is produced by Michael Crich-
ton Productions and Amblin Televi-
sion with Warner Bros. Television.
Friday features Unsolved Mysteries
at 8, moving from its long-time
Wednesday slot. The second install-
ment of Dateline NBC, appropriately

==
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titled Dateline NBC I, airs at 9, fol-
lowed by Homicide: Life on the Streets.
The latter had been a candidate for the
L.A. Law slot on Thursday at 10.

The network adds two new shows
on Saturday, starting with Young at
Heart starring Gene Wilder. The net-
work abandoned its two-hour comedy
block in favor of two dramas at 9-11.
Empty Nest returns in a new time peri-
od at 8:30, leading into Sweet Justice,
which stars Melissa Gilbert and Cice-
ly Tyson as lawyers who fight for
underdogs. The series is from Colum-
bia Pictures Television. Sisters returns
at 10.

Sunday features two Steven Spiel-
berg/Amblin Entertainment series,
with Farth 2 leading into the second-
year seaQuest dsv at 8. The networlC’s
NBC Sunday night at the Movies
returns at 9-11. ]

TeleMedialllatch

The California Cable Television Association has asked the FCC to
investigate possible violations of the agency’s video dialtone rules
by Pacific Bell. CCTA said PacTel may intend t¢ begin construction of its
video dialtone project before receiving approval from the FCC. It is the sec-
ond time this month that a cable group has called for an FCC investigation of
a telco’s VDT construction plans. The National Cable Television Association
also has asked the FCC to investigate Bell Atlantic for constructing VDT infra-
structure without appreoval. CCTA cited PacTel executives who have said
publicly that the company intends to begin construction on VDT projects this
spring and that the company also has begun negotiating with programers.

The FCC has asked for more information on another Bell’s video
dialtone applications. The commission, which earlier this month asked
Ameritech a series of questions about its dialtone plans, last week sent
three pages of questions to US West. The commission asked about rev-
enue estimates, cost estimates and break-even points for the Bell's video
dialtone plans. The FCC also asked about the company’s plans for channel
allocation and channel capacity and gave it until May 23 to respond.

Nynex last week selected Zenith Electronics Corp. to supply dig-
ital set-top decoders and transmission technology for its planned
video-on-demand trial in New York. The Zenith decoders will accept digital
signals from the system's video file-server, demodulate them and send the
signals to the television. Additionally, Zenith will supply digital signal pro-
cessing equipment and its 16-level vestigial sideband system for transmit-
ting the digital signals along the fiber/coaxial cable network.

The Grand Alliance HDTV system proposal wen high grades from
computer industry executives reviewing the system during a National Insti-
tute of Standards and Technolegy (NIST) seminar last week. Participants
from the alliance, a seven-company consortium building an HDTV broad-
casting system, discussed the ability of their system to operate with com-
puter networks and equipment. Asked to vote on whether they thought the
alliance should proceed with its design plan, computer industry represen-
tatives gave the project a thumbs up, with no oppesing votes.

1]

ABC held back the competition last week
with its four-part miniseries ‘The Stand.’

averaged a 12.8/21 for the May
sweeps followed by CBS’s 11.8/20,
NBC’s 11.1/19 and Fox’s 7.6/13.
Viewers apparently liked the mini-
series, as ratings for each of the four
segments remained constant, with part
one averaging a 20.1/32; part two, a
21.0/32; part three on Wednesday
night gamering a 20.1/31, and Thurs-
day’s wrap-up pulling in a 20.0/31.

The finale of the four-parter helped
ABC to a 16.1/26 for the evening.
NBC, which usually owns the night—
at least from 8 p.m. to 10 p.m—fin-
ished second with a 13.4/21. CBS
averaged a 12.5/20, and Fox finished
with a 7.9/13.

To prevent viewers from tuning into
the first night of The Stand and to limit
its overall effectiveness, CBS and
NBC counterprogramed ABC on Sun-
day, May 8, with big-name theatricals.
The strategy proved futile, as CBS’s
Robin Hood: Prince of Thieves, star-
ring Kevin Costner, averaged a 12.4/
20 at 8-11 p.m., and NBC’s Thelma &
Louise pulled in an 11.9/20 at 9-11
p.m. —SC
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AHm‘HER AMERICAN ORIGINAL

Original programs celebrating the heart and soul of this great nation. Original
programming as colorful and varied as the cultural tapestry that [
makes up the landscape of America. As unique as the people
who live in this great nation. Americana offers programming
you won't see anywhere else. Going beyond basics, Americana
Television Network is proud to showcase the very best enter-
tainment value America has to offer Our music, people and 1<

Proven

pastimes, only on Americana. For information: 417-335-8600 ™" asthisGreatNaton
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Just call him the $2 billion man. In the past 10
years, Barry Thurstons Columbia TriStar Tele-
vision Distribution has accounted for more
than §2 biilion in revenue from the syndication
sales of off-network comedies and first-run
product. Surprisingly, that figure does not
take into account the sale of Seinfeld, which
figures to be the biggest of his home-run
series, which include Who's the Boss and
Married.. With Children. In this interview with
BrOADCASTING & CABLE's Steve Coe, the
Columbia TriStar Television Distribution presi-
dent discusses the future of television synadi-
cation, what is in the pipeline for future devel-
opment and the effect of a possible two new
networks on the business.

Late night has been an active daypart of late. Where
are you in terms of clearances for
The Newz?

We're at about 82% percent, and we
expect to get to 90% or more. So
clearances have gone very well.

Has the departure of Arsenio Hall changed your think-
ing about the viability of late night?

The Arsenio Hall situation has been an opportunity for our
salespeople to perhaps clear some stations a little earlier
than they would have cleared them. Some of the medium-
and small-market stations that traditionally wait to decide
until July or August have already made decisions and have
come over and cleared the show. Also, it affords an oppor-
tunity for perhaps a better time period for the September
clearance of the show.

I think there’s a real opportunity for an alternative to a
talk show at that hour. When you had Arsenio against Let-
terman against Leno you had three talk/comedy shows. The
New:z affords an opportunity for a true alternative. It’s a
concept that people have been talking about for years, but
nobody has really ever done it. And the concept always

| was that if you could take good sketch comedy, such as

Saturday Night Live, and put it on five nights a week, there
would be an audience for it.

But it doesn’t seem like anyone has heen able to find
that audience.

That’s the real challenge for us, but I think it’s a real
opportunity for us also. We have
secured the services of executive pro-
ducers and producers who we think
can develop this concept and secure
the writers to make it work. There’s
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certainly enough material out there for them to work with
as far as the news today is concerned.

CBS’s wrkr-1v Norfolk was the first top-50 affiliate to
pick up Seinfeld. Do you know where they plan to
schedule it?

They haven’t indicated, but I believe that they are plan-
ning to schedule it late in the afternoon in the 5-6 p.m.
area. But should PTAR [the prime time access rule] go
away, I think their thinking is that they have the opportu-
nity to put it in the access time period.

Does that same prospect make the show appealing to
other affiliates as well?

We’ve had a number of offers from affiliates in other top
50 markets. That’s the first affiliate that we’ve actually
accepted an offer from. In some cases, their idea was to
buy the program, hedging their bet that PTAR would go
away—if not by the fall of '95 perhaps a year later—and
that they would rather own the program than have the pro-
gram scheduled against them.

e e —————————— e OV ER STORY e e S _——— o=

be able to do a pilot or two this summer.

These are first-run?
Yes. It’s difficult to describe what the genre would be, but
first-run entertainment is the way I could phrase it.

Are you targeting a particular demo?

Yes, [ think so. I think you can look at what we've done so
far, both in the first-run area and off-network. You know,
we’ve been successful in selling Masried.. With Children.
We have a Married.. . With Chiidren network of stations out
there, and 1t will begin its fourth year in syndication; it’s
the oldest comedy on the network today. Then you look at
Seinfeld and the younger demographics that we have in
Seinfeld, Ricki, The Newz and Forever Knight. In the off-
network area, our next show will probably be Mad About
You—again, a heavy concentration of men and women, 18
to 34 and 18 to 49. And T think that will be our concentra-
tion in first-run, as I think it is on the other side of the com-
pany in developing programing for the networks.

Can you tell us anything about the rollouts for some

“There s no question that the kind of dollars that we're seeing
being offered for Seinfeld reflects a very positive marketplace.

| think broadcasters today are back to seeing profit margins
that they haven't seen in over 10 years.”

How is the barter business going?
Terrifically well. I think our timing was excellent, The
business today 1s back. We're seeing the advertiser busi-
ness at levels that we haven’t seen in a lot of years, so it’s
a good time to start a barter company.

And we have good product, certainly with Ricki Lake.
Our advertising rates since we started with Ricki Lake have
almost tripled in the short time that she’s been on the air.
We have Seinfeld coming up for the fall of "95. What else
do we have? We have the outside shows, High Tide and
Mutant League from Claster. And, of course, The Newz.

Is there another talk show in the works?
If you look at the demographics for Ricki, I think we’ve
been very successtul in executing what we set out to do,
which was to not just do another talk show but to deliver a
talk show that appealed to young adults, part of the view-
ing public that was not being served, certainly in the area
of talk. And we are looking to continue that approach in
various genres, as you can see from The Newz: similar
audience appeal, different genre.

But in the area of talk we would like to develop yet
another show, so we will be on the lookout for more talent
in thar area.

What kind of time frame are you looking at?

I would think over the next year or two, but it really depends
on getting the right talent, the right combination of people
together. From our standpoint there s no need to necessari-
ly go to next year’s NATPE with a talk show. We are look-
ing at developing shows in daytime, late night and access.

So you’ve got late night pretty much covered with
The Newz?

No, we’re working on several ideas right now for shows
we believe could play in access. They are not yet even to
the development stage but will be very shortly. We hope to

of your shows?

Mad About You will probably be available around 1997,
Larry Sanders will be one of our next projects. I would
think that this next year we’ll be looking to bring that into
syndication.

Larry Sanders on HBO has some pretty adult lan-
guage that won’t pass muster in broadcast syndica-
tion. Were two versions filmed?

There are portions of Larry Sanders that are shot twice, but
not the entire episode. It’s done for language.

That would seem to be the perfect late-night show.
We’ve had a great deal of interest from the marketplace in
Larry Sanders. The show has certainly won a lot of critical
acclaim. It goes to the heart of that young adult audience
that we’re interested in—and 1 believe that stations are
interested in—and it seems to appeal to young women as
well as the hard-to-reach young men.

Do you see that being paired with The Newz?
That’s certainly a possibility because it could be available
in fall '95.

What major changes, if any, do you anticipate in the
way you’ll be doing business in the next decade?
We're told that by the year 2000 you’ll be able to do cer-
tain things that you can’t do now. But | don’t see any
changes in the present system except that you'll probably
see even more creative dealmaking with the present distri-
bution between cable, basic cable and new forms of net-
working. For the most part, it will be dealing more with
exclusivity of product and shared risk-taking than with
anything we haven’t seen yet.

Are you seeing any impact from the improved broad-
cast economy?
There’s no question that the kind of dollars that we're see-
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© How's this for a batting average?
Nielsen says over 77% of television
households wwandela game shows.

@ There's no denying it. Game shows
are naturally interactive and your cable
viewers will play on a daily basis.

@ Everyone will want to participate when
your cable subscribers wwimn cash and
prizes only on the Game Show Network.

© The most popular game shows...
active viewer participation...satisfied
subscribers. It all adds up to
unregulated advertising revenue
that makes you a WWARAEAEE°® with
the Game Show Network.

Michael K. Fleming,
President of the
Game Show Network,
is doing business at
Booth 1441
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ing being offered for Sein-
Jeld reflects a very positive
marketplace. I think broad-
casters today are back to
seeing profit margins that
they haven’t seen in over 10
years. We have a particular-
ly good program in Sein-
feld. But, even so, the
amounts of money being
offered are significantly
higher than was offered for
other projects a year ago, or |
two or three. I think our |
timing has been very good
in terms of coming to the |
marketplace with a good
program at a time when the
marketplace has the cash to |
purchase it.

Several years ago that
was not the case, and when
we brought Designing
Women to the marketplace
we had just the opposite:
We had a marketplace that
didn’t have a lot of cash,
and we had a marketplace
that was very cautious and
didn’t want to make long-
term commitments. We
designed a marketing plan
on Designing Women that
was two years long, to
respond to the long-term
problem, and an all-barter
concept——the first time
anyone had brought a major
off-network property to the
syndication marketplace on an all-barter basis. And it
worked. At the time I remember people saying to me, “Do
you think this is a trend?”” And I probably responded that,
you know, one program doesn’t necessarily mean there’s a
trend, but I think if this concept works it will continue to
work, as long as the marketplace is not strong and there’s
not a lot of cash in the marketplace.

That concept would have trouble working in today’s
marketplace. And, as a result, the cash-plus-barter concept
which we have instituted on Seinfeld is much more popular
because today the television station wants its inventory
and, at the same time, has enough cash to buy a program.

You developed Beakman’s World with the Belo
Group. Do you have any other projects in the works
with other station groups?
We’ve had a working relationship with Scripps Howard’s
wxvyz-Tv Detroit. Alan Perris (senior VP, first-run pro-
graming) and his team have done some talk shows with the
Scripps Howard station. We are talking with a number of
station groups right now, but presently don’t have any in
place. Working with station groups is a terrific laboratory
for us and them to develop new programing.

Basically, the groups have come to us. We're finding
now that more and more station groups, as the business has
gotten stronger and their economic base is stronger, want

to work with us to devel-
op a specific program. In
one case, a group recent-
ly came to us and asked
us to work with them on
a talk show for 9 a.m.
Another group has come
to us and asked if we
would work with them
on an afternoon talk
show. So it varies. But,
generally speaking, it is
more driven by the sta-
tion groups themselves
having a specific desire
to somewhat control the
type of program that
they want to develop.

Is the main benefit in
working with the sta-
tion group the use of
their stations as a test-
ing ground?

I think so. It provides an
opportunity to actually
put the program on the
air and get some audi-
ence reaction from it.
You can also do focus
groups at the same time.
And depending on
whether you work with
one station or a group of
stations, it also might
afford you the opportu-
nity to see how the pro-
gram works in different
parts of the country.

The other thing that it does is, it gives you the broad-
casters’ way of thinking so that you are thinking the way
they are thinking as you develop the program. It makes it a
lot easier. As a company, we've prided ourself on the fact
that all of the department heads that work for me have a
background at television stations; we try to think like a
television station thinks so that when we bring something
to the marketplace and we get a positive reception and we
say “Boy, that’s a good 1dea,” it isn’t that we just went and
developed in a vacuum, but rather we tried to bring them
into that process.

It’s similar to the process we established when we devel-
oped our advisory councils for marketing and promotion.
When we went out with Married..With Children to pro-
mote the program, instead of just creating a whole promo-
tional effort for the show without talking to any television
stations, we formed an advisory council. We’ve had meet-
ings every year, listening to what it is they want, then
going out and producing it.

When do you think we’ll see the fruits of this tree?

When we decide there’s a project that’s worth doing. We
don’t want to just be in the business of sitting down and
making a deal with the group and saying: “Okay, let’s go
out and produce programing.” We’re more interested in
developing specific projects than we are in the shotgun
approach of saying, “Okay, let’s go out and develop a talk

26
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YOU KNOW THAT

YOU COULDN’T
GIVE AWAY?

GET READY TO DOUBLE YOUR RATES.

Reruns, old movies, low-budget filler—it’s about as appealing to local advertisers as a test pattern. Advertisers know that
the best audiences are attracted by the timeliest, most action-packed revenue earner in television. News. And they're will-
ing to pay for it, on your station, when you transform your down-time into up-time—any time, day or night—with All
News Channel. All News Channel is a joint venture of Viacom International and Conus Communications that provides
highly respected news from the world's largest satellite newsgathering organization. It’s inexpensive—you aren’t paying for
news bureau start-up costs. It's flexible—you take as much or as little as you want. It’s turn-key—you can have it on your
channef tomorrow. And it attracts affluent, upscale audiences—and the advertisers who seek them. So before you discuss
your rates with any more local advertisers, ask them, first, if they've heard your latest news. For more information,
call Jay Nordby at 212-708-1315 or Carl Schulz at 312-645-1122,

e{ ALLNEWS viacom.

In the vight place at the vight time.™

©1994 ALL NEWS CHANNEL Joint Venture, a joint venture of Viacom Satellite News Inc. and Conus Communications.
L NEWS CHANNEL is a service mark of ALL NEWS CHANNEL Joint Venture.
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show for daytime. Where do we start?”” We’d rather have that
project in hand and then say, “Who is this project suited for?”

What are the prospects for the two fifth-network
efforts?

My assumption is that both will get launched, based on no
good inside information but simply what I have been read-
ing and have been told by them. Whether or not they’re
viable, I’'m not sure.

Certainly, when Fox developed its network there was an
audience that was underserved. It was a young adult audi-
ence that Fox went after and successfully gained. And they
have had the ability to develop a full seven nights of pro-
graming for the most part directed toward that audience.
Now that that’s been done, the question is: Is there another
audience or 1s that same audience wanting for programing,
and will either the Viacom Paramount netwerk or the Warn-
er Bros. network be able to serve that audience or another
audience that’s underserved? I'm not sure that there is
another audience out there that’s being underserved, which
means that these two networks, rather than expand who’s

How difficult is it to develop a hit in syndication?
Business has become more difficult to develop for. There
are fewer opportunities today. You have more successful
shows in first run, so you have less turnover. Therefore, it’s
harder to develop, fewer time periods to develop for. 1
think we’re all going to find ourselves developing for net-
works in some fashion. Because whether it’s the current
two new networks, and however many nights they take, or
new networks we haven’t seen or cable alliances that we
haven’t seen, there’s going to be a tendency on the part of
most companies to produce programing for the “network.”
And that doesn’t necessarily mean in prime time; it means
programing their daytime or their late night or their week-
end. So one area that will be different, I think, is that syn-
dication will be producing less for 150 different stations
and more for some kind of a network.

What time periods seem most promising?

Late night holds the biggest opportunity. Those opportuni-
ties have been lessened to some extent by the success of
David Letterman and Jay Leno, but there are still opportu-

“...there’s going to be a tendency on the part of most companies
to produce programing for the ‘network.’ And that doesn't necessarily

mean in prime time; it means programing their daytime or
their fate night or their weekend.”

viewing television, would simply fractionalize what’s
already out there. And there are many who question, from
an economic standpoint, whether or not that’s doable.

How will their emergence affect your business?

As far as the syndication business is concerned, the single
biggest thing that has affected it in the last 10 years was the
formation of the Fox network. Clearly, it took away time
periods that had been available to syndication. Syndication
is alive and well and thriving very nicely, but it has changed
because of the Fox network. A continuance of time periods
being taken away by a successful launch of either of these
new networks would further infringe upeon the viability of
syndication projects, most certainly in prime time and then
perhaps in other dayparts. But initially its effect would
most likely be felt in prime time. That’s some time away. I
don’t think we’ll see any real effect for several years.

Does Paramount have the advantage at the moment?
Paramount has announced a program, Warner Bros. has
not. One program does not necessarily make a network. If
you have Star Trek it seems to me it’s a pretty good start.
But it’s not a network,

What's new on the hour front?

We’re driven as a company more by the project. We look at
the hour formats; we have decided to bring Forever Knight
to syndication this year, mostly because it’s a unique for-
mat and it was already developed for network and had a
following. Bui we don’t look to the hour business as being
a priority.

What about a first-run sitcom?

Our sister companies—Columbia and TriStar—are the
experts in the development of situation comedies, and we
develop plenty of those for the networks. At the present

time, I don’t see that there’s a real need in the marketplace

for a first-run situation comedy.

nities in the 11-12:30 time period. Beyond 12:30 I think
there are tremendous opportunities. Many advertisers will
not run commercials past one o’clock in the morning, par-
ticularly national. They’re buying for late night to be
between 11 p.m. and 1. If that restriction were modified, I
believe you would have more programs being produced for
-2 am.or 1-3 am.

How strong is Seinfeld?

I’ve been criticized about the Seinfeld situation. “Gee, they
waited too Jong, and they should have...” A large part of
what you do in this job is being able to know what the mar-
ketplace is feeling, and knowing when is the right time to
come out with a show. Timing is critical.

The show hasn’t always been in the anchor time period
at nine o’clock that it’s in today. Had it remained in the
time period behind Cheers, the marketplace would have
said: “Well, you’ve got a good show, but it’s always been
driven by Cheers.” Even though the ratings were higher
than Cheers in its last year, the marketplace would still say,
“Yeah, but it has a lot to do with the lead-in.” So one of the
keys in terms of selling these off-network shows is that
you’ve got to get the show into an anchor time period if
you can and then hope that it performs well. When the
show was put on at nine o’clock Thursday night on NBC,
that’s where it had to make it. If it failed there, its syndi-
catability would have been lessened. But it not only suc-
ceeded there, it flourished.

Of course, this is all in our pitch, but it’s why the sta-
tions now feel confident in the programs. So first you have
to feel confident about the program, and second you have
to feel confident about the marketplace. Both of those, six
months ago, didn’t exist. The program itself was good but
not great. Today it’s great. And the marketplace six months
ago was good but not great. Today it’s great. n
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PERHAPS YOUR
LOCAL NEWS

COULD USE SOME

IMPROVE YOUR ECONOMIC FORECAST.
ADD NATIONAL NEWS TO YOUR AGENDA.

You reported on the school board, the mayor, the weather. But where do your viewers go from here! They go for the big
national newsmakers that All News Channel provides. All News Channel brings your audience government leaders, sports fig-
ures, economists, business leaders, celebrities—all the big national news stories—via the world’s largest satellite newsgathering
organization. It augments your local news by inserting seamlessly into your existing programming. You take only the segments
you want—hard news, sports, lifestyle—and run them before, during or after your own news. You don't pay for any news
bureau start-up costs. And you don’t have to wait. All News Channel. It's flexible. It's inexpensive. [t’s turn-key. And it’s sure
to add a lot of fresh new faces to your viewing public. For more information, call Jay Nordby at 212-708-1315 or Carl
Schulz at 312-645-1122.

@ ALLNEWS vicom

In the vight place at the vight time. ™

© 1994 ALL NEWS CHANNEL Joint Venture, a joint venlure of Viacom Satellite News Inc. and Conus Communications.
ALL NEWS CHANNEL is a service mark of ALL NEWS CHANNEL Joint Venlure.
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ABC ups in-house production for fall

Network will have interest in almost half of new prime time schedule

By Steve McClellan
BC picked up six new series to
A start the 1994-95 season, and
half of them are being produced
in-house.

With returning shows from ABC
Productions, ABC News (four prime
time magazines) and ABC Sports
{(Monday Night Football), the network
will produce outright or own a piece
of the production of nine-and-a-half
hours, or almost half of the prime time
schedule, starting next fall.

That does not include made-for-TV
movies or miniseries that ABC Pro-
ductions supplies to the network’s
movie slots. In the first quarter of
1995, the network’s output will drop
to eight-and-a-half hours when the
football season is over
and the news
magazine Day
One rejoins the
schedule Mon-
day nights at 10
p.m.

The six new
shows are spread
over four hours
on five nights
and include four
comedies and

two dramas.

In an effort to compete more effec-
tively with cable and home video on
Saturday nights, the network is trying
a family-oriented movie slot, which
will combine theatricals, made-fors
and remakes of old Disney films (such
as The New Computer Wore Tennis
Shoes). At the same time, ABC is
dropping its Monday movie franchise,
primarily a haven for made-fors and
miniseries. The only night in the net-
work’s lineup that returns unchanged
is Friday’s “TGIF” two-hour comedy
block followed by 20/20.

The new in-house projects picked
up include two dramas and a comedy.
One of the dramas, a show from the
makers of thirtysomething (in associa-
tion with ABC) titled My So-Called
Life, is told from the perspective of a
15-year-old. Agency executives last
week called it the network’s best new
effort and a potential hit.

ABC Productions is producing out-
right the other drama, McKenna,
which returns veteran star Chad
Everett to network television in a
series set at a ranch in the Pacific
Northwest. The two new dramas will
cover the first two-thirds of the Thurs-
day night schedule

Byrds of Paradise, Birdland and
Missing Persons, all tried in the block
this past season, have been canceled.
Matlock has been picked up as a mid-
season order.

ABC Productions also got the go-
ahead on Me and The Boys, starring
standup comic Steve Harvey as a sin-
gle father raising three boys. The
show is hammocked between Full
House and Roseanne Tuesday nights.

Other programs that ABC has an
interest in include the Ed Asner sit-
com Thunder Alley, which debuted
this spring and returns next fall to lead
off Wednesday nights. It’s the first
show born from a multiseries co-pro-
duction agreement between ABC and
Matt Williams’s Windancer Produc-
tions.

The network also is partnered with
Stephen J. Cannell Productions on
The Commish and with Vin DiBona
Productions on America’s Funniest
Home Videos. Both shows return for
another seasor.

Other new comedies scheduled for
next fall:

w Blue Skies, from Coach produc-
er Barry Kemp and Universal;
about gomgs on at a ;

wr: 7/

30

ABC 1994 95 SCHEDULE
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ALONG WITH
YOUR LOCAL NEWS,
YOU SHOWED
A SENATE DEBATE,
A PROTEST MARCH
AND AN

AND YOUR CREW NEVER LEFT THE STUDIO.

After the local politics, local sports, local crime and local weather, your viewers may wonder what's going on in the rest of the
nation. That's when you unveil your national news. Your coverage of YWashington, sports, medicine, fashion, law, the arts, natur-
al disasters, celebrities, criminals and heroes. This top level journalism comes to your viewers courtesy of All News Channel, a
joint venture of Viacom International and Conus Communications. It's easy—it inserts seamlessly into your programming on any
schedule you designate. It's a custom-fit—you determine which segments you want and how frequently you want them. It’s
affordable—you aren’t paying for news bureau start-up costs. And it's profitable—advertisers love the upscale audiences you'lt
attract. All News Channel. Whenever you want it, it’s all yours. For more information, call Jay Nordby at 212-708-1315
or Carl Schulz at 312-645-1122.

@t ALLNEWS vixom

In the right place at the vight time.™

©1984 ALL NEWS CHANNEL Jaint Venture, a joint venture of Viacom Satellite News Inc. and Conus Communications.
ALL NEWS CHANNEL is a service mark of ALL NEWS CHANNEL Joint Venture.
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Excuse us for name dropping, lout we

And look at what we've come up We plan to change all that. Because
with. America’s premier catalogs — now, 16 of the country’s most upscale
names that need no infroduction fo catalogs have joined Time Warner and

home shoppers who already spend $60 Spiegel to form Catalog 1. America’s only
billion annually on catalog merchandise.  24-hour premier catalog network.

Thats billions, with a "b." But when it Now, for the first time, catalogs come
comes to TV home shopping, these to life through beautiful locations and
shoppers are the underserved and the lavish studio shoots. This is hcme selling

overlooked. from the lifestyle marketing experts.
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lid alittle home shopping of our own.

When your subscribers call Catalog 1,
Ney dedl directly with the catalogs—
e people they trust, for the merchandise

ney know.
So call 212-206-6464, and falk to one c thlOG
| » -

>f our representatives for details, Because
ow, when it comes to TV home shop-

ing, there’s really only one name worth At last, TV home shopping
jropping. that looks good on you.

© Catalog 1 1994.
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mail-order catalogue company.

m On Our Own, from Miller-Boyett
and Warner Bros., about a group of
orphans, the oldest of whom has to
cross-dress to preserve the group.

m All American Girl, from Sandollar
and Disney, about a young Korean-
American woman trying to make it on
her own.

The network also said that The
Marshall, an action cop show pro-
duced by Don Johnson, will join the
Monday lineup after the football sea-
son. The show will air at 9 p.m. lead-
ing into Day One.

ABC has given a midseason pickup

to Paramount’s Sister, Sister, which
had a run this spring that network
executives were pleased with.

During the ABC new season pre-
sentation last week, ABC executives
urged advertisers and agency officials
to consider buying the renewed NYPD
Blue. It was the one show they singled
out for sales attention because many
advertisers chose to forgo this season
due to concerns about violence and
frank (by TV standards) sexual depic-
tions.

Because of its content, the show was
significantly underpriced in its first
year in relation to its ratings, sources

said. The show ranked in the top 20
overall and was the highest-rated new
network drama. “It was priced below
average and should be priced above
average given its performance,”
acknowledged one agency executive.

ABC President Ted Harbert said
NYPD Blue would have a delayed
(mid-October) start and that a new
Carsey-Werner/George Schlatter
series, The Better Sex Show, would get
an early season test.

Other shows canceled include
America’s Funniest People, Phenom,
Joe's Life, Thea, Moon Over Miami
and George. [ ]

PTEN adds new ‘Pointman’

Warner replaces “Time Trax’ with new drama and widens window for block

By David Tobenkin

arner Bros. Domestic Tele-
vision Distribution will
adjust the lineup of its Prime

Time Entertainment Network of syn-
dicated dramas in the network’s
upcoming third season, adding new
action series Pointman, dropping
Time Trax and giving stations more
flexibility in scheduling.

Pointman, starring Jack Scalia,
will join the network in January. The
hour show, featuring Scalia as a for-
mer hot-shot Wall Street executive
who becomes a bodyguard for hire,
garnered a 5.9 rating/10 share (NSI)
when its two-hour pilot aired Jan.

24-Feb. 6. The show is produced by
Pointman Productions in association
with Warner Bros. Television.

Time Trax will be dropped in
December but may continue as a
separate first-run syndicated show.
The rest of the network includes
Babylon 5, in its second season, and
Kung Fu: The Legend Continues, in
its third season. All three third-sea-
son PTEN shows received 22-
episode production orders.

Warner Bros. also js expanding
the window when affiliates can run
the block from just Wednesday to
Wednesday, Thursday or Friday
night. Stations also will have the
option of broadcasting Pointman in a

against Warner Bros.

ENT changes name to Extra

Warner Bros. Domestic Television Distribution has changed the name of
its new entertainment news magazine strip from ENT to Extra—The
Entertainment Magazine to avoid confusion with Paramount's Entertain-
ment Tonight and to capitalize on strong testing for the new name, Warn-
er Bros. officials said. “We were concerned with how ENT would be
recorded in the Nielsen system,” said Warner Bros. Senior Vice President
of Sales Scott Carlin. "We felt that ultimately there was the likelihood of
crossover people watching ENT and coding it as E7. The last thing we
want to do is anything, through no fault of our own, that would reduce our
ratings in Nielsen homes.” Extra, a co-production of Time Inc. and Warn-
er Bros.’ Telepictures Productions, will debut Sept. 5 and has so far
cleared more than 80% of the country. The name change will cause little
disruption in the show's marketing because advertising of the show to
consumers has not yet begun, said WBDTD President Dick Robertson.
He said the change was unrelated to pressure from cable channel E!
Entertainment Television to alter the name because of its similarity to that
entertainment network's name. A judge recently dismissed El's lawsuit

—DT

weekend time period. PTEN, which
launched in January 1993, is cleared
on 177 stations representing 94% of
the country, with 60% of the clear-
ances on Wednesday evenings and
the rest during weekends.

Babylon 5 and Kung Fu have aver-
aged 5.2 national ratings this season
(through 4/24/94), ranking them
among the top syndicated action
hours. Both are particularly strong
with male audiences. WBDTD Pres-
ident Dick Robertson says that the
network will launch the new season
of Babylon 5 in November rather
than January so that the new
episodes can air during sweeps. He
says the show’s new episodes will
include more footage focusing on
the human side of the show, in an
attempt to increase Babylon 5's
appeal to female viewers.

Robertson thinks that the pro-
graming block is relatively safe from
the impending fifth and sixth net-
works of Warner Bros. and Para-
mount. He cites the heavy expendi-
tures made by the network in pro-
moting the shows, the generally
strong ratings of the shows to date
and Warner Bros.” long ties to the
station groups that air the shows. “If
we’re squeezed out, we’ll be the last
to go.” he says.

In March 1995, the network will
broadcast a 10-hour miniseries, Time-
Life Presents the History of Rock 'n’
Roll. The program will be broadcast in
two-hour segments during five con-
secutive weeknights or in one-hour
segments during 10 nights. ]
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WHAT
NETWORK
WOULD
DEVOTE
24 HOURS
A DAY

T0 GOLF?




A SMART ONE.

/! It takes two things fo start a cable network. A strong
V-7 market. And the wisdom to recognize it. Fortunately,
& The Golf Channel has ARNOLD PAIMER. With 40

. vears in Golf and business, no one knows the market
and its pofential better

But for the rest of us, here are the facts: Out of 25
million golfers in America, 57 percent are already inter-
L ested in subscribing fo a 24-hour, all golf network. *
Equally important, they can afford it. Nearly a third earn over
$50,000 annually. Considering how devoted '-
golfers are fo their game, its no wonder the sport has
become a $13 billion a year industry.’

That's a powerful market. And only The Golf Channel
is poised fo bring this new source of programming and

revenue fo cable. Week after week, you'll see exclu- _

sive fournament coverage from the PGA TOUR, the
NIKE TOUR, the [PGA TOUR and the PGA FUROPEAN TOUR.
Plus, we'll keep you in the green with instructional programs,
fravelogues and falk and news-oriented programming.
There’s a lot more we'd like to tell you. Call Andy Armstrong or
Jack Woodruff at Waller Capital (212]632-3600 or
‘ call The Golf Channel and ask for Joe Gibbs or
% 1 Bob Sutfon (205]995-0910. learn why smart
operators are looking to The Golf Channel for
' new revenues. GO FOR THE GREEN!
Visit us af the NCTA, Booth 2241

¥

L.

G THE GOLF CHANNEL"

*SOURCE: Frank N. Magid Assaciotes, Inc., Jonuary 1993 ' Source: Notional Golf Foundation, Golf Consumer Profite August, 1989
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enesis to test new court reality strip

Show focusing on juvenile court will test in 12 markets in July for possible fall ’95 launch

By David Tobenkin
enesis Entertainment in July
G will conduct a two-week, 12-
market test of a new syndicated
television reality strip set in a juvenile
courtroom, a company official said
last week.

If Juvenile Justice tests well, the
show will be sold at the NATPE con-
vention in January and rolled out in
fall 1995, said Genesis President
Wayne Lepoff. The show will be pro-
duced by Top Cops producers
Grosso/Jacobson and Steve Hertzberg
in a deal packaged by the William
Morris Agency. Lepoff said that the
half-hour show will feature a camera
in the courtroom of Houston judge
Eric Andell and will follow the cases

‘Taxi’: exclusive to Nick at Night

Classic complement

Nick at Nite is adding three
series—Bewitched, I Dream of
Jeannie and Taxi—to its lineup of
classic sitcoms. [ Dream of Jean-
nie and Bewitched will debut on
June 6 as part of the network’s
new “Magic Hour” slot, §-9 p.m.
ET. Both series are cable- and
superstation-exclusive to Nick at
Nite. Taxi, which joins the Nick
at Nite lineup in November, will
be exclusive to the cable net-
work.

Gaylord buy

Gaylord Entertainment Co., par-
ent company of Country Music
Television and The Nashville
Network, has obtained an option
to purchase 95% of contempo-

Judge Eric Andell of ‘Juvenile Justice’

of older juvenile offenders. Follow-up
segments will reveal what happened
after sentencing.

“We’'re showing the positive effects
of the court system, what kids do to
try to straighten themselves out,” said
Lepoff, adding that there will be no

rary Christian music video chan-
nel Z Music. Gaylord plans to
manage Z Music and move the
network’s headquarters to
Nashville from Lake Helen, Fla.
Z Music, launched in March
1993, reaches 10 million viewers,
including part-time carriage on
broadcast stations plus 1 million
cable homes.

FX marketing blitz

Fox has begun rolling out a $12
million marketing campaign for
the new X cable network,
including a five-week schedule
of spots on the Fox broadcast
network; 772 spots on seven
cable networks (Comedy Central,
CMT, E!, ESPN, TLC, Discovery
and TNN), and seven national TV
Guide tune-in ads beginning May
21. Local media plans in key
markets (Los Angeles, Chicago,
San Francisco, Dallas, Houston,
Seattle, Tampa, Miami, Pitts-
burgh, St. Louis, Denver, Hart-
ford, Grand Rapids, Salt Lake
City, Norfolk, Providence and
Tulsa) include two months of
outdoor promotion plus several
weeks of spot cable, radio and
broadcast TV buys. Thirteen

re-enactments on the show. “Both par-
ents and teens are interested in what is
happening to their peers and are con-
cerned with teenage violence.”

Lepoff said that strict privacy laws
guarding the identities of youthful
offenders do not apply if the juveniles
and parents give their consent for tele-
vision appearances. Neither offenders
nor their parents will be paid to appear
on the show, he said.

The show would be the fourth real-
ity show for Genesis, recently
acquired by New World Entertain-
ment. In the fall, the company’s week-
ly Emergency Call enters its fourth
season, strip Real Life Stories of the
Highway Patrol will enter its third sea-
son, and Top Cops debuts on CBS. =

additional key markets (New
York; Washington; Portland,
Ore.; Greenville; Buffalo; Des
Moines; Omaha; Shreveport;
Paducah; Champaign; Chat-
tanooga; Cedar Rapids, and Fort
Myers) will get geographically
targeted promotions, spot cable
and outdoor buys. Included in the
local radio promos will be a con-
test that rewards listeners with
the most fX logo sightings a
prize of $6,194 (the network is
scheduled to launch on 6/1/94).

Fore!

Six top multiple system cable
operators have agreed to invest
$60 million in The Golf Channel,
a pay service scheduled to debut
in January 1995. Continental
Cablevision, Comcast, Times
Mirror, Cablevision Industries,
Newhouse Broadcasting and
Adelphia Communications plan
to put up the money and carry the
channel on their systems.
Executives at the Birmingham,
Ala.-based network will not yet
say how many subscribers will be
on board at launch. Financing
was arranged by Waller Capital,
Dillon Read and Bariston Securi-
ties,
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ST REASON
TICS

AUTOMATION

MS TODAY?

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 Middle Name

And what about automation? it's the technol-
ogy that made Odetics 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 92802-2907
Phone (714) 774-2200 or (800) 243-20C1

Director of Sales Northeast Southeast
Bill Keegan Ray Baldock Emerson Ray
(714) 774-2200 (201) 305-0549 {813) 960-0853

West North Central South Central
Chuck Martin Bill Boyd David Scally
(818) 999-3796 (612) 894-2121 {404)917-9508



MIGRATION TO DIGIT,

Migration fo Digits—"Part 3

AWAKENING TO A NEW ERA

any of today’s TV facili-
ties were built in the
1950s when broadcasters
first got their licenses.
For many of those, their
last major plant renovation took place
in the late 1950s or early 1960s with
the conversion to color broadcasting.
New VHF and UHF licenses leveled
off in the late ‘60s, and the new con-
struction action in the *70s shifted to
cable television systems with head-
ends whose production facilities were
much less grand than those of their
over-the-air rivals.

The 1980s was a decade that dis-
couraged renovation. With the 1984
FCC rule change increasing the num-
ber of licenses a single TV operator
could own from seven to 12, capital
was channeled into station acquisition
rather than equipment and renovation.
Those stations that thought they might
be on the block resisted making major
new capital investments in their
plants, and recently acquired plants
had old equipment put on new depre-
ciation schedules.

The late ‘80s were characterized by
an economic slowdown and a broad-
cast industry with a serious debt hang-

About the Authors

This guide was prepared by the
engingers and staff of National
TeleConsultants, a Glendale, Calif,
company that offers engineering,
design, fabrication, and installation
. for all.areas of the broadecast,

 cable, teleproduction, and corpo-
e communications industriss,
S s

over from its recent acquisition binge.
The volatile economy and technical
uncertainties of the 1980s didn’t help.
Discussions of a brave new world of
HDTYV just around the corner made it
easy for managements to decide to
stand pat on the technical hand they’d
been dealt. Erosion of network audi-
ence share, the rise of cable televi-
sion, and the broadcast industry’s first
year-to-year declines in revenue
helped create an atmosphere that cried
out for a moratorium on technical
investment. Essentially, an entire
rebuild cycle was skipped over.

The result of this “skip” is a tremen-
dous imbalance between the typical TV
station’s mission today and what it was
built to do. Today we are on the leading
edge of a major upswing. Broadcast
networks are rebounding in audience
share; revenues are headed upward
once again. Much of the debt has been
paid down, or restructured at much bet-
ter “early *90s” interest rates. Cable
system operators have become far more
ambitious regarding commercial inser-
tion and, even, program origination,

More important. the downsizing
that had been sparked by financial
necessity is now even more viable
based on the substantial gains in pro-
ductivity achievable with current gen-
eration technology. So while the
industry has been more distracted
than asleep, it is nevertheless stirring
anew; awakening like Rip Van Winkle
to a new world of possibilities based
on technologies that were hardly
imagined when they last took a seri-
ous look at new construction.

Space Planning of the 1960s Is

No Longer Appropriate

A lot of television facilities of earlier
vintage are no longer appropriate for
today’s broadcast requirements. For
example, control rooms were often
built overlooking the studio floor.
Today, the preference is to build con-

trol rooms on the same level as the
studio to ease access for personnel
and equipment. In fact, in almost
every space function, the preference
today is for a horizontal layout rather
than vertical.

In many plants of the ‘60s, big stu-
dio spaces were built that are now
underutilized, and today the prefer-
ence is for smaller, multiple studios.

This preference for smaller, multi-
ple studios stems from the importance
of local news and public affairs pro-
graming and from changes in produc-
tion styles. The locally produced
news program has retained—and even
grown—in its importance. Depending
on the station, there can be a need for
more than one news set. The on-air
look is more a marketing than a tech-
nical decision, but technical decisions
will result from the on-air look target-
ed. And because it’s a marketing deci-
sion, the on-air look probably will
change numerous times during the
next 20-30 years. In any new build,
it’s impertant to create a flexible
enough studio space to accommodate
new technologies as well as new on-
air looks.

As to other production, much of it
has moved out of the studio altogeth-
er. The small, lightweight, low-light,
low-cost field production equipment
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that came into use in the ‘70s and "80s
moved a lot of production into the
field forever. A cruise through the
channels in any city today will reveal
very few studio shows that couldn’t
be accommodated on a stage large
enough to house a desk and a couple
of chairs. In fact, steady advances in
digital keys, mattes, and other devices
make the use of synthetic back-
grounds all the more likely in the
future. Large studio spaces are defi-
nitely out unless you are committed to
audience-participation shows, large-
scale commercial production or film-
making—not likely for most local sta-
tions or cable system-origination stu-
dios.

Redundancy is another reason for
multiple studios and control rooms.
To the extent practical, it’s a good
idea for each control room to be
potentially capable of controlling any
of the studio or production areas.
Proper cable management and careful
planning of the routing and produc-
tion switcher systems are crucial, as is
equipment selection and layout within
the control rooms. While all control
rooms do not have to be identical, it’s
a good idea for each to at least bear a
strong family resemblance to the oth-
ers in terms of key equipment and lay-
out., A staff that suddenly has to take
control of a production from another
control room will function much more
surely and smoothly if the control
room has a similar, if not the same,
look and feel of the control room
where they normally work. In fact, it’s
common practice to back up even the
master control function by designing
at least one production control room
to take over the on-air functions in an
emergency.

Adjacencles A Driving Issue

7 educing staff is a critical
and sensitive issue for sta-
fion management, but it is
nevertheless often one of
the realizable objectives
when planning a new
fac1l1ty New technology makes it
possible for fewer people to accom-
plish a wider range of tasks, measur-
ably boosting productivity. [t pays to
look anew at adjacencies—where

DIGITAL

Today’s production
control room offers
efficiency and
functionality that

is orders of
magnitude greater
than the contro!
rooms in the early
days of television.

things are placed
in relationship to [
other things—to §
see what functions
can be accom-
plished best by the
fewest people. :

For example,
the number and size of videotape
recorder rooms probably will contin-
ue to diminish as a result of automatic
playback systems. Contemporary
automated tape-library systems
already can store and play back more
than a day’s broadcast schedule of
commercials and programs, greatly
reducing not only the space required
for on-air playback, but also the num-
ber of VTR operators needed to load
and unload VTRs. Indeed, the trend
today is toward using digital VTRs in
library systems, reducing even further
the amount of maintenance and
adjustment VTRs require. Software
enhancements have made it possible
for some systems to simultaneously
record and play back progranis, there-
by making it practical for a singie
operator to oversee both on-air play-
back and the recording of downlinked
syndicated or network programing for
later playback.

While the long-term trend is clearly
toward some kind of high-volume
digital disk recorder—or digital video
server—the near-term probably will
see digital-disk recorders tacked onto
videotape library systems to provide
them with multichannel playback and
record capability and enhanced relia-
bility. Nevertheless, the day will come
when large digital servers will almost
surely do away with the need for racks
upon racks of VTRs and the videotape
storage facilities that support them
(though some storage for long-term
archives always will be needed).

Until that day arrives, it's a fair bet
that TV stations still will have to store
quite a mix of media, including 2-inch
quad reels and carts, 1-inch reels, 3/4-
inch and 1/2-inch cassettes, some S-
VHS/VHS and 8mm cassettes and
probably even two or more disk for-
mats. Fortunately, manufacturers of
specialized shelf systems have a wide
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THE INCREDIBLE SHRINKING VTR

1950

1960

1970

1980

In 1850, a VTR occupied 123 cubic feet of space, weighed 2300/bs. and consumed 5000 watts of electrical power. By 1990, VTR's suited to the same
mission as the 1950 VTR took up 2 cubic feet of space, weighed 651bs. and consumed just 200 watts. Though there aren't very many 1950 vintage
VTRs around, there are still a fair number of the 1970 and 1980 vintages. The savings 1o be realized by replacement are too great to be ignored.
Renovation and new construction can make good use of the space liberated by smaller equipment footprints.

Volume in Cu. Ft.

Weight in pounds

Power consumption
in watls

range of very clever systems to
choose from that will minimize space
requirements and ease access.

In the 30 or 35 years since most TV
studios were built, light-level require-
ments have come down significantly.
There are new fluorescent-based
lighting fixtures that can reduce
power and air conditioning require-
ments considerably. Automation in
new lighting systems is also a poten-
tial staff reducer. Set-ups can be
stored, reducing the role of the light-
ing director to an occasional visit.

Automaled camera set-up and cam-
era robotics are likewise shrinking the
physical space these systems require
and are making it feasible to put more
functions under the control of a single
individual. One network’s nightly
news program uses just one person to
control lighting, camera robotics posi-
tioning, camera video controls, and
loading the cassettes onto VTRs.

When You Decide on a New Plant

The financially rocky 80s produced a
glut of cheaper commercial real estate
in many metropolitan areas encourag-
ing some broadcasters to buy into
existing “new” buildings. But not all
buildings constructed for a generic

purpose (such as so-called spec office
buildings) will work for a television
station.

Spec office building construction
may be deficient in a number of ways.
If a room in a spec office building is
used for a TV station’s technical
space, it lacks the extra vertical space
needed for cable management and
larger HVAC (heating, ventilation and
air conditioning) ducts. Central equip-
ment rooms must be able to hold a
much heavier “live load” (amount of
weight the floor will hold) than a typ-
ical office space. If you are planning
on turning an office space into a stu-
dio, keep in mind that floors and
columns may have to be removed to
provide sufficient clear space and
height for the grid. The acoustical
design may require more mass on the
walls and ceiling, adding weight to
the structure. In existing buildings, it
is also important to make sure that
power will be adequate for your uses
or that it can be added at a reasonable
cost.

In balance, all these considerations
may lessen the desirability of trans-
forming an existing office building—
no matter how new and attractive it
1Is—into a TV station unless overall

requirements are very modest. Retro-
fitting can be expensive and time con-
suming, and it can offer a host of sur-
prising obstacles that make the ven-
ture financially undesirable. In short,
a television plant has such specialized
requirements that “new construction”
is almost always a better buy, all else
being equal. The factor that some-
times tilts a decision in favor of reno-
vating an existing structure is that it
may shorten the overall schedule for
the project.

Location, Location, Location

Bl hether you’re buying or
leasing an already con-
structed building, or
looking for a lot to build
your own, location is a
- crucial factor from sev-
eral points of view. Obviously, any
acoustically noisy spot—such as near
heavy industry—isn’t desirable. If the
site is located beneath an airplane cor-
ridor, you’ll have to deal with high-
frequency sounds, and if it’s above or
near a railroad or subway, with low-
frequency vibrations. Both require
special and expensive means to deal
with the resulting problems.

Other “location™ factors include
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New construction using modern electronic lighfing ballasts save dollars (more than 370 KWH/year I
per ballast) and help preserve the environment. Source: EPA.

accessibility in terms of the various
signal paths going in and out of the
facility. While ENG microwave paths
often reach a station through a num-
ber of relay points, the microwave
STL (studio-transmitter link) should
be as straightforward as possible. In
areas with heavy microwave traffic,
finding an acceptable microwave path
to the transmitier site can be challeng-
ing. Other types of STLs are coming
into use, including fiber optics, which
are immune to RF interference. The
station’s satellite capabilities pose
another factor for consideration.
Coordinating the uplink/downlink
with other satellite or terrestrial ser-
vices to avoid interference is of obvi-
ous importance. For the co-located
facility, it’s desirable to have an unob-
structed view of the geostationary
satellite arc. Being aware of any zon-
ing tssues that would impinge on
future microwave or satellite visibili-
ty is also important when planning
construction or moving into an
already constructed building.

Fortunately, RF site coordination
consultants are easy to find and gen-
erally do a good job surveying any
potential facility location for all its
RF signal transport needs. Of course,
coordination with the local telephone
company is also essential both for
land lines and for fiber.

Getting people in and out of TV

stations is another important consid-
eration. Being located near a good
highway network is critical for get-
ting visitors and personnel to your
station, but it can also affect the rela-
tive ease of getting to important loca-
tions in your news coverage area.
Adequate parking is another consider-
ation for visitors and guests partici-
pating in live programs, and secure
parking is important for both person-
nel and station vehicles such as ENG
or SNG vans.

Security 13 a growing concern at
many stations around the country, and
there is an ever increasing number of
relatively sophisticated and effective
systems for regulating, monitoring,
and managing the flow of people into
and out of your facility.

Trade-0ff Analysis
For every facility problem there are
design solutions. The more ideal the
site or the building, the less time
you’ll spend dealing with problems or
obstacles and the more resources will
go into making the plant even better.
There are no absolutes in constructing
a new facility or renovating an old
one; it’s all an analysis of trade-offs
and compromises involving time,
cost, schedule, future usability and a
dozen other factors.

Your own staff can provide advice
based on their intimate understanding

of how things are done in your present
plant. Some TV managers send in-
house staff to other stations to see
how others have solved their prob-
lems. For the *“big picture,” however,
outside advice is essential. In a career,
a broadcaster or cable system opera-
tor 1s likely to be involved in a major
new facility project only once or
twice. Many will spend an entire
career without having been involved
in any. Broadcast design consultants
typically have been involved in scores
of new construction projects, and
architects spend much of their time
dealing with new materials, concepts
in design, and the ever changing land-
scape of building codes and zoning
regulations (See sidebar: “Codes that
affect station design”). Putting
together an experienced and complete
design team early on saves money and
time and generally leads to greater
satisfaction with the results.

HYAC: Cool Running

VAC is one of the two
most costly systems in
any new facility and one
of the most crucial. Much
has changed in HVAC
practices during the past
30 years that has reduced cost, saved
energy and improved safety and com-
fort.

Thirty years ago it was legal and
practical to chill the air and then
reheat it as it entered spaces. Energy
conservation has entered the national
consciousness, and such practices as
reheating are both costly and wasteful
of energy. Even if your HVAC system
has been functioning just fine, its
practical life span is about 30 years,
so it’s probably time to renovate or
replace it. Don’t forget that saving
energy in the building is another good
way to decrease operating expenses, a
bandwagon most broadcasters are
happy to jump on.

Rather than reheat for controlling
the temperature, a variety of other,
less wasteful techniques are being
used, among them variable air volume
systems and reuse of heat energy gen-
erated by equipment. Other systems
allow cooler outside air to cool spaces
inside the plant.
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DIGITAL GLUE

HOLIF

When it comes to digital systems, Leitch has the essential glue... digital glue.
From DAs to frame synchronizers, Leitch has the widest range:
A-to-Ds, D-to-As, encoders, serializers, test generators, routers,

AES/EBU audio mux and demux, and much more.
Over 30 digital products offer you complete choice
and a total solution for your digital systems.

When it comes to digital glue......call Leitch.

LEITCH.

Leitch Incorporated, 920 Corporate Lane, Chesapsake, VA 23320 - Tel: (800) 231-9673 or (804) 548-2300 Fax: (804) 548-4088
Leitch Video Intermational Inc., 220 Duncan Mill Rd. #301, Don Mills, ON, Canada M38B 3J5 - Tel: {800) 387-0233 or (416) 445-0640 Fax: (416) 445-0595
Leitch Europe Limited, 24 Campbell Court, Bramley, Basingstoke, Hants., U.K. RG26 5EG - Tel: +44 (0) 256 880088 Fax: +44 (0) 256 880428
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Breakthrough

adlgiffine”

digiTLine™ is the ONLY rigid
transmission line designed for
NTSC, digital HOTV, or BOTH!
That's right, operation at ANY
CHANNEL!

Why buy another transmission
line which may not work with
your future HDTV Channel?
You can prepare NOW with

digi TLinem™,
i TR 5

o e
D'ELEQTFIIC

“Today's Solutions

or
Tomorrow's World!"

P.O. Box 349 » Raymond, ME 04071
800-341-9678 + Fax 207-655-7120
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Most studio spaces today, like this one at KQED San Francisco, control their lighting
with motorized grids and computetized control panels. Savings in energy and labor
with modern lighting systems can be substantial.

In HVAC and electrical systems the
computer age has contributed to
greatly improving performance while
saving money. Constant environmen-
tal monitoring allows rooms to be
heated or cooled based on actual
activity in the room. Lights are turned
off or on or are dimmed according to
the actual use and occupancy of the
room. Since HVAC is one of the most
costly aspects of a plant, it pays to
make sure that your design consul-
tants are experienced in this area.

Tubes vs. Solid State and the Real-Life
Philosophy of Cooling

Tubes are hot and transistors are cool,
right? Not exactly. The conversion
from tubes to transistors initially meant
a decrease in heat generation. But
power density also has gone up. As
devices become more compact, there
has been a corresponding increase in
power used in a given space.

Now, more than ever, cooling the
facility is a crucial issue. Not only is it
an issue of comfort, but heat build up
can quickly lead te major equipment
failures. With more heat generated in
smaller spaces, dissipation becomes
much more difficult. Is there a way to
cool the equipment without freezing
the personnel? In fact, the “brute
force” technique of blasting every-

thing with freezing air isn’t the
answer. Equipment and personnel
zones can be isolated to optimize the
environments for both while saving
energy and money to boot.

The system design also needs to
take into consideration the possibility
of a HVAC failure because equipment
can be damaged with even a partial
failure. One thing that will help is
electronic digital contro! of HVAC,
which is both more reliable and
smarter than the old, failure-prone
pneumatic systems.

Uninterruptible Power Supply: If You
Ean Aﬂurd It, Do It

ith the growing use of
computerized equip-
ment, UPS (uninterrupt-
ible power supply} has
become critical, espe-
cially for equipment that
[akes any amount of time to fully
recover from a power failure or where
there’s the possibility of loss or cor-
ruption of a database. The thought of
losing all-important information in
traffic, automation, accounting, EDLs
(edit decision lists) in post-produc-
tion, newsroom systems or graphics is
a sobering one. Losing power nowa-
days doesn’t just take you off the air,
it can result in the Joss of information
crucial to your operation,

In fact, with sweeping computeri-
zation throughout the broadcast plant,
there are only rare areas that
shouldn’t be put on a UPS. That
deesn’t equate to blanket UPS use,
however, because 100% of the plant
doesn’t need it. On the other hand, the
cost of distributing protected and
unprotected power separately—with
different wiring, breaker panels and
s0 on—can actually be more expen-
sive and offer less protection and
flexibility than a slightly larger UPS
system. Again, it pays to carefully
analyze this part of the design to
make sure you are spending your con-
struction dollars wisely.

Conditioning Your Power

Before investing in power condition-
ing equipment, find out if it’s really
needed. The *“urgent need” for
improving upon normal power may be
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Typical refiector projects pay for themselves in one to four years, depending on material and installation costs, hours of lighting oparation,
air conditioning use, available ulility rebates, and electricity rates.

overstated. A thoughtful analysis of
the exact situation needs 1o be done to
determine what’s needed. Historical
information and power line measure-
ments should be analyzed to deter-
mine the need for power conditioning
or UPS.

Depending on the mission of your
station, you may neced stand-by power
generators. The reliability of your
power, the cost of being off-air, and
the kind of gamble you want to take
all factor into the decision. UPS will
protect you against brown-outs and
short-term power problems. But gen-
erators—which typically carry the full
technical load, some studio lighting
and part of the cooling—are a sepa-
rate issue and need to take local codes
into account with regard to fuel stor-
age and length of operation.

When designing a new building,
power and HVAC systems need to be
well partitioned so that you can either
shed part of the load or have a subsys-
tem take care of the crucial load in an
emergency. Once again, intelligent
analysis and design, relying on expert
design consultants, can help station
management avoid the pitfalls.

New equipment and old power dis-
tribution don’t always harmonize.
Sometimes, when new equipment is
added to an existing power distribu-

tion system it creates a high harmonic
load on the existing power distribution
system. If not dealt with properly, the
result can be, among other things,
overheated wiring and transformers.
If you have an old power distribu-
tion system, it’s also important to
keep in mind that its manufacturer

may have gone out of business or is no
longer manufacturing your old equip-
ment. Parts to repair or maintain your
system may be unavailable or very
expensive. When it comes to power
distribution, in the words of that old
electrical sage Ben Franklin, best not
to be penny-wise and pound-foolish.

Fire Protection

Historically, the simple solution to equipment fire protection has been to
specify a Halon total-flooding fire protection system. Since Halon has
heen ldentlfled asa ma;or enwronmental hazard its manufacture and saje
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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.

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

To accommodate our expanding networks,

USA created a completely digital Broadcast Center

LEADTEHRS.

in lersey City, NI. The new Center hanales 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 I1I

“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.

For more informalion cali: 1-800-528-8601 (Upon request, enter product code 18) One Panasonic Way, Secaucus. NJ 07094
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Qur 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 all-clear path to the future.

Panasonic

Broadcast & Television Systems Company
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Signal grounding systems are con-
sidered more art than science by
many in the industry. With poor
choices, a lot of money can be wasted
that not only doesn’t solve problems
but creates more. Many common
approaches to grounding are actually
costly and difficult to maintain long-
term.

Real-world problems, including
leakage from power line filters, need
to be taken into consideration when
figuring out a signal grounding sys-
tem, which has to simultaneously sat-
isfy broadcast systems design and
code requirements. Where isolated
grounds were once a solution, their
use today may compromise the
grounding goals.

The key to signal grounding sys-
tems is to keep them simple and easi-
ly maintainable, the outgrowth of
good video and audio systems design.

The Qualified Architect

e ook for a qualified archi-
lect: one you trust, who is
familiar with local codes,
requirements and
approval procedures. Ide-
ally, it will be one with
whom you have worked successfully
in the past.

Conirary to what you might think,
you don’t necessarily need an archi-
tect who's designed a TV station
before, but you do need someone
who’s designed some kind of techni-
cally oriented structure such as a
research or computer facility, or high-
tech industrial ptant. Obviously,
someone who shares your aesthetic
sensibility is desirable too.

You don’t need just an architect. As
the manager, you have to make sure
that the architect teams with mechani-
cal and electrical consultants familiar

with high-technology facilities. A
qualified acoustician familiar with
real-world broadcast issues is impor-
tant: one who can come up with
designs appropriate to your mission
requirements and doesn’t overdo the
systems. While an architect can be
expected to come up with most of the
consultants needed to design the facil-
ity many of the experts whose counsel
will be crucial may be relatively
unknown to him. Management has a
responsibility to see to it that consul-
tants expert in the specialized matters
of broadcast and cable facility design
and operation are on the team.

Design From the Top

Your design should be from the top
down, starting with the overall
requirements and not the details.
When planning a new facility, plan for
where you want to be rather than from
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ANNOUNCING...THE 1994 CONFERENCE YOU WON’T WANT TO MISS!

Video Opportunities
In a New Media World

* July 13-14, 1994, The Boston Marriott Copley Place, Boston, MA «

A . . . . . Keynote Address:
brilliant lineup of industry leaders {rom the television, advertising, Wednesday, July 13:
computer, telephone, cable TV, film production, home video, entertainment, ‘Wendell Bailey, NCTA
publishing and retail industries will discuss how the world of television will Thursday, July 14:
change as the digital revolution unfolds. Find out how businesses will change Ed Reilly

and where new opportunities and dangers lie.

McGraw Hill Broadcasting

CONFERENCE AGENDA

Wednesday, July 13, 1994

iy The Coming Media Revolution
Gary Kim
Probe Research

Thursday, July 14, 1994

Gaiiam

Markets for Multimedia Information Services:
How big? How soon?
Scott Kurnit

Prodigy
Lt=un  Coping with Deregulation: What you must do. Davip EASTBURN
STEPHANIE BOYLES Co;ﬂpuse}ve

BeliSouth Interactive Media

EARL LANGENBERG
US WEST Communications

LARRY STRICKLING, Ameritech

O Luncheon Keynote Address: The Convergence of
Telephone, Cable and Computers: What it means.
WENDELL BAILEY
NCTA

Wpm Home Shopping: Where the Business is Today,
Where it’s going Tomorrow.

L LT

I 3pin

Advertising in an Interactive World:
How will it work?

JOHN REED

IT Network

THOM MCKINNEY

RASCO Cablevision

Luncheon Address: Broadcast TV:
Where it’s headed.

ED REILLY

McGraw Hill Broadcasting

The Economics of Cable TV: Where the Money is.

FRED SIEGEL PaUL WEDEKING

QVC Network Times Mirror Cable Television

Mick JAKsICH LMpm How to Market Video-based Information Services.
ValuVision Davip Fox

“:3lpm Markets for Yideo-on-Demand: Movies and Events.
ToM BRACKEN
DirecTV Communications

TED LIVINGSTON
Continental Cable

S:pm - Reception

Viacom Cable

JOHN MATHWICK

Landmark Communications
ANGELA HUNDLEY,

Southern New England Telephone
{SNET)

+ Additional speakers will be announced »

Program Fee: Two-day conference ............ $895

T Begister: By Phone - Call Probe’s Marketing Department

Who Shonld Attend: All those involved in developing programing

and distribution systems for the next generation of television,

at 201-285-1500 or fax 201-285-1519. including

By Mail - Send check to: PROBE RESEARCH, INC.
Three Wing Drive, Suite 240
Cedar Knolls, NT USA 07927-1000

« Cable Networks
+ Syndicators
» Computer Companies

» Telephone Companies
- Cable TV Systems and MSQOs
+ Broadcasters

Payment must be received prior to the conference. Major Credit Cards accepted. « Advertisers and Agencies
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where you are. While it is tempting to
retain the use of as much existing
equipment as possible, existing equip-
ment can bring with it the very limita-
tions you are trying to get beyond.
Carefully evaluate your existing
equipment to make sure that it is sys-

Perpetual transformation will continue to characterize the
television plant beyond the “digital era.” Racks of VTRs like
these D-2 machines will ultimately yield to “digital video
servers.” The BTS Media Poof (r) provides time-scalable (10
minutes to hundreds of hours) video recording using RAID
technology. In time, these systems will be low-cost enough to
replace VTRAs in most playback and distribution applications.

Other equipment, such as ENG equip-
ment, can of course be retained until 1t
is fully utilized. Finally, you will need
to retain some playback equipment
that is compatible with your archives,

Tabula Rasa and the New Facility:
The 30-year-old facility has probably
gone through many ownerships,
administrations and technical man-
agers. With that come layers and lay-
ers of technical changes, many of
them documented poorly, if at all. At
some TV stations, the entire technical
documentation resides in one engi-
neer’s head.
Wlth anew fac111ty or a renovation,
e 7 you have the
chance to start
over again with a
clean slate and
accurate, as-built,
documentation.
With new com-
| puter technology,
documentation

tematically compatible with your ulti-
mate goals. There’s a good chance
that much of your existing component
digital production equipment will
continue to be useful, since a compo-
nent digital architecture is in the
direction in which you are headed.

has changed from
spotty, inaccurate paper-based record
keeping, to sharp, clean, easy-to-
maintain-and-update electronic data-
bases. With computer-aided drawings
your staff can keep documentation up
to date as the inevitable changes are
made over time. [

Codes that affect station design

There have been major changes in federal, state and
local codes during the past 30 to 35 years, some grand-
fathered in and some not. All must be considered with a
major renovation or the construction of a new building.
Creative design should provide cost-effective ways of
complying without compromising the usability. of your

facility. Here is a list of some of the more important -

codes and their application to new and renovated broad-
cast facilities:

1. Americans with Disabilities Act, 1990 (ADA):
intended 1o reduce barriers that limit the opportunities
for disabled people. The bill has substantial implications
in space planning and requirements-with regard to
everything from door locations and latches, to switch
locations, signage, ramps and bathroom design.

2. Energy Policy Act of 1992: a federal law that
requires states to update their commercial buﬂdmg

. energy codes to msei -specific. energy—effrcrency 3tanr-

‘and disposal of materials,
tradmcnalry used m olcler broadcast fac;i:tres

dards. This will have primary effect on the design of
HVAC and lighting systems. Applicability and interpreta-
tion will vary by state. Although many states have had
energy-conservatién standards, this act will extend and
unify them. :

3. National Electrical Code: defines safety measures
for the design and installation of all electrical equipment.
As of the 1987.edition, alf.cables used in a facility must

|- be listed and marked with specific fire rating codes. This

makes obsolete most broadcast cables made prior to
that date, although their use would be grandfathered in
existing construction. This code is interpreteéd and
enforced by local jurisdictions.

4. Environmental Protection Agency: has various
codes that relate-to perm+ssxble chemicals, such as film
cleaners, fire suppression materials and the removal
s, such as asbestos and PCBs, -

$14
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Your Ideal System By Design.
Not Luck.

You're planning a broadcast
system where multiple components
from many suppliers must be pre-
cisely integrated.

Where proper system design
will be as critical to long-term per-
formance, reliability, and function-
ality as the quality of the compo-
nents themseives.

You need more than luck.

Turn to a source with the
experience and the expertise to
help you avoid costly mistakes.

Turn to a source that designs

& HARRIS

ALLIED = ———

systems at every degree of
complexity on a daily basis, not
just occasionally.

Turn to Harris Allied, where it
is our business to understand the
full scope of technology and its inte-
gration.

From the beginning, you will
find we are responsive to your
needs, your priorities, and your
budget. You will find we carefully
listen then analyze your require-
ments before we propose a
system.

You will find we will provide
any level of assistance you desire,
from initial concept and design
through final installation, testing and
commissioning.

If we can be of service,
please contact us:

RF Systems:
Telephone: 217-222-8290
FAX: 217-224-2764

Video and Audio Systems:
Telephone: 606-282-4800
FAX: 606-283-2818

A e =

e e

— e
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AirPlay;

Tapeless commercial
playback will make you
an Avid fan. —

Today, more broadcasters choose Avid AirPlay =
over any other disk-hased playback system to -
replace their aging cart systems. i .
R e : ; AY | ——
They're becoming Avid fans with good S
reason. AirPlay provides instant access to % et [N ERe——
commercials, promos, and news stories. It's '

flexible and easy to use, so you can juggle E

playback schedules right up to the last
minute. Even while playing to air. .
AirPlay is scalable, allowing you to grow
from single- to multi-channel playback. It
handles up to 56 hours of online storage and
offers multiple redundancy options, including
RAID-3. AirPlay’s unique architecture also
eliminates single points of failure for
exceptional reliability. “Make goods”are a
: thing of the past.
Fully compatible
with Avid's online
editing systems,
AirPlay is the only
AirPlay’s wser inferfave is {ﬁt‘.\'rgrm d‘l Sk _h H“‘;Ed PI aF[)HCk
ot perch sy peyopeeeiing system that can be
networked with your promo production and
news-gathering operations. For maximum
efficiency, it can also be integrated with your
traffic and billing systems, automation
systems, and newsroom computer systems
With over 4,000 systems installed, Avid
is the world leader in disk-based technology
for recording, editing, and playback. Call
us today. We'll help you become an Avid
fan of AirPlay! 1-800-949-AVID (#2)

A - ¥ 1 - D%

il T 2 registeredd ik s APy s o eadenslool il Technelog, Ine wid Technology, Tne,, One Park West. Tewkshun:, MA 01876




‘Llfestyles correspondent

Rysher Entertainment’s Lifestyles
with Robin Leach and Shari Bela-
fonte has added Katie Wagner as
a correspondent for the weekly
one-hour syndicated show. Wag-
ner, formerly an entertainment
journalist with Worldwide Enter-
tainment News in the UK, E!
Entertainment Network and
HBO, will interview motion pic-
ture, television and recording
artists in her new position.
Lifestyles (the renamed Lifestyles
of the Rich and Famous} is in its
11th season.

‘The Road’ taken

Tribune Entertainment has
entered into an agreement with
Nashville Country Club Inc. to
design, develop and operate
clubs and restaurants based on
Tribune’s new syndicated Coun-

try music television series, The
Road, which will be launched in
the fall. Jock Weaver, formerly
chief executive officer of Hard
Rock Cafes and currently chief
executive of Nashville Country
Club, will lead the design and
development team for the perfor-
mance centers. The first Road
venue, whose location has not
been determined, will open in
early 1995,

Kudos for Blinky

Syndicator Sachs Family Enter-
tainment’s new half-hour weekly
children’s show, Blinky Bill, has
been recommended by the
National Education Association.
“The program introduces new
concepts and themes to the
young in a manner that makes
learning enjoyable,” says Lyle
Hamilton, manager of Broadcast

I PROGRAMING —
SYNDICATION MARKETPLACE

Services for the NEA. Blinky has
been cleared for a fall debut on
122 stations representing 88% of
the country. The show, based on
a series of children’s books, fea-
tures a protagonist koala bear
dealing with ecological issues.

Club Morphin

Saban Entertainment has
launched a Mighty Morphin
Power Rangers fan club to further
tap kids’ allegiance to the top-
rated morning Fox Kids Network
strip. For $17.95, children will
receive a 19-item merchandise kit
with items including a 30-minute
fan club video, autographed pho-
tos, a nylon lunch bag, an ID card
and Power Rangers shoelaces.
The club will launch the week of
May 23. Plans include a maga-
zine and a catalogue of high-end
merchandise.

By David Tobenkin

Family Channel cable network.

help promote our kids biock,”

possibly at 8 a.m.,

he says.

TM Television’s canceled
Xuxag children’s television
show will appear exclusively

in the 1994-95 season on MTM parent
International Family Entertainment’s

“It’s an excellent vehicle that can
says
Robert Dahill, general sales manager
for International Family Entertain-
ment. Both Dahill and MTM Televi-
sion Distribution President Chuck
Larson declined to state the cable
license fee for the previously syndi-
cated show. The 65 episodes of the
show will be stripped in the morning,
says Dahill. The
show will be heavily promoted, possi-
bly including the production of new
bumpers for the show, he says. “We
think we can generate new energy
with the right type of promotion for
the show. We hope to capitalize on it,”

MTM pulled Xuxa in January after
stations showed little interest in
renewing the expensive show, which
was ending its first season. While

entertainer Maria da Graca “Xuxa”
Meneghel is a major star in South
America, many say that the show fiz-
zled here because of her poor com-
mand of English. The show is the sec-
ond MTM property to move to the
Farmly Channel in as many weeks

‘Xuxa’ resurfaces on Family Channel

MTM keeps show in the family with cable run for *94-95

MTM recently pulled off-network sit-
com FEvening Shade from its
announced syndication run and
instead sold the show to the Family
Channel, a move opposed by show
producers Linda and Harry Thomason
and star Burt Reynolds ]

MTV to ca-produce ‘Gladiators 2000’

The Samiuel Goldwyn Co. has added MTV Networks as a production part-
ner for its new kids version of American Gladiators and has given a green
light to the show for a September launch.The weekly show also has been
renamed from Camp Gladiators to Gladiators 2000. It is now: cleared in
105 stations, including 27 of the top 30 markets, répresenting 75% of the
country, says Dick Askin, president of Samuet Goldwyn Telgvision.

MTV Networks’ One Werld Entertainment division will sell the barter
time for the show and will take an eguity position in it. One World's equity
participation in the project is part of Samue!l Goldwyn’s strategy of creat-
ing additional entertainment alliances, says Askin. :

The show will feature participants aged 10-14 competing in American
Gladiators events. Each event will include a question-and-answer ses-
sion that tests participants’ knowledge of subjects such as health, nutri-
tion and physical fitness, aimed at helping the show ta satisfy a station's
kid-friendliness quotient at license renewal time, Askin says.

Twenty-six episodes will be produced for the first year.

=DT
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New cable channels join the crowd

Opera, parenting and outdoor sports among hopefuls heading to NCTA

By Rich Brown

dd another half-dozen cable net-
A works to the already long list of
hopefuls.

Despite the ongoing problems of
limited channel capacity and rate
reregulation, would-be cable net-
works continue to surface at a grow-
ing pace.

Among the latest trying to woo
cable system operators is the Outdoor
Life Channel, the first of a handful of
new cable networks to be launched by
Los Angeles-based media giant Times
Mirror.

Executives at the Outdoor Life
Chanrel say an advantage they will
have over some other planned cable
networks will be their ability to lever-
age the editorial, marketing and sales
capabilities of Times Mirror Maga-
zines, a company division that pub-
lishes Qutdoor Life, Field & Stream,
Salt Water Sportsman, Ski Magazine,
Skiing Magazine and Yachting.

Qutdoor Life also will have a
healthy head start in distribution
through the Times Mirror cable sys-

tems, which serve 1.3 million house-
holds in 13 states.

Companies without Times Mirror’s
built-in synergies are finding their
own solutions to launching in a diffi-
cult marketplace.

LLos Alamitos, Calif.-based Black
Shopping Network has decided to test
the waters for a national home shop-
ping network by purchasing leased
access time from a local Tele-Com-
munications Inc. cable system in Bal-
timore. In upcoming weeks, the ser-
vice plans to have sheltered launches
in Washington, Detroit, Los Angeles
and Philadelphia. Meanwhile, Black
Entertainment Television has talked
about launching a shopping service.

BSN this week (May 14) also
begins limited national satellite trans-
mission through National Access
Television (ASC-1, transponder 11,
Saturdays 7-8 p.m. ET).

Geltting a jump on competitors is an
important concern for BSN as well as
any other start-up network. A three-
way competition is developing in the
area of parenting networks as two new

services—The Parents Channel and
Parent Television—Ilast week an-
nounced plans to launch in mid-1995.
An earlier announced service from
educational TV production companies
Cambridge Research Group and
Motion Masters, Parenting Satellite
Television Network, plans to launch
in second quarter 1995.

The Parents Channel, scheduled to
launch in spring 1995, is the newest
network to be marketed by Tele-Com-
munications Inc.’s marketing sub-
sidiary, VGI.

The channel is owned by Montreal-
based Malofilm Communications, a
publicly traded company that is one of
the largest film producers and distrib-
utors in Canada.

Parent Television, founded by for-
mer film writer and director Jimmy
Zeilinger, plans to launch in May
1995. The Los Angeles-based net-
work will be offered free to cable
operators and will be supported by
advertising and direct sales.

Last week also saw the unveiling of
a likely battle between two other new-
comers—Classic Music Channel and

Classic Arts Showcase.
Top cable shows and nets Getting the jump is Classic Arts
Following are the top 15 basic cable pregrams (May 2-8), ranked by househoids tuning in. Showcase, a network backed by the
The cable-network ratings are percentages of the total households each network reaches. not-for-profit, philanthropic Lloyd E.
The U.S. ratings are percentages of the 94.2 million households with TV sets. Source: Rigler-Lawrence E. Deutsch Founda-
Nielsen Media Research. . : . :
HHs. Rating thn. The channel, which is launching
Program Network Time(ET) (000) Cable U.s. || s month atno cost to cable opera-
1. Murder, She Wrote USA  Mon 800p 2,325 37 25 tors, features 2-5-minute "MTV-
2. NBA: Oriando vs. Indiana TNT  Mon 800p 2,297 38 24 style” clips of ballet, classical music,
3. NBA: Atlanta vs. Miami TNT  Thu 800p 2,068 34 22 museum art and other “classic art.”
4. NBA: New York vs. NewJersey TNT  Fri  800p 1,935 32 2.1 Classic Music Channel, which is
5. Murder, She Wrote USA  Tue 8:00p 1,931 3.1 2.0 scheduled to debut in 1995, will fea-
6. NBA: Phoenix vs. Golden State  TNT Wed 10:55p 1,902 3.1 2.0 ture a mix of “classic” music in a
7. Murder, She Wrote USA Thu 800p 1,869 3.0 2.0 short-form music video format. CMC
8. NBA: New York vs. New Jersey TNT Wed 8:00p 1,850 3.1 2.0 also will have a home shopping com-
8. MLB: Dodgers vs. Giants ESPN  Sun 8:00p 1,841 2.9 2.0 ponent.
10. NBA: Atlanta vs. Miami TNT Tue 8:00p 1,834 3.0 1.9 :
11. NBA: Seattle vs: Denver TNT Mon 10:47p 1,779 2.9 1.9 The network 1s hea(s)ed by Peter J.
1. WWF: Monday Night Raw USA Mon 900p 1,779 29 -~ 19 Brightman, a London-based producer
13. NBA: San Antonio vs. Utah TNT  Thu 10:55p 1,766 29 1.9 who has staged concerts for a variety
14. Saved by the Bell TBS Tue 535 1668 27 18 of classical performers as well as pop
15. Rugrats NICK  Sun 10:30a 1,649 27 1.8 stars Ella Fitzgerald, Michael Jack-
_ i son, Miles Davis, Tony Bennett and
Thertotp dﬁv? !:»snhstict r(lzable servr:(:eg ;ortlhhe v:jeell; of If\Ahay 2-8 N ; l-él;g F!;:ing/ others.
are listed at right; they are ranke e number of house- ar .
holds tuning :?1 duriné prime time ()é-ﬁ p.m.). The cable- 1-etTv;‘o1f 1( 612) 2'7/:4 Another_ newcomer vying for chan-
network ratings are percentages of the total households " a0 1’270 5035 nel space 1s the National Health Net-
each network reaches; the shares are percentages of the . ' e work, backed by former U.S. Surgeon
total households each network reaches that have their o 1BS 1,147 1.9/3.1 G IDr. C.E K d oth
sets on during prime time. Source: cable networks based 4. ESPN 852 1.4/23 eneral Dr. L. Lverett Koop and oth-
on Nielsen Media Research. 5 NICK 737  1.2/2.1 flrr959§nd scheduled to launch in early
. [
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HOW FAR
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Vyvx was the flrst to brmg broadcast-
quality flber-optlc television transmission
to the U.S. and Canada. The first to let
you order totally secure broadcast time
with just one call. And we're still the
networks’ choice for premiere events
from professional sports championships
to the Academy Awards® and

major stories from Desert Storm to the
Los Angeles earthquake.

One call is all it takes for Vyvx to
deliver proven service and innovative
solutions — meeting your real
applications and transmission needs
today and tomorrow.

Go ahead and challenge us. You’'ll
see why we're clearly ahead. Ahead
of the pack. Ahead of schedule. Ahead
of our time.

Give Vyvx a call and we’ll take you
with us. To the future.

And heyond.

AAA%A Clearly Ahead:

©1994 ¥ywx, Inc.



Rat i n g S Week According to Nielsen, May 2-8

b iY: = - 0 L]
MONDAY d U 6/20 0
8:00 40. Day O 10.6/18 37. Dave's World  11.0/19 | |42. Fresh Prince 10.4/18
. ne . ;
8:30 y 55. 704 Hauser 9.8/16 | |34. Blossom 11.1/18] |81. Fox Night at the
Movies—House Party 2
3:00 9. Murphy Brown 14.4/22 5.6/9
9:30 | 11 ABC Monday Night 20. Love & War  12.5/19 | | 16- NBC Monday Night
: Movie—Columbo: Movies—Moment of Truth:
10:00 | yndercover 14.1722 | |14. Northern Exposure Cradle Conspiracy 13.5/21
10:30 13.7/22
TUESDAY > S 2-4xs
. 28. Full House 11.6/20 84. South Central 5.2/9
8:00| /201 139, Rescue: 911 10.8/18 Z /
&:30 | 32. Phenom 11.2/18 85. Roc 4.9/8
9:00| 5. Roseanne 16.7/25 |13 cBS Tuesday Movie— 17. 29th Annual Country 85. Tales fr/the Crypt 4.9/7
9:30| 6. Coach 15.9/23 | |The Oldest Living Music Awards 13.4/21| |82. Tales fr/the Crypt 5.5/8
10:00 Confederate Widow Tells B Zh el
1030 12. NYPD Blue 14.0/22 All, Part 2 13.8/21
WEDNESDAY = 2 U . D/ A%
8:00 |10. Home Improvmt 14.3/24| |47, Charles Kuralt: One 51. Unsolved Mysteries 29. Beverly Hills, 90210
8:30|19. Thunder Alley 13.0/21 | |More for the Road 10.2/17 10.0/16 11.5/19
. 1. Home | t21.1/32 i i
900 om mprov-m / 34. In the Heat of the Night ©6. Now with Tom and Katie 20. Melrose Place 11.5/17
9:30 | 7. These Fr of Mine 15.6,/24 11.1/17 8.5/13
10:00 62. Turning Point 8.9/15| |23. 48 Hours 12.0/21 | |26. Law and Order 11.8/20
10:30 :
THURSDAY 14.6/24 B.2/13
8:00 | 71. Byrds of Paradise 26. Mad About You 11.8/21| |55. The Simpsons  9.8/17
. 7.6/13 14. Win 13.7/23 | |50. The Simpsons 10.1/17
8:30 44. Christy 10.3/17 ings / >mp /
9:00 3. Seinfeld 19.3/30| |72. In Living Color  7.1/11
70. Matlock 7.7/12 _ >
9:30 4. Frasier 18.5/29 | |80. Living Single 5.9/9
10:00 153 primetime Live 12.0/21 | |83 Eve to Eye with Connie | |, | 5 )y 12.1/21
10:30 Chung 8.8/15

FRIDAY

10.0/18

9.2/17

8:00 | 44. Family Matters 10.3/20 | |41. Diagnosis Murder 58. This Is Garth Brooks 83. Encounters: UFO
8:30 | 42. Boy Meets World 10.4/19 10.5/20 | |Too! 9.5/18 | |Conspiracy 5.4/10
9:00|32. Step By Step  11.2/20 , ]
53.B sL 9.9/17 : : 68. The X-File 7.9/14
9:30 | 37. Sister, Sister 11.0/19 urke's Law / 59. NBC Friday Night ¢ Aries /
: Mystery—Hart to Hart i, P
10:001, ¢ 20/20 13.1/24 | |57. Picket Fences ©.7/18 9.1/16
10:30
SATURDAY i 5.4
8:00 29. Dr. Quinn Medicine 77. The Mommies 6.5/13| |78. Cops 6.4/13
8:30 | /9- ABC Saturday Night Woman 11.5/23 | [73.The Mommies 7.0/13| [73. Gops 7.0/13
. Movle—The Rocketeer
9:00 6.0/11 64. Empty Nest 8.6/16 | | 75. America’s Most Wanted
9:30 61. Nurses 9.0/16 6.9/13
’ 34. Artistry on lce 11.1/20
10:00 53. The Commish 9.9/18 64, Sisters 8.6/16
10:30
SUNDAY : . : :
. 76. AmFunHmVid 6.7/14 i .
7:00 / 8.60 Minutes  15.3/31| |(nr) NBA Playoffs  8.9/19 | |0 Flintstones: Bedrock
7:30|67. AmAImHmVid 8.2/16 4.8/10
8:00 . 59. Martin 9.1/16
' 47. Lois & Clark  10.2/18 51. seaQuest DSV 10.0/17 - -
8:30 44 Living Single  10.3/17
. ; 21. CBS Sunday Movie— 47 Married w/Chld 10.2/16
2:00 2. .f\BC Sunday N[gh'y! Robin Hood, Prince of 25. NBC Sunday Night 68, George C:rlin 75/12
9:30 “Mowe-—Ste;l),hen King's Thieves 12.4/20 | | Movie—Thelma & Louise . .
10:00 | “The Stand,” Part 1 11.9/20
0. .
10:30 0-1/32 Rl
WEEK'S AVGS 12.0/20 11.6/20 11.1/19 1.4/12
SSN. TO DATE 12.3/20 13.8/22 11.0/18 7.2/12
RANKING/SHOW [PROGRAM RATING/SHARE] (nr)=NOT RANKED *PREMIERE  SOURCE: NIELSEN MEDIA RESEARCH YELLOW TINT IS WINNER OF TIME SLOT

TELEVISION UNIVERSE ESTIMATED AT 94.2 MILLION HOUSEHOLDS; THEREFORE ONE RATINGS POINT IS EQUIVALENT TO 942,000 TV HOMES
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We're known
by the companics we keep.

Disney, Warner Bros., Wal-Mart,
HBO, Toyota, Turmer Broadcasting,
ESPN, General Motors, Chrysler,
CBS and IBM.

They're just a few of the leading
companies that look to Hughes
Communications for the most
advanced, most reliable and best
managed satellite communications
services available.

No other satellite operator has the

coverage and inventory capacity
or offers the broad choice of
frequencies and compression
schemes that HCI does.

And whether it’s cable, net-
work, distance learning, data,
radio or BTV, you'll get the same
dedicated customer service
and state-of-the-art technology
from us.

At HCI, our mission is your

absolute satisfaction.
Because like you, we like to
be in good company.

We're on a Mission.

HUGHES

COMMUNICATIONS
s B |
A unit of GM Hughes Electronics

©1993 HCI, GM Hughes Electronics, NYSE Symbol GMH
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Record 20,000 expected for NCTA convention

FCC rate regulation, you wouldn’t know it from the

way the National Cable Television Association’s annual
convention in New Orleans next week is shaping up.

A record crowd of 20,000 cable operators, programers
and equipment suppliers is expected for the four-day
event (May 22-25), according to NCTA organizers.

What’s more, some 320 companies will pitch their
products in exhibits covering 250,000 square feet of the
New Orleans Convention Center. Last year’s show in

San Francisco featured 268 | :
CABLE Y4

I f the cable indusiry has been crippled by tough new

companies with 194,000
square feet of exhibit space.
The cable rules and their
impact on the industry will be
a theme of the convention. On
hand to defend the rules will
be more than a dozen FCC

SUNDAY, MAY 22

Bl
rmnmm

NCTA committee
and other meetings

8-9 a.m. m Convention committee
breakfast meeting. Room 11, City
Side.

8-11 a.m. m COST committee meet-
ing. Room 20, City Side.

810 a.m, m Women in Cable Foun-
dation trustees meeting. Room 8,
City Side.

8:30-10 a.m. m Cable Positive
board meeting. Room 9, City Side.
10 a.m.-2 p.m. & Diversity Institute
seminar. Marriott Hotel.

10-10:45 a.m. m Associates’ annual mem-
bership meeting. Room 16, City Side. Bal-
lot pickup begins at 9 a.m.

THE .‘\A’!"NAL SHOW

MAY

NE W

| 59 4

GRLEA;\'S

leans.

officials led by FCC Chairman Reed Hundt, who is
scheduled to address a by-invitation-only group on
Tuesday. Commissioner James Quello will speak before
a panel on must carry and retransmission consent on
Monday.

Formally opening the convention program on Monday
morning will be a forward-looking panel featuring Frank
Biondi, president and CEO of Viacom International;
Gerald Levin, chairman and CEO, Time Warner; Lewis
Platt, chairman, president and CEO, Hewlett-Packard
Co., and Michael Schulhof, president and CEQO, Sony
Corp. of America.

The closing session will feature another group of promi-
nent executives: Ted Turner, president and chairman, Turn-
er Broadcasting System; Peter Barton, chairman, Liberty
Media, and Amos Hostetter, chairman and CEQ, Conti-
nental Cablevision. They will be joined by Kathryn Whit-
fill, president of the National PTA., |

5-7 p.m. m Cable Academy’s Cable '94
event. Grand Ballroom, Sheraton New Or-

® Voices Against
Violence and Cable
in the Classroom’s

B Thirty million PCs waiting for cable.
Rooms 39 and 40, River Side.
m Cable and its state/local reguiators:

critical ~ viewing | Working together to bring the future home.
workshop. Room 9, | Rooms 41 and 42, River Side.
City Side. m Getting new services to new markets.

m Living with the
new FCC rate rules.
Room 6, City Side.
56 p.m. m Interna-
tional welcome re-
ception. Room 17,
City Side.

56 p.m. m Working
press reception (in-
vitation only), Room
33, City Side.

Room 43, River Side,

m Video quality: Prove it or improve it.
Room 44, River Side.

2-5 p.m. m International delegates’ tour of
Cox Cable Louisiana (reservation and tick-
et required}.

Concurrent educational sessions
3:154:30 p.m.:

m Washington insiders on telecommunica-
tions. Room 36, River Side.

m Connecting to tomorrow. Rooms 37 and
38, River Side.

m Working with the a la carte regulations.
Rooms 39 and 40, River Side.

10:45-11:30 a.m. m Programers’ annual
membership meeting. Room 18, City Side.
Ballot pickup begins at 8:45 a.m.

11:30 a.m.-12:30 p.m. m CablePAC board
meeting. Room 11, City Side.

12:30-3:30 p.m. m Congressional seminar
(invitation only). Exhibit Hall F.

Special seminars

& international program

11:30 a.m.-1:30 p.m. m Opening plenary
session. Cable’s year in review and prog-
nostications for the future. Room 14, City
Side.

1:30-2:30 p.m. ® International welcome
lunch. Room 17, City Side.

2:30-5 p.m.:

m Managing transition. Rocom 3, City Side.
m Cable technology for the non-technical
manager. Room 5, City Side.

m Effective cable marketing approaches.
Room 7, City Side.

sive exhibit hour.

MONDAY, MAY 23

Breakfast session

7:30-9 a.m. m International delegates wel-
come breakfast. Room 14, City Side (reser-
vation and ticket required).

Opening general session

9-10:45 a.m, m Cable: Bringing the future
home. Exhibit Hall F.

I1a.m.-Noon m Exhibit floor opens/exciu-

Special meetings and lunches
Noon-1:30 p.m. m Public policy lunch (invi-
tation only). Room 14, City Side.
Noon-1:30 p.m. m Independent operators’
board meeting. Room 8, City Side.
Concurrent educational sessions
1:30-2:45 p.m. m Customer and public
relations outreach. Room 36, River Side.

m Cable and broadcast: Life after retrans-
mission. Rooms 37 and 38, River Side.

m impact of digital compression. Rooms 41
and 42, River Side.

m Always on: Network management issues
for interconnection and reliability. Room 43,
River Side.

m Interactivity; Moving from hype to hard-
ware, Room 44, River Side.

NCTA committee & other meetings
4:30-6 p.m.:

m NCTA accounting committee meeting.
Room 8, City Side.

m Cable in the Classroom executive com-
mittee meeting. Room 9, City Side.
4:30-5:30 p.m. m Reception for congres-
sional and FCC staff. Catwalk adjacent to
Room 36.

Cable '94 welcome reception
5:30-7 p.m. m Main lobby.

7:30-10 p.m. m Pioneers’ reception and
dinner (invitation only). Ballroom, Westin
Canal Place.
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Caregory: Hobby

Much More Than A Hobby -
Call It A Pastime With A Passion.

Devoted
To
Everything
You
Love
About

Home.

B scprrs vowamn For More Information Contact Susan Packard. Tel: 810 827-4470 Ecusl Opporunis Emploser



ALPHA SQUARE
Television & Digital Projects

presents

THE POLICY DEBATE BEHIND THE POLITICS.

* one-half hour and hour-long programs
featuring experts speaking on the
important policy Issues of our day

* historical and political “signposts”
—short segments with original
portraits and insights on
personalities, issues and trends

800¢507¢1695 NCTA CABLE '94 PAGER

A

ALPHA SQUARE

TELEVISION & DIGITAL PAGUIECTS

MARY L. AHERN, PRESIDENT

312787+0300
FAX 312+7875907

900 NORTH MICHIGAN AVENUE
CHICAGO, ILLINOIS 60611

TUESDAY, MAY 24

Breakfast sessions

7:30-9 a.m.:

m Public policy breakfast (invitation only).
Room 14, City Side.

m Women in Cable accolades breakfast.
Ballroom, Westin Canal Place.

m Press briefing and breakfast for technole-
gy media. Exhibit Hall F.

General session

9-10:15 a.m. m Building cable's tomorrow
on today’s realities. Exhibit Hall F.
Technical sessions

9-10:30 a.m..

m New paths to video on demand. Room
43, River Side.

m Fiber optics performance update. Room
44, River Side.

10:15 a.m.-Noon m Exclusive exhibit hours.

NCTA committee & other meetings
10 a.m.-Noon ® Reregulation advisory
group meeting. Room 18, City Side.
10:30-Noon m Corporate counsel meeting.
Room 35, City Side.

10:15-11 a.m. m Walter Kaitz executive
committee meeting. Room 11, City Side.
11 a.m.-Noon:

w Walter Kaitz board of trustees meeting.
Room 11, City Side.

Cable’94 infomarts:

Lunch with the experts

Noon-1:30 p.m.:

m Local ad sales: Strategies to accelerate
incremental revenue. Rocm 3, City Side.

B The European regulatory and legislative
environment. Room 5, City Side.

m Solving the muitibillion-dollar mystery:
What do consumers want from interactive
television? Room 7, City Side.

m The role of public utility commissions
under a new federal legislative framework.
Room 8, City Side.

m Affiliated transactions. Room 9, City Side.
m The case for re-engineering the finance
department (NCTA accounting committee
special presentation). Room 6, City Side.
Special meetings and lunches
Noon-1:30 p.m. m Public policy lunch (invi-
tation only). Room 14, City Side.
Noon-1:30 p.m. m Satellite network com-
mittee meeting. Room 20, City Side.

1-2 p.m. m Regional sports networks PR
contacts meeting. Room 18, City Side.
1:30-2:30 p.m. m Systems’ annual mem-
bership meeting. Room 16, City Side. Bal-
lot pickup begins at 12:30 p.m.
Concurrent educational sessions
2-3:15 p.m.:

m Give it away or sell it? Reduce piracy and
improve the bottom line. Room 36, River
Side.

m Jumpstarting the information superhigh-
way at the federal and state levels. Rooms
37 and 38, River Side.

m How and when to access the public mar-
ket. Rooms 39 and 40, River Side.

B Marketing the new services. Rooms 41
and 42, River Side.

® Video tetephony's design alternatives.
Room 43, River Side.

s aseeenesssansmees NCTA 1904 E=====m=—cam—c——— o

m Digital modulation and transmission over
cable. Room 44, River Side.

Concurrent educational sessions
3:455 p.m.:

B Meeting the challenges of international
cable operations. Room 36, River Side

m FCC staff session: Benchmarks and
beyond. Rooms 37 and 38, River Side.

m Revenue streams for tomorrew. Rooms
39 and 40, River Side.

m Cable’'s competition: market viewpoints.
Rooms 41 and 42, River Side.

m Regional digital backbone networks.
Room 43, River Side.

m Determining a digital future: ATV stan-
dards issues. Room 44, River Side.
5:30-7:30 p.m. m 16th annual local
CabieACE ceremony. Grand Ballroom,
Sheraton New Crleans.

WEDNESDAY, MAY 25

Breakfast sessions and meetings
7-9 a.m.:

m NAMIC awards breakfast. Ballroom,
Westin Canal Place.

m | ccal programming seminar planning
commitiee meeting. Room 18, City Side.
Concurrent educational sessions
9-10:15 a.m.:

m FCC staff session: The 1892 Cable Act-
compliance and conflicts. Room 36, River
Side.

m The role of advertising in the new tech-
nologies. Rooms 37 and 38, River Side.

m Programming for an international audi-
ence. Rooms 39 and 40, River Side.

B The mixing bowl: The cable and telepho-
ny marketplace. Rooms 41 and 42, River
Side.

®m Engineering the information superhigh-
way. Room 43, River Side.

&8 The new FCC consumer interface re-
quirements. Room 44, River Side.

9-3 p.m. Cable in the Classroom’s teach-
ers’ program. Room 12, City Side.
General session and luncheon

1-3 p.m. B “Larry King Live: Faces of
America via Cable.” Exhibit Hall F.
Special seminars

3-4:30 p.m.:

m Understanding the cable and telecom-
munications stock market for the personal
investor. Room 3, City Side.

m Telephone technology basics. Room 5,
City Side.

m In-service FCC testing with a spectrum
analyzer. Room 7, City Side.

m All politics is local. Room 9, City Side.

®m Customer service coaching skills for
supervisors. Room 8, City Side.

3:30-5 p.m. International delegates' tour
of Cox Cable Louisiana (reservation and
ticket required).

4:30-5 p.m. Convention committee wrap-
up meeting. Room 11, City Side.

6:30 p.m. m National awards annual ban-
quet. Grand Ballroom, Sheraton New
Orleans.

THURSDAY, MAY 26

9 a.m.-2 p.m. NCTA board of directors’
meeting. The Gallery, Windsor Court Hotel.
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6N OF THE TIMES

furn on the hright lights! Playboy

Television is now a permanent 24-

hour network.,

That means more original program-
ming. more world premieres, more
fivst-run movies. More of all the things
that make Playboy unigque, and some

exeiting new surprises as well,

What it all means 1o you is 14
additional hours of revenue from

Playboy Television every day,

N0 put the the word out;

We never close,

>

Television with a Passton

CALL YOUR PLAYROY REPRESENTATI

Los Angeles—Don Stareke  (310) 246- 1000

New York—Rov Weissman (2125 261-5000

Atlanta=Tom Halse 404y A23-3860
=il —

Brian Quirk m Chicago at (312 731-8000




Radio draws advertisers
as economy strengthens

Growing consumer confidence and gains in automotive
industry boosts sales, ad revenue at stations nationwide

By Donna Petrozzello

rebound in the automotive in-
Adustry and increasing financial

security for many Americans
have been boons to advertisers, who
may spend more in radio advertising
this year than they have in a decade.

The early first-quarter returns for
1994 are promising. From January
through March, the Radio Advertising
Bureau (RAB) reported a 13% in-
crease over last year in advertising
revenue from local and national ad-
vertisers at stations in more than 100
markets nationwide.

For local advertisers, the first quar-
ter marked an average 12% increase
in all markets over last year, the RAB
reported. National advertisers showed
a slightly higher growth, generating
approximately 16% more revenue for
radio nationwide in the first quarter of
the year and 18% more revenue in
March, compared with last March.

Brisker automotive sales may be
powering radio’s revenue increases,
say some radio revenue researchers,
including George Nadel Rivin, a part-
ner with the Miller, Kaplan, Arase &
Co. accounting firm in Los Angeles.
Automotive advertising by national
manufacturers, servicers and used-car
dealers represents a sizable share of
the radio advertising pie, Rivin says.

In Los Angeles, auto sales and ser-
vice accounted for 12.8% of the total
radio advertising revenue in the first
quarter of 1994, Rivin says. The same
industry accounted for just 9.7% of
advertising revenue for 1991, and “as
the automotive industry has strength-
ened, a lot more money has been
flowing into radio,” he says.

Gordon Mason, president of the
Southern California Broadcasters As-
sociation, which measures radio ad-
vertising revenue in Los Angeles, says
automotive advertisers already have
spent 11.5% more for radio time this
year than last year. Those advertisers
spent $10.8 million in radio so far this

year compared with $9.6 million spent
in the first quarter of 1993, he says.
Banks and other financial-service
advertisers are another industry lead-
ing the revenue swell, says Sandy Jo-
sephson, executive director of the New
York Market Radio Broadcasters
Association (NYMRAD). As the eco-
nomy has tumed the corner, banks in-

U.S. and provide their findings to the
RAB. The second is the Hungerford,
Aldrin, Nichols and Carter accounting
firm in Chicago.

Cliff Aldrin, a partner with the
Hungerford firm, attributes some of
the gains to the selling techniques of
stations. It *“is switching back from a
buyer’s market to a seller’s market,”
Aldrin says, and stations are less apt to
cut their rates now than they were in
the early 1990s. *In the past, they
might not have been pushing their
rates to maximize the value of the sta-
tion,” Aldrin says of radio salespeople.

Advertisers also are responding to the
increasing buying power of the public at
large. “There is now more confidence in
consumers to spend,” Aldrin says.
*“They have more confidence. People no

creasingly have been
advertising low in-
terest rates, home
equity loans and loan
refinancing. Says Jo-
sephson: “They have
“come back big.” He
estimates that this
trend will continue
through 1994,

The same seems
to be true in Los An-
geles, where revenue
from advertising by
banks and other fi-
nancial services in-
creased by 10.5%,
from $5.9 million in
1993 10 §6.5 million
in the first quarter of
1994, Mason says.
Discount retailers
also are spending
more, approximately
10.6% more, in radio
advertising over last

RAB INDEX OF
RADIO AD REVENUE

1st gtr 94 gain over 1st gtr '93
LOGAL REVENUE as

longer fear they are
going to lose their
jobs.”

But while many
agree advertisers are
looser with dollars
the economy
picks up, they think
that advertisers are
being prudent. Their
caution benefits
radio, Rivin says,
because advertisers
prefer the less costly
radio advertising to
spending thousands
more On newspaper,
billboard and televi-
sion advertising.

“If advertisers in-
crease their radio
spending, there is
less risk than if they
increase their spend-
ing in television and
newspapers,” Rivin

year, he says. Source: RAB

says. “With radio,

Other big adver-
tisers in New York include the auto-
motive, retail, entertainment and
food, beverage and drug industries,
Josephson said. In the top-rated New
York metro market, total revenue
increased by almost 12%, or roughly
$76.6 million, for the first quarter
from the $68.5 million spent in 1993’5
first quarter, according to NYMRAD
figures.

The Miller firm is one of two
groups that calculate and report ad-
vertising revenue at radio stations in
major and minor markets across the

— they can look at
spending their budgets with relatively
lower risk.”

Many predict that the healthy gains
evident throughout the first quarter
will continue through the year. “Radio
looks to be very healthy at the
moment,” Aldrin says. “There is no
indication that it won’t continue.”

“May could be a record month,”
Josephson says. “Stations could sell
out of inventory and may have to turn
away business. Right now, June also
looks strong. New York certainly mir-
rors the rest of the country.” [ |

_
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CoMMITMENT. EXPERIENCE. INNOVATION.

Select Broadcasting Transactions
Completed First Quarter 1994

MUGHES BROADCASTING PARTNERS
NEW ORLEANS MEMPHIS LOS ANGELES
WILKES-BARRE BUFFALO NASHVILLE

$72,500,000 $60,000,000

Senior Credit Facilities Senior Credit Bank Facilities
Agerited and Arranged By Agented and Arranged By
ﬂ Bank of Montreal a Bank of Montreal

== =SS

New Vision Television New Vision Television

KOLD-TUCSON WSAV-SAVANNAH WITV-JACKSON
$30,000,000

KSFY-STOUX FALLS  WECT -WILMINGTON  WHLT-HATTIESBURG
Subordinated Notes due 2001

$65,000,000

Senior Bank Credit Facilities
The wedersigned acied as financial advisor 1o the
Company and arranged the private placeinent
of the securities with institutional ircestors,

Lead Managing Agent:

ﬁ Bank of Montreal m Bank of Montreal

ﬂ Bank of Montreal

For further information, please call Yvonne Bos, Managing Divector, Communications/Media, U.S. Corporate Banking at (212) 605-1424.
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President continues tradition of radio address: six minutes, or longer

By Donna Petrozzello

W

ith the mention of President
Clinton, do key phrases such
as “health care,” “Bosnia” or

“Whitewater” come to mind? How |

about “long speeches™?

Reinforcing his image as a Pre-
sident who loves 1o talk, Clinton
delivers a radio address live from
the Oval Office every Saturday at
10:06 a.m., continuing the tradi- |8
tion from the Reagan era. Some =8
500-700 stations nationwide carry S
the address each week, and they &
have the option to broadcast it live |5
or tape it, says White House press [
spokesman Richard Strauss. '

The segment is billed as a six-
minute segment, but as station
managers and news directors
attest, it is often much longer. “It
seems like it goes on for a half-
hour, and it’s duller than dirt,”
says Michael Hedges, director of pro-
graming operations at news/ talk
KRLD(AM) Dallas. “A speech of six,
eight, 12 or 14 minutes is too long. We
don’t have the luxury of letting people
go on and on. It’s not attractive to the
commercial radio user.”

Unlike other stations that broadcast
the message live, KRLD tapes the ad-

D NG GUA N

Denemark leaves Westwood
One for United Stations

Andy Denemark, former director of
programing for Westwood One
Radio Networks and The Source,
was named vice president of pro-
graming at United Stations Radio
Networks last week.

Denemark will oversee all pro-
graming for the United Stations
network and will report to Presi-
dent Nicholas Verbitsky. Before
joining Westwood, Denemark for
several years worked in affiliate
relations and programing with NBC
Radio Networks before Westwood
acquired the NBC network in 1987.

Smooth jazz gains in ratings
Blending the popular light jazz,
new age and adult contemporary
\_hits formats, “smooth jazz,” also

dress, breaks it into shorter segments
and intersperses the bits with news
throughout the day on Saturday,
Hedges says.

At all-news wiNs{aMm) New York,

says. The majority of listeners who
comment on the segment seem to like
it, he says, but adds that some who dis-
agree with Clinton’s statements “don’t
like the fact that we gave him so much

The President’s Saturday morning radio addre
cartied by more than 500 stations.

the newsroom staff joins in a weekly
pool and places bets on how long the
President’s address will be, says WINS
executive editor Steve Swenson. “Tt
always goes on longer than six min-
utes....Sometimes it’s 11 minutes or
seven minutes.”

WINS broadcasts the address live to
250,000-275,000 listeners, Swenson

known as “‘new adult contempo-
rary,” is gaining listeners across the
country, says music consultant
Lamonica Logan-Thomas.

Smooth-jazz stations WQCD({FM)
New York, koar{am) Dallas and
KBLX(FM) Berkeley won shares of
5.1, 6.1, and 6.8, respectively, in
the winter 1994 Arbitron ratings for
the 25-54 age bracket, 6 a.m.-mid-
night, Monday-Sunday slot.

Building on their success, sta-
tions KOYT(FM) Phoenix and
KATZ(FM) St. Louis have adopted
the format, Logan-Thomas says.
The mix of melodic jazz instrumen-
tal pieces and adult-contemporary
hits is “enjoyable at work, romantic
at night and uplifting in your
leisure,” says Logan-Thomas, who
promotes the format.

xoal Dallas adopted the format
in 1988 and now is one of the high-

SS is

time.”

Clinton often discusses the
week’s most salient news issues
on the air or uses the time to
broadcast an announcement or air
his thoughts on an event, but
sometimes he is less serious,
Strauss says. During a May 7
broadcast, Clinton commented on
Mother’s Day, he says.

Clinton’s radio show is pro-
duced by a rotating pool of major
radio networks and is sent by
Capcities/ABC via satellite to
|| other networks and their affiliates
@ that carry the address, Strauss
says. The pool includes Capcities/
ABC, CBS, NPR, Standard News,
Westwood One, UPI and Voice of
America.

The service is free for participating
networks and affiliates. The address
reaches nine of the top 10 radio mar-
kets across the country, with Boston
the only top 10 market in which a sta-
tion has not signed on to the broad-
cast, Strauss says. [ |

est rated “smooth jazz” stations in a
top 10 market. KOAI is also the third
highest-rated station in the 25-54
age bracket in Dallas, says KOAI
program director Paul Goldstein.

Tanger donates to

hometown hospital

The Newton-Wellesley Hospital in
Massachusetts has renamed its on-
cology unit the “Tanger Four” in
recognition of a donation made by
Howard {Woody) Tanger, president
of Marlin Broadcasting Inc., which
boasts the nation’s largest group of
classical music stations. Tanger’s
holdings include wTMI(FM) Miami,
WQRS(FM) Detroit and WFLN(FM)
Philadelphia. Tanger launched a
career in radio after working as an
intern with ABC News in Washing-
ton. A native Bostonian, Tanger
was raised in Newton.

a
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Liz Roll

Chong: ‘Demerits’ may reduce TV violence

Nominee says FCC should step in if guidelines don’t work, Ness also expresses concern

By Kim McAvoy

CC nominee
FRachelle Chong
cares deeply
about the issue of
violence on televi-
sion, and she would }
like to see the FCC
do something about
it if the networks
don’t tone down
their programing.
Chong told a Sen-
ate panel last Wed-

with a way to deal
with the issue.
Chong also en-
dorsed legislation
introduced by Sena-
tor Byron Dorgan
(D-N.D.) that would
require the FCC to
grade stations for the
amount of violent
programing they air,
These “report cards”
also would identify
sponsors of a pro-

nesday that volun- e gram and would be
tary guidelines are gysan Ness () and Rachelle Chong answer questions from Senate Commerce Com- distributed to the
appropriate, but the mittee members during their confirmation hearing. A vote is expected tomorrow.  public. Chong called
FCC should consid- that a creative way to
er action if the networks air too much | fill the Republican vacancy at the | deal with the issue.
violent programing. FCC, made her comments during a Chong, a cellular communications
Asked what the FCC might do to | confirmation hearing before the Sen- | lawyer and a partner in the San Fran-
rid the airwaves of what Senator John | ate Commerce Committee. Also | cisco law firm Graham & James,
Danforth (R-Mo.) characterized as | appearing was FCC Democratic nom- | seemed to share Danforth’s concerns
“straight sex and straight violence,” | ince Susan Ness. that homes are being “invaded by sex
Chong suggested that the agency Ness also expressed concern about | and violence on a daily basis.” She
“award demerits” to broadcasters. | violent programing, but she did not | said she would support rigorous en-
The demerits would be taken into con- | suggest specific legislative or regula- | forcement of the agency’s indecency
sideration when a station’s license | tory solutions. Rather, she promised | rules.
came up for renewal. she would use her “creative juices” Both Chong and Ness emphasized
Chong, who has been nominated to | while serving on the FCC to come up | their backgrounds in telecommunica-
Where the nominees stand
Before appearing before the Senate Commerce Commit- | handed in their dealings with the industry-and the public.
tee last week, Susan Ness and Rachelle Chong submit- | Regulation, carefully applied, may be necessary to
ted written responses to questions from committee mem- | accomplish well-defined societal objectives or to ease the
bers. Among the issues and responses: transition from a menopoly to a competitive marketplace.”
Must carry Chong: "l expect to take a pragmatic, commonsense
Ness: If the'law is struck down, the FCC should “mon- | view to government regulation. If competition is to work
itor whether cable companies are retaining over-the-air | well, it may require some government action. | do not
broadcast stations in their channel lineups and deter- | believe the government should put on blinders. | do think
mine what action, if any, to take.” the government must meove away from-the direct eco-
Chong: “Assuming the [Supreme] Court upholds the | nomic regulation previously used with monopelies.”
must-carry provisions, | will endeavor to implement the Highest priority
congressional intent through appropriate action.” Ness: LLooks forward to “helping create a more com-
Cable rate regulations petitive marketplace and to promoting the rapid deploy-
Ness: “As a general policy, | will be an advocate for efforts | ment of new technologies.”
to simplify regulations and reduce regulatory burdens.” Chong: implementation of “sweeping communications
Chong: “l would nat want to prejudge any of those | legislation” is her highest priority. But if Congress does
issues before having an opportunity to be fully briefed by | net pass such legislation, she is committed to imple-
the FCC's expert staff and all the competing interests | menting the 1992 Cable Act and the spectrum. auction
regarding these difficult issues.” process, completing licensing of. persenal communica-
Approach to communications regulation tions systems and insuring “access for all Americans for
Ness: Regulators must be “open-minded and even- | advanced telecommunications services.
L

Broadcasting & Cable May 161994

51




tions. Ness, who was introduced by
Senator Barbara Mikulski (D-Md.),
was a media lender with American
Security Bank from 1983-92.

“In particular, I will bring an under-
standing of the financial side of the
communications industry that comes
from having served as senior lender to
communications companies, large and
small, across this nation,” Ness said.

Chong, who would be the first
Asian American to serve as an FCC
commissioner, was introduced by
Representatives Robert Matsui and
Norman Mineta, both California
Democrats.

She told the committee that as a
lawyer specializing in telecommuni-
cations, she recognizes “this indus-
try’s enormous potential to benefit the
lives of Americans and, in fact, the
world.”

She added that she believes in a
“commonsense, pragmatic approach

to regulation. I encourage regulation
that protects the public interest with-
out artificial or outdated barriers to
competition.”

Chong and Ness were both heartily
endorsed by Senate Communications
Subcommittee Chairman Daniel Inou-
ye (D-Hawaii). He said he would rec-
ommend that the Commerce Commit-
tee approve their nominations when it
meets tomorrow, May 17. The full
Senate 1s likely to consider the nomi-
nations before the end of next week.

There was some criticism during
the hearing. Senator John McCain (R-
Ariz.}) appeared peeved with Chong
and Ness for not submitting more spe-
cific answers to the pre-hearing ques-
tions they received, McCain grilled
the two about their views on the fair-
ness doctrine.

Chong said she comes at the issue
“like a lawyer.” She “clearly under-
stand[s] the need for the doctrine.”

— WASHINGTON —

But she also is sensitive to the consti-
tutional issues raised by the doctrine.
Ness said she had nothing to add to
her written response, although she
emphasized that she has “great re-
spect” for the First Amendment.
Other issues also cropped up. The
nominees were asked whether Con-
gress should enact comprehensive tele-
communications reform legislation
this year. Chong agreed. Ness said it is
time to bring the Communications
Act of 1934 into the 21st century.
They also were asked what they
thought of a proposal to levy a spec-
trum royalty tax to help fund the
expenses associated with implement-
ing the GATT free trade agreement.
Ness said she wants to explore the
issue further. Chong, however, had
some concerns with the idea of taxing
industries regulated by the FCC and
using the revenues for non-communi-
cations-related programs. |

Ameritech: More time before break-even

By Christopher Stern

meritech will take two years
Alonger than planned to break

even on three of its five pro-
posed video dialtone projects.

The regional Bell operating compa-
ny stated in its original filing with the
FCC that it would begin making a
profit within seven years on all five of
its VDT operations. It now says “‘pay-
back periods range between seven and
nine years” for VDT projects in Illi-
nois, Michigan and Ohio. It also plans
to build switched video networks in
Indiana and Wisconsin.

The company also has revised some
of the fundamental economic esti-
mates. Ameritech originally said the
total current value of its five propos-
als was $226 million. [t now estimates
$105 million. In Illinots, it lowered its
estimate of current value from $83
million to $36 million.

Ameritech’s revisions were made in
reply to a letter of inquiry from the
FCC’s Common Carrier Bureau. The
bureau had asked for additional infor-
mation on the company’s video dial-
tone proposals.

An Ameritech spokesman says it is
not unusual for significant financial
revisions to be made when costs are
estimated. After the FCC submitted
its questions, Ameritech discovered

L

an error in its economic model and
adjusted its figures accordingly.

But opponents of the Ameritech
VDT project say that any downward
revision of Ameritech’s original pro-
posal supports their argument that
regular telephone ratepayers will end
up paying for the advanced video ser-
vices.

“If they are going to continue to
lose money, then cross-subsidization
is inevitable,” says Scott Thompson, a
lawyer with Cole, Raywid & Braver-
man. Thompson's firm represents
cable groups in the five states where
Ameritech plans to launch VDT pro-
jects.

Thompson also is critical of Ameri-
tech’s estimate of 39% penetration of
homes passed within 10 years. “Cable
penetration is currently 60%,”
Thompson says. “Do they assume
they are going to get the remaining
40%7°

FCC Chairman Reed Hundt last
week reiterated his support for video
dialtone. “There is no question that
[it] is a good goal,” Hundt said. The
commission is examining the ques-
tions raised by both the cable industry
and consumer groups, he said. Like
the cable industry, consumer groups
have filed several petitions to deny
VDT applications based on their con-

cerns that phone companies will use
telephone ratepayers to cross-subsi-
dize their video networks.

Although its response already is
being used by its opponents against
Ameritech, company spokesman Mike
Brand last week said that the company
sees “nothing negative in the FCC’s
letter of inquiry.” It is evidence that
the FCC is taking a close look at
Ameritech’s applications, he said. W

Errata

it was incorrectly reported May 2
that FCC nominee Rachelle Chong
was a commissioner of the Repub-
lican Party’'s Legal Services Trust
Fund Commission in San Francis-
co from 1992-94. Chong is a mem-
ber of the Republican Party. She
also served on the Legal Services
Trust Fund Commission, which
has nothing to do with the Republi-
can Party.

HEnR

US Woest Chairman Richard Mc-
Cormick last week told the Senate
Commerce Committee that if S.
1822 passes, the telco will stop
building the information superhigh-
way in US West territory, not that it
would stop building the highway in
Orlando, Fla., as reported May 9.
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During a press briefing marking his first six months
in office, FCC Chairman Reed Hundt last Monday reit-
erated his support for a self-funded commission. Any
resulting increases in user fees would have a “nominal
impact” on the industries regulated by his agency, he said.
The Clinton administration has made a formal request to
Congress that the FCC support itself through user fees.
Although Hundt has endorsed the concept of a self-funded
FCC, he was reluctant to discuss the details of the admin-
istration proposal. “I think it’s best not to get mired down
in the intricacies of appropri-

ations,” Hundt said. The E
agency estimates that fees i
would have to increase by as aS

much as $70 million for the com-
mission to pay for itself.

1]

The U.S. Court of Appeals in Chicago has set
June 14 for oral arguments for appeals of the

s 3
: /j

WASHINGTON

service announcement produced by the National Associa-
tion of Broadcasters. The NAB distributed the 30-second
spot to TV stations across the nation last week. The First
Lady highlights the fact that May is National Physical Fit-
ness and Sports Month and says: “In an era in which tech-
nology does much of the moving for us, we have to search
for ways to put physical activity back into our
lives. After all, our strength as a nation depends
on our strength as individuals. So in the
pursuit of happiness, health and produc-
tivity, let’s get moving, America.”

i

Cable regulation is the
least important civic duty
for municipal authorities,
according to a new study
being distributed by the Cable Televi-
sion Association of Georgia. The sur-
vey adds that most local officials
_ describe their relationship with cable

ngton

Tl
'l

R

FCC’s remaining financial interest and syndication

rules, which bar them from the domestic syndication
business until November 1995. Hollywood studios and
other prime time producers will make the case for restoring
the former rules, which kept networks out of the syndication
business indefinitely and restricted their ability to acquire
financial interest and syndication rights in prime time
shows. The court, which in an earlier appeal ruled in the net-
works’ favor, is expected to act this summer.

The California Cable Television Association has
weighed in on the FCC’s review of its rules on price
caps for local exchange carriers. The association says the
agency’s current methods for evaluating the rates of LEXs
are “insufficient to guarantee that telephone ratepayers are
paying just and reasonable rates.” The association also is
fighting PacTel’s video dialtone application, saying the
telco is using its telephone ratepayers to cover the costs of
its proposed video network.

QVC and the Home Shopping Channel have received
reassurances from the FCC that the new cable rules
allow them to offer financial incentives to cable operators in
return for carriage. QVC’s spin-off channel, Q2, is offering
cable operators $3-$5 per subscriber as a launch incentive.
Also, cable operators don’t have to adjust their cable rates to
offset income from sales commissions, according to the let-
ters of clarification. Both HSN and QVC return a percentage
of home shopping revenue to subscribers. The shopping
channels recently asked for letters of clarification because
the new cable rules and related rate forms raised questions
about external revenue streams.

Fox’s fX got its second clarification from the FCC.
The commission will allow cable operators who launch the
new channel to notify subscribers through television and
newspaper announcements. The waiver allows operators
to avoid a costly mailing giving subscribers 30 days’
notice of the channel change. The letter adds, “We limit
this waiver, however, to those operators who are unable
through reascnable efforts to provide the required notice as
part of their regularly scheduled subscriber mailings.”

First Lady Hillary Rodham Clinton is promoting
physical fitness this month. She’s appearing in a public

rules. The big three networks will argue for repeal of Edited By Kim McAvoy

operators as “good.” However, the
more contact municipal authorities
had with cable operators, the less likely they were to view
their relationship as a positive one.

The Senate Commerce Committee last week held
a confirmation hearing on the nomination of New Jer-
sey real estate developer Alan Sagner to the board of the
Corporation for Public Broadcasting. There is Republi-
can opposition to Sagner’s nomination, and it’s likely
that his nomination will be held up in the Commerce
Committee.

Former Democratic presidential nominee George
McGovern will be keynote speaker at the Radio and
Television News Directors Association’s annual conven-
tion in Los Angeles. McGovern, who is president of the
Middle East Policy Council, will appear at an internation-
al breakfast on Oct. 14.

The unlicensed Virginia radio operator who set off
the biggest manhunt in the history of FCC enforce-
ment has been sentenced to more than eight years in
prison for transmitting false information to aircraft pilots.
Rodney Bocook was convicted in January in federal court
of endangering the safety of aircraft in flight and of using
“obscene, indecent or profane language” in a radio trans-
mission. His transmissions were made from his house and
car and set off a joint effort by the FCC, the Federal Avia-
tion Administration and the FBI. FCC investigators were
called into Virginia to apprehend Bocook. He was sen-
tenced on April 26.

The FCC's Mass Media Bureau is looking into the
proposed settlement between Infinity Broadcast-
ing Co. and the African American Business Association
over the sale of wpGC-FM-aM  Washington. The group
agreed to drop its petition to deny the $60 million deal in
return for Infinity’s commitment to provide discounted
advertising rates to minority businesses. Under the deal,
Infinity also would train minorities who want to get into
the radio business and guide businesses that have not used
the medium for advertising. The bureau is reviewing the
settlement to make sure does it does not violate the
agency’s rules on unjust enrichment. ]
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Multimedia sets future sights on cable

With wireless sale, company gives up local video monopolies in Wichita, Oklahoma City

By Geoffrey Foisie

ultimedia’s sale last week of
M two wireless cable systems is a

deal with a difference. By tak-
ing $35 million for its systems in
Wichita, Kan., and Oklahoma City,
Muitimedia voluntarily is giving up its
local video monopolies there.

In each market, Multimedia owned
both the wireless cable system and the
dominant cable system. Although
such cable/wireless crossownership is
prohibited by the 1992 Cable Act,
existing combinations, including
Multimedia’s, were grandfathered.

The company was under no pres-
sure to sell its wireless cable opera-
tion to American Telecasting, the
country’s largest wireless operator.

But Multimedia figured that no
matter what it did, it would get com-

petition from direct-broad-
cast satellites, the telephone
company or some other
operator, says Mike Burrus,
president of Multimedia
Cablevision. So it decided to
sell the wireless systems,
which worked out to about
$2,000 for each existing
wireless subscriber.

During the past year,
Multimedia
expanding its wireless cable
business, Burrus says, but
the opportunities were not available at
the right price. However, without get-
ting bigger, Multimedia would not
enjoy the economies of scale. For
example, neither wireless operation
was eligible to join with the cable divi-
sion to obtain programing volume dis-

considered Mike Burrus, presi-
dent, Multimedia
Cablevision

-~

April 18, 1994\

Group One Broadcasting
Limited Partnership

has completed the sale of the assets of

WAKC-TV
Akron, Ohio
an ABC-TV affiliate

to

VVI Akron, Inc.

a subsidiary of ValueVision International, Inc.

The undersigned initiated this transaction and assisted
the parties throughout the negotiations.

sl

TED FHIEPBURN
COMIPANY

Ted Hepburn, President
325 Garden Rd., Paim Beach, FL 33480
(407} 863-8995

Todd Hepburn, Vice-President

P.O. Box 43263, Cincinnati, OH 45243-0263
(513) 271-5400

counts, he says.

Brian Gast, president and
chief executive officer of
American Telecasting, says
the combined household
penetration of the two wire-
less systems is 3%, he notes.
“Even if we just double that,
it means we will have paid
only $1,000 per customer.
With financing being rea-
sonably inexpensive, that is
a good deal.”

Burrus says the two wire-
less operations sold to American were
cash-flow positive, Their basic sub-
scriber rate was about 20% below the
company’s wired cable basic rate.

American Telecasting last week
also completed a number of other
wireless acquisitions in markets with
1.1 million homes. To help finance the
transactions, the company plans to
raise $100 million by issuing senior
discount notes. It will be the first such
public debt offering by a wireless
cable operator.

Meanwhile, Multimedia is upgrad-
ing its wired cabled systems. In
Wichita, where it recently acquired
some 50,000 cable subscribers con-
tigrous to its existing subscriber base,
it is doing a fiber upgrade. It also has
entered into a partnership to provide
an “alternate access system” to long-
distance telephone networks. ]

Doubling would boost
Turner control
The Turner Broadcasting System
in June will call a stockholders'’
meeting to discuss the possibility
of doubling the veting pewer of its
Class A stoek, according to a proxy
filed this month with the Securities
and: Exehange Commission. Wall
Streeters speculate TBS Chairman |
Ted Turner might be looking for a :
way to sell some shares in the .
company while maintaining a_
majority of the voting power. A
- doubling would boost Turner’s vot-
ing control from 54% 1o 64%. —RB .
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WUSL({FM) Philadel-
phia and WTPX(FM)
Fort Lauderdale,

(Sharad Tak) for $50

CWNS KMPS-AM-FM/
KzOK-FM  Seattle;
KHTK(AM)-KNCI(FM)/KRAK-FM Sacramen—
to, Calif.; KSD-AM-FM/KYKY(FM) St.
Louis; wazz{Fm)/wmxp(Fm) Pittsburgh;
wioa(Fm) Philadelphia and wsoc-
FM/WMXC(FM) Charlotte, N.C. Seller is
debtor-in-possession operating under
bankruptcy protection and owns
KITv(Tv) Honolulu; wkio(Fm) Urbana,
INl.; warz-Tv Buffalo, N.Y., and waow-
Tv Eau Claire, wxow-Tv La Crosse,
wkow-Tv Madison and waow-Tv
Wausau, all Wisconsin. wusL has
urban contemporary format on 98.9
mhz with 18 kw and antenna 830 ft.
wTPx has AC format on 106.7 mhz
with 100 kw and antenna 984 ft.

WCOA(AM)-WWRO(FM) Pensacola,
Fla., and WKRG-AM-FM Mobile, Ala.
1 Purchased by Coast Radio LC
(Thomas Diamond and Greg Gordon,
managers) from WKRG-TV Inc. for
$4.46 million. Buyer has no other
broadcast interests. Seller owns
WKRG-Tv Mobile, Ala. wcoa has AC for-
mat on 1370 khz with 5 kw. wwro has
contemporary hits format on 100.7
mhz with 100 kw and antenna 1,555 ft.
WKRG(AM) has news/talk/sports format
on 710 khz with 1 kw. wkrG-Fm has AC
format on 99.9 mhz with 100 kw and
antenna 1,755 ft. Filed Aprii 29
(WCOA: BAL940429GM; WWRO:
BAL940429G0O; WKRG(AM): BALH-
940429GN; WKRG-FM BALH-
940429GP).

WLTZ(TV) Columbus, Ga. 1 Pur-
chased by Piney Creek Broadcasting
Co. Inc. (Ruth Allen Ollison, president)
from Lewis Broadcasting Corp. (J.C.
Lewis Jr., president) for $4.3 million.
Buyer owns KeGa(am) Daingerfield,

L

'Proposed station trades

By dollar volume and number of sales

Total 0 $66,010,000 06

Total O $1 740,702,809 0287

=

Clhansingiancs

The week’s tabulation of station and system sales

5 Tex. Seller owns
WZRK {am) Jackson
and wsTz-Tv Vicks-

Fla. o Purchased by This week. burg, both Mississip-
EZ Communications AMs0S0 00 pi; WICL-FM-TV Sav-
Inc. (Alan Box, presi- FMs 0$53,750,000 0 2 annah, Ga., and wLTx
dent) from Tak Com- Combes 0$7,960,000 0 3 (Tv) Columbia, S.C.
munications Inc. TVso $4,300,000 0 1 wLTZ is NBC affiliate

on ch. 38 with 1070

million. Purchase So far in 1994 | kw visual, 500 kw
creates the seventh ’ aural, and antenna
duopoly for EZ Com- AMs 0 $57,285,934 0 54 1,512 ft. Filed April 29
munications, adding | TMs0$347,066,3000115 | (BA| CTg40429-KE).
Philadelphia. Buyer TVs 0$742,460,000 0 27 Mich. o Purchased

by Pathfinder Com-
munications Corp.
(John F. Dille Ill, president) from Hol-
land Commumcat\ons Inc. for $3.75
million. Buyer owns WTRC{AM)-
wLTa(FM) Elkart and waHK(AM)-
WMEE(FM) Fort Wayne, both Indiana,
and wcuz-am-FM Grand Rapids, Mich.
Seller owns wHTCc(am) Holland, Mich,
WKEZ has easy listening format on 96.1
mhz with 50 kw and antenna 492 fi.
Filed April 25 (BALH340425GG).
WRJN(AM)-WHKQ(FM) Racine, Wis.
o Purchased by MG Radio LLC (Mar-
cus family) from Vision Broadcasting
for an estimated $2 million. MG Radio
is a new company formed by the merg-
er of Vision Broadcasting and the Mar-
cus family of Mitlwaukee. Anthony Gaz-
zana, president of Vision Broadcast-
ing, will continue as president of the
new venture. Buyer and seller have
no other broadcast interests. wrIN has
AC/news/talk format on 1400 khz with
1 kw. wHKQ has beautiful music format
on 92.1 mhz with 6 kw and antenna
500 ft. Broker: Blackbum & Co.

WMKT(AM)-WKHQ-FM Charlevoix,
Mich. o Purchased by MacDonald
Broadcasting Co. (Ken MacDonald Jr.,
president) from Jay Meyers, receiver
for AJ. Walker Communications Inc.,
for $1.5 million. Buyer owns wsam(am)-
WKCQ-FM Saginaw, WwpPz {AM)-WMBN-FM
Petoskey, watT{am)-wwirz-Fm Cadillac
and wiLs-am-FM Lansing, all Michigan.
Seller has no other broadcast inter-
ests. wMKT has business news/talk for-
mat on 1270 khz with 5 kw. WHKQ-FM
has CHR format on 105.9 mhz with
100 kw and antenna 899 ft. Brokers:
Blackburn & Co. and Questcorn Radio

Brokerage Inc.

a
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WLQT-FM, Dayton, Ohio
from Liggett Broadcast,
Inc. Robert G. Liggett,
Jr., Chairman to Regent
Communications, Inc.,

Terry S. Jacobs, President &
CEO for $5,500,000.

George I. Otwell
Broker

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

GEORGE . OTWELL
513-769-4477
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Analog’s not dead yet

Some broadcasters are opting for laser disk machines in random access applications

By Chris McConnell

ot everyone is abandoning ana-
N log as an answer for tapeless
recording.

Despite the recent wave of enthusi-
asm for digital disk-based recording,
Fox Inc. this month is installing a
series of analog laser disk machines to
support its NFL coverage this fall.
The machines, from Pioneer New
Media Technologies Inc., record 32
minutes of uncompressed video from
tape for playback to air but do not
compress or digitize the pictures.

Pioneer, which has been pushing
the machines since 1992 and intro-
duced its latest version earlier this
year, insists that the analog machines
offer broadcasters an established tech-
nological approach to implementing
random access.

“The digital frenzy has resulted in
digital confusion,” says Pioneer’s
Richard Bauarschi, who maintains
that several issues remain unresolved
in the world of digital video.
Bauarschi, Pioneer’s manager of
broadcast marketing, cites his compa-
ny’s qualms about compressed picture
quality and the absence of standards
for testing and measuring compressed
pictures. “We're just saying that, for
broadcast-specific purposes, (digital
compression] is not ready yet.”

At least one network agrees. In the
next two weeks Fox hopes to finish
installing 15 of the Pioneer machines
in preparation for producing its newly
acquired pro football programing. As
part of its effort to spice up NFL cov-
erage, the network plans to use the
machines for compiling game clips
for fast access.

Fox Senior Vice President Andrew
Setos says the new machines will
enable the network to air a series of
clips from different games within sec-
onds of deciding what clips to show.
If, for example, a commentator
remarks on the number of field goals
during a given afternoon, producers
will be able to instantly access catego-
rized field goal footage for airing
directly from the disk.

“Somebody points and clicks,”
Setos says, noting that Fox is using

software from Austin, Tex.-
based American Broadcast-
ing Systems to outfit the Pio-
neer machines. Setos says
that VTR systems now |
require networks to antici-
pate which plays in the game
will be important later. -

He adds that Fox eyed the |
digital disk systems at this |
year’s broadcasting conven-
tion as a random access tool,
but found nothing ready to
implement in time for the
first game on Sept. 4. “As far
as we’'re concerned, nothing
is ready,” Setos says. “We |
didn’t have the time to bolt
together what everyone
knows will work.”

Setos concedes the
machines buck the industry’s trend
toward digital technology, but insists
that waiting for that technology to
mature is impractical.

Other broadcasters agree, although
some are hesitant to throw money
against the digital trend. Tom
Edwards, National Network’s post-
production supervisor, says his shop
uses three of the laser disk machines.
He also doubts the readiness and cost-
effectiveness of hard drive-based stor-
age technology.

“The storage is tremendous, but so
is the price tag,” Edwards says. The
Pioneer machines sell for $39,950 for
the recorder plus $1,295 for the disk.

Hearst Broadcasting’s Jerry Raobin-
son, however, says his company’s sta-
tions are looking to replace analog
with digital wherever possible. “I
think it’s probably a few years too
late,” Robinson, vice president of
engineering for the group, says of the
laser disk machines. Hubbard Broad-
casting’s Rob Hubbard says the ana-
log versus digital choice would weigh
on his mind, but he maintains that
there are other factors to consider.

“The most important thing is user
interface,” Hubbard says, adding that
broadcasters must examine how the
random access devices will fit with
current equipment.

Bauarschi insists that the Pioneer

from Pioneer for random access in NFL games

machines complement existing tape
machines. In addition to sports appli-
cations, he says, Pioneer is pitching
the units for use in airing commercials
and buffer material. Broadcasters, he
says, can load spots from tape onto
the disks and use their tapes for
archiving material.

In the event of a system failure,
Bauarschi says, users can simply take
the disk out of the machine and play it
on another unit. “A hard disk-based
system does not offer that kind of
redundancy,” he says, adding that
CNN has been using the machines to
air buffers for Headline News.

Bauarschi also says the company
plans to offer another version of the
machine to cable companies at next
week’s National Cable Television
Association convention, The cable
version, he says, will play two hours
of compressed video per side for near-
video-on-demand and pay-per-view
applications.

Although the new machine will use
MPEG compression, Bauarschi says
the technology is ready for cable as
the systems occupy a closer position
in the chain to consumer TV sets. But
he insists that broadcasters, as signal
originators, should stay away from
squeezing down their signals: “At this
instance, you have to stay uncor-
pressed.” u

]
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. The task of exploring a new transmission system for
HDTV has created a scramble for fime and money, but
| broadcasters say they still are sticking with the project.
. The Broadcaster's Caucus, which earlier this year said
| it would spend $1.2 million to develop a coded orthogonal
| frequency division multiplexing (COFDM) prototype, later
- this month will finish drafting a request for proposals
| (RFP) on building the system. Once it completes the
REP, the caucus.will circulate the document among par-
ticipants in the Grand Alliance HDTV development con-
sortium and then will issue the item for industry comment.
“We'd like to get it out.as fast as we [canl,” says Victor
Tawil of the Assaciation for Maximum Service Television.
Tawil and others say that the caucus—consisting of the
three networks, PBS, Fox, the NAB and MSTV—hopes
to award a contract this summer for building the system.
The purpose of the project is to determine whether the
COFDM technology would provide enough benefits to
broadcasters to justify another delay in the FCC's HDTV
standard-setting process. The technology uses multiple
RF carriers, potentially allowing broadcasters to use multi-
ple iow-power transmitters instead of a single transmitter.
If the caucus can verify the technology’s claimed ben-
efits, the FCC's Advisory Committee oh Advanced Tele-
vision Service (ACATS) may test COFDM against the
vestigial sideband (VSB) now in place as the Grand
Alliance transmission system,

- ACATS study earlier this year predicted that designing
and building a prototype system may take as long as 15

Broadcasters keep up HDTV push

Chairman Jerry Pearlman told the Advisery Committee.

-testing on the Grand Alliance system early next year and

_working on the problem of meeting’ potential payments

-arrive.
But the caucus has little time to deliver a system. An .

months; participants in the Grand Alliance have said the
venture will take longer.

“We do not believe any estimates that COFDM can be
implemented for the U.S. HDTV market in a year,” Zenith

“A two-to-three-year delay is more likely."
The Adviscry Committee, however, plans to wrap up

to offer the FCC a recommendation on the standard one |
year from now. Last month, the committee told the |
broadcasting group it would need to deliver COFDM |
hardware by early February to insure that the technelogy
will be considered against VSB, Z
While it aims to meet the deadling, the caucus also is

on a prototype, as not all caucus members plan on chip-
ping in for the $1.2 millicn.: CBS, for example, has said
that it will not be contributing funds, although the network |
does plan to participate in the project’s-technical over- |
sight.

The NAB’s Lynn Claudy says negotiations on the
issue are “lively” and that the group has not ruled out fur-
ther talks-with any of the participants, including CBS.

Claudy added that the caucus plans to let potential |
COFDM developers know about the short schedule and
then assess the possibilities when the RFP comments

MSTV’s Tawil added that the schedule carries several
bail-out options, the first of which will come after the
group sees the RFP responses. —CM f

|
{

Scientific-Atlanta Iau'nch'es' Press Movies

System offers cable operators interim near-video-on-demand, expanded PPV

By Mark Berniker
cientific-Atlanta is about to
s offer cable operators the ability
to provide a near-video-on-
demand and enhanced pay-per-view
system that will let them offer some
hit movies every few minutes.

Cable operators facing the onset of
competition from both DBS and tel-
¢os getting into the video business are
trying to figure out how to generate
new revenue while maintaining their
market share. Some sources of money
outside the purview of regulators are
the ordering of movies, premium
channels and special events.

Scientific-Atlanta is billing Press
Movies as a way that cable operators
can digitally store content in MPEG-
based format and then transmit
ordered programing to an analog-
based set-top box.

“The day of digital hitting the mar-

ket is still a ways off, but operators
don’t have the luxury of waiting,”
says Bob Luff, chief technical officer
of Scientific-Atlanta’s Broadband
Communications Group. He says
cable operators need to face up to
increased competition and respond to
those eager 1o invade their existing
market. “Cable operators can take
more control by storing titles locally
and then staggering the hottest titles at
15-minute intervals,” Luff adds.

Press Movies is an IBM PC-based
digital video file server system that
works in tandem with Scientific-
Atlanta’s 8600x analog home commu-
nications terminals, which can be
upgraded to digital. Luff says the
8600x terminals cost the operator
roughly $200 per subscriber, and
upgrading to digital with the insertion
of an MPEG adapter unit will add
“more than $100.”

Luff says the cost for Press Movies
to become part of the cable headend
will be $250,000-$350,000, and that
the system will pay for itself within
13-14 months.

The system works by storing digi-
tally compressed movies on standard-
ized hard disks housed in the file serv-
er. The movies are retrieved from the
hard disks, decoded into analog
NTSC video and audio streams, and
then spooled out as analog broadcast
signals at pre-set staggered time inter-
vals.

Scientific-Atlanta’s analog set-top
in the home and digital video file
server at the headend are connected
and controlled by the company’s Sys-
tem Manager 10, a PC-based comput-
er system that executes and confirms
orders, delivers videc and audio pro-
graming and processes all access and
billing operations. |

_
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FCC moving to speed
equipment approvals

By Chris McConnell

he wait for a green light from the
TFCC to offer new broadcast
equipment may be getting shorter.

The commission’s Authorization
and Evaluation Division, which
inspects new product proposals to
insure compliance with federal tech-
nical standards, is working with the

Manufacturers Association (CBEMA)
to outfit the branch with an electronic
filing system. The new system, says
division chief Charlie Cobbs, may cut
the equipment-approval process from
its present average of 30 days to as lit-
tle as seven days or even one day.
The division processes some 7,000
equipment applications each year
under a variety of regulatory cate-

Computer and Business Equipment

satellite guidance

' General Instrument has chosen Scala Computer Television to develop a
. system that will allow home satellite: television viewers to navigate through
 the ever-expanding number of channels.

The Gl/Scala interactive programing guide system will run on Primestar,

with satellite dishes. Primestar, owned by GE American Communications
. house, TCI and Time Warner), would compete directly with Hughes's
DIRECTYV for a slice of the direct-to-home satéllite market.
 Primestar will expand its menu of channels to more than 70 this summer
- and fo more than 150 channels in 1996 and already has arranged exiensive

compress;on technolegy, now has 70,000 subscribers.

Scala will embed its multimedia scftware in a special cdmputer chip that

: will support multiple interactive programing guides such as TV Guide On

Screen, Prevue and StarSight Telecast, and-possibly its own as well.
Thomas Hillman, Scala’s executivé vice president, operations, says Gl

Scala’s prototype interface will seek to bécome the gdteway to Primestar's
service offerings.

scripts” and a video-still carousel to inform viewers of upcoming programs
with on-screen menus.

graming services, which will allew them to produce and'update customized

communication features.
Primestar already is using Scala's tools to create visuals to accompar‘iy

downloadable screen content. —MB:

Gl, Scala offer ome

the digitally-compressed television sefvice available to homes equipped "

and a consortium of six cable MSOs {Comcast, Cox, Continental, New-

| programing. The service, which uses General Instrument’s DigiCipher digital
Gl is expected to have its DigiCipher-2 technology, which will comply wuth

the unfinished MPEG-2 standard, ready by summer 1995. The new tech- |
nology will help expand Primestar’s offerings against its DBS, telco and

cable competition; according to Rick Segil, GI's vice pres'.ndent of satellite
| systems:

arid Scala will develep their own interactive programing guide that will allow
viewers to graze through program offerings by date, channel or category.
Scala’s InfoChannel will enable Primestar to develop “audio channel |

Scala also will provide a “mukimedia authoring toolkit” for telewsnon pro-

user-interface screens containing text services, preview clips and two-way |

its new digital audio channels and to-make other visual presentations for |

—TECHNOLOGY_
u

gories. In addition to approving
broadcast transmission equipment,
the division reviews applications for a
variety of scientific, industrial and
medical equipment.

Obtaining FCC approval can
require filling out a few forms or sim-
ply following guidelines for electron-
ic equipment. In other cases, appli-
cants submit sample products for lab
festing to insure that they do not inter-
fere with other portions of the spec-
trum or contlict with technical rules.

Broadcast transmitter makers gen-
erally follow the division’s “type-
acceptance” process. The system
requires equipment makers to file an
application on their products for
review by the commission. Next to
the FCC’s type-approval process—
which requires product testing—type
acceptance is the most intricate of the
equipment-approval regimes.

While the exchange of documenta-
tion now takes 30 days from start to
finish, Cobbs says a complete online
system would enable staff at the divi-
sion’s Columbia, Md., office to quick-
ly trade data with applicants. He says
that processing time has decreased
since the division began exchanging
information with applicants via fax
instead of by mail.

Project participants are trying to
accumulate enough computer memo-
ry to handle the applications, which
can run 100 or more pages. Addition-
al memory is needed to store the 20-
30 photographs that accompany appli-
cations, Cobbs says.

Cobbs says that the process of
approving transmission equipment
has grown more complex in recent
years as the industry has moved
toward modular products. Instead of
approving a single unit, the division
now must insure that various parts of
a transmissicn system work with parts
from other manufacturers without
running afoul of FCC rules, he says.

Cobbs added that the division
hopes to develop a complete system
by year’s end, but he said the project
might require an infusion of FCC
funds.

Currently, the division is providing
CBEMA with only a computer termi-
nal at the authorization branch to see
how documents look after they are
transmitted.

CBEMA has been collecting hard-
ware from Digital Equipment Corp.,
IBM and others to design the electron-
ic filing system. ]
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By Chris McConnell

Intelsat last week said it
is expecting more
demand for leased televi-
sion services on its satel-
lite system. The satellite
consortium, which provides
international and domestic
telephone and television
services, cited
the expected
growth in TV
services as
one of the
results of this
year's Global
Traffic Meeting. The meet-
ing inctuded more than 940
participants representing
225 telecommunication
entities in 160 countries,
Intelsat said. The group
projected network traffic on
the satellite system from
1994 through 1999. The
consortium said it expects
the fastest growth in the
Asia-Pacific service area,
stretching from the UK east
to Japan. Inteisat plans this
December to launch a new
satellite to serve the region.
The group also predicted
more than 98% of the
satellite traffic will be digital
by the year 2000. At the
end of last month, Intelsat
said, 74% of the Intelsat
traffic was digital.

CableLabs is testing the
Grand Alliance HDTV
transmission subsystem
over cable systems in
Charlotte, N.C. The R&D
consortium is testing two
versions of the vestigial
sideband (VSB) technolo-
gy that the alliance—a
seven-company group
developing an advanced
TV standard—has chosen
as the transmission com-
ponent of its HDTV sys-
tem. CableLabs is testing
the 8-VSB and 16-VSB

systems over eight cable
systems in Charlotte. The
tests are aimed at evaluat-
ing off-air reception at
cable headend sites and
transmission of the signals
over cable plants. Cable-
Labs also hopes to verify
the ability of 16-VSB mod-
ulation to carry two HDTV
signals over a single 6mhz
channel. The tests will last
roughly one month. The
broadcasting portion of
the field tests, meanwhile,
resumed last week after
participants replaced
failed transmitters.

Hero Productions will
supply the European
Broadcasting Union with
transponder time during
the World Cup soccer
tournament this summer.
Hero, a Miami-based inter-
national teleport and pro-
duction facility, holds long-
term leases on four satel-
lites. The EBU will use
Hero's transponder on the
Intelsat 329 satellite. U.S.
broadcasters will integrate
the EBU feeds with addi-
tional coverage such as
pregame and halftime pro-
graming. World Cup USA
'94 runs June 17-July 17
and includes 52 matches in
nine cities. Hero expects
the final match to reach
nearly 2 billion viewers.

AVS Broadcast will par-
ticipate in World Cup
soccer coverage, sup-
plying a standards con-
verter to transform
NTSC satellite feeds intc
Europe’s PAL standard.
The company will provide
its Cyrus Prime motion
compensated standards
converter to Germany’s
Wagner & TaunusFilm
Television, a telecine and
conversion company.

TECHNOLOGY

Sony Corp. last week
said it will supply video-
tape for the Turner
Broadcasting Goodwill
Games in St. Peters-
burg, Russia, this sum-
mer. The company's Pre-
fessional Media Divi-
sion said ft will

provide tape

for all 64 hours

of prime time

and ABC's 17

hours of weekend
coverage during the
games, which run from
July 23 to Aug. 7. Sony
also said it has delivered
more than 3,000 Digital
Betacam units since intro-
ducing the format in 1993.
The latest sales, the com-
pany said, went to Pinna-
cle Post of Seattle. The
post-production facility
purchased two DVW-A500
Digital Betacam VTRs.

C-COR Electronics Inc. is
building a $10 million
manufacturing facility.
The company, which manu-
factures a variety of elec-
tronic equipment, including
cable TV amplifiers and
accessaries, says the new
building will house C-COR’s
manufacturing and its
equipment service center,
network design and techni-
cal customer services. C-
COR also says the new
facility will allow for expand-
ed production of the compa-
ny’s 750 mhz FlexNet
amplifiers. Additionally, C-
COR this month introduced
a 10-bit digital video
encoder/ decoder for use in
delivering video via fiber
networks. The product car-
ries an 8 mhz video band-
width, allowing transmission
of PAL and MAC formats.

Abekas Video Systems
Inc. says CNN has pur-
chased a collection of
its digital post-produc-
tion equipment, including
two A66 Disk Recorders.
The A66 machine offers
multigeneration recording
transparency as well as

/

random access. CNN says
it is using the new equip-
ment to improve its graph-
ics layering capabilities.
Projects cited by the net-
work include 15-second
promos and the weekly
CNN Presents program.
In additicn to the disk
recorders, CNN
bought an A83 Com-
ponent Digital Switch-
er and a series of
transcoders to connect
with CNN’s current equip-
ment. Abekas also
announced the sale of
another A66 machine to
VT/TV’s post-production
facility in Houston.

Varian Associates Inc.
has introduced a series
of satellite uplink ampli-
fiers for satellite news-
gathering vans and earth
stations. The company’s
medium-power amplifiers
provide direct communica-
tion with a digital interface.
They also can interface
with an analog device.
Varian introduced three
models of the amplifiers,
including a 400-watt C-
band version and a 350-
watt Ku-band version. A
third model operates in the
X-band at 400 watts.

IDB Communications
Group Inc., a provider of
television and telephone
transmission services,
last week said it has halted
plans to buy Peoples Tele-
phone Co. IDB, which pre-
viously had announced a
letter of intent to buy Peo-
ples, said that it changed
its mind on the deal after
reviewing the company’s
first-quarter earnings. “In
light of their recently
announced earnings, it is
clear that the price we
originally offered was too
high,” IDB Chairman Jef-
frey Sudikoff said. IDB
said it offered a lower
price after seeing the first-
quarter results but could
not close a deal with the
telephone cempany.
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Classilieids

See last page of Classifieds for rates and other information

RADIO

HELP WANTED MANAGEMENT

Selling sales manager: Experienced or first time!
Must have successful radio sales background and
strong people skilis! Harry Dyer. KSIW/KWFX,
Woodward, OK 405-256-1450. ECE.

Sales manager to lead 13-station, 10-location group
in KY, IN, IL & TN. Proven smalfl-medium market
winner with record of hands-on sales, training and
personnel recruitment. Will work with GMs, salesper-
sons and trainees on sales promotions, will call on
accounts to demonstrate necessary skills. Applicant
could operate preferably from mid-group “hub” of
choice. Salary $50,000+, and benefits. Resume, pay
history and cover letter to Key Broadcasting, PO Box
1450, Corbin, KY 40702. EOE.

General sales manager: Solid family broadcast
group needs 90’s sales manager in top 75
Southwest market. Station is paid for and growing.
Send resume and philosophy to Box C-1. EQE.

Radio station general manager: KMVl AM/FM-
Maui, HI, Top-rated radio stations in Maui.
Profitable with great potential for more growth.
Must have proven track record in sales, budgel
management and have strong leadership and peo-
ple skills. We are seeking an upbeat individual who
can motivate others and lead by example. Good
benefits and compelitive compensation package.
Send confidential resume to Ed Hardy, 4800 S.W.
Macadam Ave., Suite 200, Portland, OR 97201, or
fax to 503-223-7075. Obie Media Corp. is an equal
opportunity employer.

Local sales manager: Growing Shamrock
Communications seeking sales pro ready to move
1o the next level. We are in the process of acquir-
ing a new AM/FM in Wilkes Barre/Scranton and
seek a LSM ready for the biggest challenge of their
career, Salary, override, commission, bonuses and
benefits available. Fax resume and cover letter to
Shane Reeve, GSM, WEZX, 717-346-6038 or mail
10 148 Penn Ave., Scranton, PA 18503. EOE.

Broadcast group chief financial officer: Growing,
New England based radio broadeaster has an imme-
diate opening for an experignced financial executive
reporting directly to the chief executive officer. This
position offers both high visibility to the CEO and
owners. The desired candidate will have experience
in the following areas: All financial control systems;
proven budgeting skills; experience in managing staff
localed at mulliple locations; computer literacy;
develop and nurture lending/investor relationships;
acquisition analysis; ability to interact and communi-
cate with all levels of management and owners. The
successful candidate will be required to travel.
Broadcasting experience a must. CPA and/or MBA
preferred. An equal opportunity employer. Female
and minority applicants are encouraged. Submit
resume and salary requirements to Box C-20.

HELP WANTED SALES

Sales position: Immediate opening, broadcast-
ing's oldest media/merchandising sales/promotion
firm {40 years). TV/radio sales management exper-
ience required—full-time travel (Monday/Friday).
Draw against generous commission. Six figure
potential. Resume and recent picture to: John
Gilmore, Presideni, CCA, PO Box 151, Westport,
CT 06881. EOE.

Live and work in the beautiful Yellowstone Park
area. Creative sales with D.J. experience helpful.
Big money to that special person. Need a lot of
time off or weekends free do not apply. Have great
fun with personality radio. Rush resume to Box 9
West Yellowstone, MT 59758, ECE.

We are looking for winners! PA/WV/OH small
market group seeks aggressive, organized, expe-
rienced AE's looking for advancement and possi-
ble management placement. Must have success-
ful track record and know local sales. Resume,
work & salary history, and sales philasophy to:
Nittany Broadcasting Co., Box 888, State
College, PA 16804. EQE.

WVNJ 1160 AM, Bergen County, New Jersey,
Universal Broadcasting has an immediate oppor-
tunity for a highly motivated, aggressive sales-
person to join our expanding sales department.
Media sales experience preferred but not neces-
sary. Besponsibilities inciude: selling/servicing to
direct accounts, generating new business and
developing promotional ideas for clients.
Excellent opportunity. Send cover letter and
resume to; Sales Manager, WVNJ 1160 AM,
1086 Teaneck Road. Suite 4F, Teaneck, NJ
07666. EOE.

Triopoly NSM position now available:
Entercom’s Pittsburgh country trombo WDSY,
WXRB and WEEP seeks an experienced national
sales manager. Proven track racord at station
level as well as national rep. experience. Must
work local contacts, Vendor/co-op knowledge a
plus. Send resume to: Joseph J. Armao, VP/GM,
Cassidy Haus, GSM, WDSY/WXRB/WEEP, 320
Fort Duquesne Blvd., Suite 300, Pittsburgh, PA
15222. Entercom is an equal opportunity employ-
er.

HELP WANTED TECHNICAL

Radio engineer needed for an AM "bush”
Alaska Public Radio/Television station.
Qualifications include at least one year experi-
ence in all aspects of radio broadcasting from
studio to transmitters. Experience in the pubic
broadcast network a plus. SBE certification pre-
ferred. Some travel will be required. Contact Joe
at KYUK, Pouch 468, Bethe!, AK 99559 or fax
907-543-3130. EOE.

HELP WANTED NEWS

duPont Columbia Award winning 100,000 watt
NPR station seeks self-motivated professional
broadcast journalist 1o lead an award winning
news department as news director. Regional
news coverage. Computerized news room.
Salary competitive. Send audition tape, refer-
ences, script examples and resume to: Craig
Beeby, GM, KOSU-FM, PM Bldg., Oklahoma
State University, Stillwater, OK 74078. Deadline
May 27, 1994, An affirmative action, equal oppor-
tunity employer.

SITUATIONS WANTED MANAGEMENT

Free services in exchange for trying new market
exclusive format. Looking for three client stations
in small/medium markets. Call Seagull
Management, §10-452-2438!

Seeking general manager/sales manager posi-
tion in small market with possible buyout polen-
tial. Experienced in radic and real estate man-
agement. Will relocate. Ted 914-357-9425 or
914-357-4861. 399 Rte. 202, Suffern, NY 10901.

SITUATIONS WANTED PROGRAMING
PROMOTION & OTHERS

Music director: Formats for forgotten but prof-
itable markets. Jukebox sounds of Vintage vocal-
ists and Big Bands, or Vintage Country. Selector
savvy. Larry Hopper, 861B Berkiey St., New
Milford, NJ 07646.

SITUATIONS WANTED NEWS

Together we crush your competitors sporis
coverage. Improve your ratings. Ability to handle
talk, commentary, color etc. Contacting me will
be a business decision you'll never regret. Steve
Karr, 301-588-3822.

TELEVISION

HELP WANTED MANAGEMENT

Operations manager for WGME-TV a CBS affili-
ate in Portland, Maine. Candidate must possess
minimum of 6 years experience in production. Prior
management experience helpful. Send resume and
salary requirement to Bill Stough, VP & General
Manager, WGME-TV, 1335 Washington Ave.,
Portland, ME 04103. WGME-TV is an equal oppor-
tunity employer.

Local sales manager: For Sunbell affiliate.
Proven track record in television sales and man-
agement required. Send salary history, resume,
references to Box C-13. EOE.

Marketing manager: Aggressive TV station
group looking for true creative, promotionally-
minded manager, with excelient communication
and people skills, to get the job done. Top-notch
production skills a must, tamiliarity with print lay-
out and design helpful. Resume and salary histo-
ry to Box C-21. EQE.

HELP WANTED SALES

Account executive: California coastal NBC affil-
iate is seeking experienced broadcast salesper-
son to join our team of professionals. Strong
emphasis on new business development and
customer-orientated selling. The ideal candidate
should be well versed in sales promotions, co-op
and qualitative as well as quantilative research.
Send resume to KSBY-6 Personnel Department,
M, 467 Hill Street, San Luis Obispo, CA 93405.
Deadline is May 27, 1994. EOE.

Looking for highly motivated account executive:
This marketing specialist must be a self starter,
able to create new business, as well as work weil
with agencies. Knowledge of TV Scan, Stowell
Data a plus. Must be computer literate. Minimum 2
years experience in television sales required.
Please send resume 10: Bonnie Goldstein-Holder,
Local Sales Manager, WPTV News Channel 5, PO
Box 510, Palm Beach, FL 33480. EOE.

Account executive: WAVY Television-Ports-
mouth/Norfolk/Virginia Beach market. 2+ years
broadcast experience required. College degree pre-
ferred. Successful candidate should be proficient in
ratings, negotiating, and servicing accounts. Proven
track-record in new business development a must.
Experience with marketing research a plus. Send
resume lo Cheri Parsons, Local Sales Manager,
WAVY-TV, 300 Wavy Street, Portsmouth, VA
23704. No phone calls, EQE.

Top rated ABC affiliate in 26th largest market has
immediate opening for a new business account
execulive. This entry-level sales position will create
new spot TV advertisers from new and inactive
accounts. If you are a self-motivated, creative,
enthusiastic individual with good communication
skills and limited experience, we can help launch
your broadcast sales career! Interested applicants
should send a cover letter and resume outlining
qualifications to Jeff Klopfenstein, Manager/
Marketing & New Business Development, WHTV-
6, PO Box 607, Indianapolis, IN 46205. An equal
opportunity employer.
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Meteorologist: Medium-market CBS affiliate in

HELP WANTED MARKETING

Marketing director: An on the move CBS affili-
ate is looking for a creative writer, shooter, edi-
tor, and marketing manager to produce quality
promos and lead our marketing effort. Previous
experience is required. If interested, please con-
tact WOWHK-TV, 555 Fifth Avenue, Huntington, WV
25706-0013. EEO.

TV sales promotion executive: Calif. NBC affil
seeks creative, energetic person to run sales pro-
motions. Duties include coordinating all station
sales promotions-big and small, creating presenta-
fions, and working with clients. Radio, TV events
experience preferred. Fax resume to GSM 2089-
454-2497. EQE.

HELP WANTED TECHNICAL

Chief engineer: You're now #2, looking to move
up. We need your leadership and energy to take
us to the top. We’re a beautiful slation in a won-
derful market and we never see snow. This is a
fabulous opportunity for the right team player.
Send resume and salary requiremenis now!
Reply to Box L-33. EQE.

South Florida: Chief engineer: Trinity Broadcast-
ing station in the south Florida area. Experienced in
maintenance of UHF transmitter, studio systems as
well as personnel supervision and training. SBE cer-
filication a plus. Send resumes to Ben Miller, PO
Box C-11949, Santa Ana, CA 92711. M/F EQE.

Telemundo Television Group seeks to fill a vari-
ety of positions needed to build, operate and main-
tain the broadcast facility in Hialeah, Florida. The
facility will include new studios, videotape and
masler control areas. Audio operators, directors,
maintenance & ¢onstruction engineers, technical
directors, traffic assistants. Applicants should send
resumes to: Telemundo Group, Human Resources
Department, 2340 West 8th Avenue, Hialeah, FL
33010. We are an equal opportunity employer.

Major market VHF affiliate has immediate open-
ing for a person with ihree to five years experience
maintaining television broadcasi eqguipment.
Extensive digital experience required. Must be able
to diagnose and troubleshoot to the component
level. Computer literacy a must; LAN/Novell
Netware experience a major plus. Qualified appli-
cants should send their resume to: WSYX-
TV, PO Box 718, Columbus, OH 43216-0718, Attn:
Maintenance Engineer. No phene calls please.
Women and minorities are encouraged to apply.
Pre-employment drug testing. EOE M/F/D.

Chief engineer KPRC Houston: Post-Newsweek's
newest station in Houston seeks an experienced
engineering manager. Candidates should have both
strong engineering and management backgrounds.
Send resume 1o: Stephen Flanagan, WPLG, 3900
Biscayne Blvd., Miami, FL 33137. EQE.

HELP WANTED NEWS

Meteorologist: Experienced weatherperson need-
ed to anchor the 6pm and 11pm weathercasts.
This person will be responsible for the graphic look
of our weather as well as running an aggressive
weather department. No beginners! Send lape and
resume to: Nelson Burg, News Director, WNEM-
TV, Box 531, Saginaw, M} 48606. EQE.

Top sports department is looking for a motivated
sports reporter/anchor who likes to win. A minimum
of two years experience is required. Send your
tape and resume to: Stan Knott, PO Box 6,
Birmingham, AL 35201. EEQ.

Weather anchor/reporter: We're seeking a week-
end weather anchor who will also report during the
week. Must be a good communicator who enjoys
and understands weather. The ideal candidate will
have strong writing and story-telling skilis. Minorities
and women encouraged to apply. Send resume and
non-reiurnable tape to: Personnel Director, WEHT-
TV, PO Box 25, Evansville, IN 47701. EOE, M/F/D.

Southeast needs polished meteorologist with
pleasing personality who is willing to make
numercus public appearances. Should be familiar
with Liveline computer systems and have a seal
with at least two years broadcast experience.
Send tape and resume 1o Box C-15. EQE.

Manager on-air promotion: Top 35 market affili-
ale wants creative writer-producer who can sell
our news. We'll give you an on-air schedule worth
a fortune. You have to make it work to recruit
viewers to our news. You'll even have two pro-
ducers working with you. If you have at least
three years of news promotion experience, send
us your resume. We'll call you for a tape. Reply to
Box C-17. EOE.

News promotion producer: If you lake pride in
writing copy that selis, in producing high energy,
top quality news promotions and you thrive on
working in a fast paced, creative environment,
then an Austin, Texas TV station is looking for
you. You must have TV experience, strong writing
skills and hands-on Beta editing ability. Send
resume by June 3rd to: Box C-24. EQE.

Come to the heach!!l East Coast resort area
affiliale needs director for it's fast paced 6 &
11pm newscasis. Minimum two years experience
directing or technical directing news. Must have
references and tape. Please send resume or call
David Ayotle, Operations Manager, WCIV-TV,
803-881-4444. EQOE, M/F.

Anchor: We are resuming our search for a
dynamic experienced co-anchor 1o complement
our male anchor on our 6:0¢ pm and 11:00 pm
newscasts. You must have two years anchoring
experience for a commercial broadcast siation.
You must also be able to report and package.
Previous applicants need not apply. Non-return-
able tape and resume to News Director, WFMJ-
TV, 161 W. Boardman St., Youngstown, OH
44503. No beginners. No phone calls. ECE.

News director: Upper midwest group-owned net-
work affiliate has immediate opening. We want
well-rounded TV news experience, not necessari-
ly as ND. You should have a college degree,
enthusiasm, ability to motivate and build people
into a team, high journalistic standards, and a
passion to be #1. EOE. Resumes with full refer-
ences, salary history to Box C-23.

Aggressive assignment editor needed for
California Central Coast affiliate. Need someone
smart, creative, well-organized with good people
skills, Minimum 1 year experience. Please men-
tion where you saw this ad. No phone calls.
Deadline is May 27. Please send lo: KSBW-TV,
Attn: Joan Williams, PO Box 81651, Salinas, CA
93912. EQE.

Producer/assignment editor: International TV
news producer and distribulor seeks individual to
work with 30 videojournalists worldwide. Assign
and produce stories. Work closely with videojour-
nalists to help develop story ideas and follow
them through editing and produclion. Coordinate
markeling of stories and work with clients. Strong
writing and producing skills required. Experience
as an assignment editor necessary. Must have
proven news judgment, aggressive news gather-
ing and strong communication skills. Five years of
TV experience required. Send resume and writing
samples 10: Video News Infernationa!, 555 North
Lane, Suite 6120, Conshohocken, PA 19428. No
calls please. EQE.

News producer: KXAN-TV looking lor creative
energetic person to produce Saturday and
Sunday morning early news program. Must have
prior news experience, excellent organization
skills, and strong writing skills. Person will work &
four day schedule that includes some overnight
work. Please send tape and resume to Alyce
Dorsey, KXAN-TV, PO Box 490, Austin, TX
78767. EOE.

HELP WANTED PROGRAMING
PRODUCTION & OTHERS

Promotion producer: #1 network affiliate in
Northeast looking for dynamic news promotion pro-
ducer. Strong creative team player with reel to
back it up. Rush tape, resume to: Box C-19. M/F
EOE.

Production manager: You're now #2, looking fo
move up. We need your leadership and energy to
take us to the top. We're a beautiful station in a
wonderful market and we never see snow. This is
a fabulous opportunity for the right team player.
Send resume and salary requirements now! EQE.
Reply to Box L-37.

Design director: Top 20 market, ABC affiliate. 3-5
yrs. as design or arf director in broadcast or related
field. Extensive Macintosh exp., 2D paint and 3D
animation. Some knowledge of SGI heipful. Great
design skills; able 10 manage people and budgets.
Will be involved with TV station, our radio station
and city mag. Great company; crazy department,
good budgels and equipment. If you want to be on
the cutting edge both creatively and equipment-
wise, send reelfresume/samples of print to:
Creative Services Director, KTVK-TV, 3435 N. 16th
Street, Phoenix, AZ 85016. No calls please. EQOE.

ABC affiliate with major commitment to news is
looking for a producer/director. Must have a mini-
mum of three years directing and supervisory
experience. Looking for someone who is dedicated
to directing newscasts, high-end production and
participation in creative process. Background in
technical directing, studio lighting and set design a
plus. Send resume, non-returnable aircheck with
call track to: WSYX-TV, PO Box 718, Columbus,
OH 43216-0718. Attn: Producer/Director. No
phone calls please. Women and minorities are
encouraged to apply. Pre-employment drug test-
ing. EQE M/F/D.

Promotion manager: Immediate opening for cre-
ative, high-energy team player with exceptionally
strong writing and production skills to lead CBS
affiliate’s market-dominating news and community
involvement promotion efforts. BA degree, flexible
hours and can-do attitude a must. Send cover let-
ter and resume to Ms Shay Merritt, Operations
Manager, WTOC-TV, PO Box 8086, Savannah,
GA 31412, No phone calls! EQOE.

CBS 0&0 design director: Hands-on experience
w/Paintbox, Harriet and 3-D. Prior management
experience preferred. Looking for breakthrough
design and get-it-dene type. Heavy news empha-
sis. Send tape & resume to Gayle Allen, WCCO-
TV, 90 South T1th Street, Minneapolis, MN 55403.
No phone calls. EOE.

Art director needed to lead 2-person art depart-
ment at Spanish-language O&O station in Los
Angeles. Excellent print production skills {Mac-
intosh Quadra 650) and experience in computer
graphics and animation (Aurora AU 250) a must.
Bilingual {Spanish/English). This is your chance to
make your mark in the #1 market.. Fax resumes to:
P.Gallo, 818-502-0029. Or mail: KVEA, 1139
Grand Central Avenue, Glendale, CA 91201, EQE.

SGI artist: Southern CT production facility seeks
experienced graphic artist. Three years of televi-
sion graphics design and production experience
required. Posilion will involve design and develop-
ment of on-air look for several syndicated and
cable programs as well as promotions, For consid-
eration forward resume to: SGi, PO Box 3857,
Stamford, CT 06902. EQE.

Administrative assistant: East Coasl affiliate
needs administrative assistant. Broadcast experi-
ence preferred. Excellent compuler/data entry abili-
ty, and strong organizational skills a must. Send
resume to Deborah Jackson, Human Resources,
WCIV, PO Box 22165, Charleston, SC 29413, No
phone calls please. EEO, M/F.
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Exciting opportunity-immediate opening: Fox
TV's America's Most Wanted is seeking a video-
tape editor with proven experience in news/docu-
mentary/dramatic editing. Skilled operation of
Grass Valley 141 controller, 100 and 200 swilch-
ers, DPM 100, Dubner and Graham Patton mixer
(or comparable). List management is essential!
Send resume and tape to: Mary Talley, Direclor-
Personnel, WTTG/Fox Television Stations, [nc.,
5151 Wisconsin Avenue, NW Washington, DC
20015. No phone calis please. EOE/M/F/D/V.

WJLA-TV, an ABC affiliate, is currently recruiting
for the position of public affairs producer/project
coordinator. You must have 3-5 years experience
writing and producing public service campaigns or
promotion announcements, enjoy working with
community groups and clients. We offer an excel-
lent benefits package including 401(k), medical,
life, disability insurance and tuition assistance, No
phone calls. Please forward a resume to: WJLA-
TV, Public Affairs Manager, 3007 Tilden St., NW,
Washington, DG 20008. EOE M/F/D/V.

TV director: WPBT, Public Television in South
Florida, has an opening for an experienced televi-
sion director with at least 2 years experience

preferably in a medium to large TV market to direct

live studio, videotape or remote productions for
national and local projects. Muiti and single camera
studio and field experience with ability 1o direct tal-
ent required. Strong post production skills including
“hands-on” editing and knowledge of graphic
design also required. Send resume with salary
requiremenis to; Human Resources, WPBT, PO
Box 2, Miami, FL 33261-0002. An equal opportuni-
ty employer, M/F/D/V.

Super shooter/editor; One of the nation’s pre-
eminent on-air promotion shops—KXAS-TY, the
Dallas/Fort Worth NBC affiliate—seeks a cine-
matographer with six years of experience shooting
quality film and videotape promo spots or commer-
cials. Experience is paramount: crew calls, equip-
ment specitying, lighting, location set-ups, film
selection, dollies, jib arms, cranes, f-stops, t-stops,
pulling focus, hand-held shooting and film transfer.
Ability to work well with producers, professional
crews and non-professional assistance. Top notch
off-line editing skills, preferably with computer edit-
ing and/or Avid. College degree preferred. Position
closes May 31, 1994, EQOE. Send tape and resume
to: Lee Spieckerman, Dir. of Promotion and
Special Projects, LIN Television, 3900 Barnett Si.,
Fort Worth, TX 76103.

SITUATIONS WANTED SALES

Dale Carnegie sales graduate with six years sell-
ing radio advertising, currently empioyed with
ATA&T, is looking for a position as an account exec-
ulive with a television station. Please call Martin
Garbus at 213-749-3461 or write to him at 27113
Sanford Way, Valencia, CA 91355.

SITUATIONS WANTED TECHNICAL

Maintenance technician available: Tim 614-838-
9120.

29 years broadcast engineering. 19 years as
hands-on television chief engineer. Experienced
people management and deparimental budgeting.
Extensive technical and construction experience
hoth studios and transmitters. Please reply to Box
C-25.

SITUATIONS WANTED NEWS

Minority female anchor. Network experience.
Superb writing and live shot skills. Call 804-379-
0991,

SITUATIONS WANTED PROGRAMING
PROMOTION & OTHERS

Established NY-based author & accomplished
freelance writer, researcher and celebrity interview-
er with vast knowledge of entertainment industry
seeks staff position with broadcast or cable compa-
ny. Joel 718-968-9274 or Reply to Box C-26.

CLASSIFIEDS %
L

CABLE

HELP WANTED NEWS

Editor wanted: Entrepreneur for exciting slart-up,
cable news daily! 813-748-5805. EQE.

HELP WANTED PROGRAMING
PROMOTION & OTHERS

Promotions coordinating producer: C-SPAN
cable television network is seeking a fulltime man-
aging producer to design and create on-air promo-
tions using Chryon and electronic still store.
Position includes managing small staff, research-
ing and writing of scripts, selecling video clips,
assisting with daily programing duties. Minimum 5
years experience. Strong writing skills, television
production, graphic design and management expe-
rience required. Must be abie to work flexible hours
including weekends and evenings. Candidate must
demonstrate familiarity with C-SPAN, national polit-
ical leaders, national political issues and congres-
sional proceedings. Send resume and salary
requirements to C-SPAN, Human Resources/BC,
400 N. Capitol 5t., NW, Suite 650, Washington, DG
20001, EOE.

Two positions at The Weather Channel. Executive
producer/production manager: The Weather
Channel, a 24-hour cable network based in
Atlanta, GA, is looking for an executive
producer/production manager to lead a group of
nine producers and video librarian. The candidate
should have excellent wriling skills and an interest
in science/meteorology. We're looking for someone
who is a good coach and can work well in a team
environment. Video librarian. The Weather
Channel. Minirmum 1 year experience in organizing
and managing a computerized video library. Send
resumes and tapes to Joe Conboy, VP Production,
TWC, 2600 Cumberland Parkway, Atlanta, GA
30339. EOE.

|

ALLIED FIELDS

HELP WANTED INSTRUCTION

Buena Vista College seeks a student-centered
faculty member 1o teach within & mass communi-
cation program which has as its primary objective
the graduation of students who are practically and
theoretically prepared for an ever-changing worid
of mediated communication. Buena Visla aims to
provide an integrated communication education-
majors confront the products, practices and theo-
ries of mediated communication.The program
seeks a faculty member holding both academic
and professional credentials who can reach out to
students interested in communication as either a
crealive or a business activity, whose primary
inlerest {s teaching; who can teach radio/audio
production courses; who can advise and work
closely with students to further develop a co-cur-
ricutar, carrier-current campus radio station,
which is anticipating an expansion 1o broadcast
status; who has additional interests in one or
more of the following areas—communication
research methods, media management, multime-
dia technologies, advertising, public relations, dis-
lance learning. This is a tenure-track position-
PhD preterred, MA required. Buena Vista College
currently enrolls approximately 110 mass commu-
nication/corporale communication majors and
minors who study in Lage Communication Center,
a fully equipped video, audio, and electronic pub-
lishing facility. A growing comprehensive college
with approximately 1,000 resident students,
Buena Vista College emphasizes career studies
in communication, business, and education.
Applicants should send curriculum vita, three cur-
rent letters of recommendation, and transcripts to:
Benjamin B. Donath, Associate Dean of Facully,
Buena Vista College, Storm Lake, |A 50588,
Review of applications will begin immediately and
continue until position is filled. AAJEQE.

HELP WANTED TECHNICAL

TV services coordinator: Qualifications:
Masters' degree in appropriate field, minimum 3
years experience in TV/cable programing andfor
engineering, ability to teach variety of broadcast
courses, basic computer skills and ability to work
with multicultural, diverse student population
required; Society of Broadcast Engineers certifi-
cation preferred. Responsibilities: Report to com-
munication department chair teach 1-3 broadcast
courses in area of specially, program college
Higher Education Access channel, schedule and
coordinate access channel message service
recording and broadcast, back up studio engi-
neer/technician, schedule and supervise student
crews in support of on-campus client programing,
coordinate and bill client extracurricutar re-
cording/editing sessions, supervise video dub-
bing for CE courses, maintain videotape library.
Applications: Submit three professional refer-
ences 1o Edward J. Kelly, Assistant to the
President, 350 New Campus Drive, SUNY
College at Brockport, Brockport, NY 14420-2922,
by May 25, 1994. SUNY College at Brockport is
an AA/EEO employer.

HELP WANTED PROGRAMING
PROMOTION & OTHERS

Videotape editor: Major Southwest production
company. Prior editorial experience required.
CMX experience preferred. Avid experience pre-
ferred. Send resume & references to EP,
Production Masters Inc., 834 N. 7th Ave.,
Phoenix, AZ 85007. EQE.

EMPLOYMENT SERVICES

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

FINANCIAL SERVICES

Lease purchase option: Refinance existing
equipment, lease purchase new equipment, no
down paymenl, user friendly. Carpenter &
Associates, B0O0-760-4020,

EDUCATIONAL SERVICES

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

WANTED TO BUY EQUIPMENT

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

FOR SALE EQUIPMENT

AM and FM transmitters, used, excellent condi-
tion, tuned and tested your frequency.
Guaranteed. Financing availabie. Transcom, 800-
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, automaltion, tape equipment,
monitors etc. Continental Communications, 3227
Magnolia, St. Louis, MO 63118. 314-664-4497.
Fax 314-664-9427.

50KW AM: Continental 317C3 (1986), Harris
MWS50B (1982), Transcom 800-441-8454.

Quantel V-Series paintbox with lois of acces-
sories—$50,000/0bo, Sony BVH-2500 single-
frame recorder—%$18,000/0bo, Ampex AVC-21
switcher—8$37,000/obo. Contact: Steve Bueret,
Videosmith, 215-238-5050,

Blank tape, half price! Elcon magnetically eval-
uated blank 17, 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.
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SATELLITE

HELP WANTED MANAGEMENT

Accountant: Seeking candidates with 2+ years of
corporate accounting experience to perform account-
ing duties related to commissions, sales tax, A/R,
and journal entries, as well as supporting reports,
within a multi-departmental company. Knowledge of
audits and controls a plus. In addition, Lolus 1-2-3
and/or Excel—as well as relational data base pro-
grams—essential. Requires knowledge of GAAP
and corporate accounting procedures. Accounting
degree necessary. Send resume to: (No agents)
Christy Walker, United States Salellite Broadeasiing
Co., Inc., 3415 Universily Avenue, St. Paul, MN
55114. Equal opportunity employer.

TV—MISCELLANEOUS

College grads and others: Career Videos prepares
your personalized resume tape. Unique format,
excellent rales, proven success, job search assis-
fance. 708-272-2917.

Offer free, nationwide 5-hours, residential long-dis-
tance service, and cruise sweepstakes! Use unsold
airtime! Lifetime residual incomet 800-796-2351.

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

RADIO
MAILING LABELS
RADIO STATION DIRECTORY
Database for Mac/IBM-PC computers
over 11,700 stations, Prints mailing labels
only $99.95 (includes 3 quarterly updates)

Visa/Mastercard
1-800-626-2360 ext.300

info: {303) 592-3780
BBH SOFTWARE INC.
LEASED TIME PROGRAMING

Radio time availabie for lease
all time periods

Sussex/Kent Co., DE; Mercer Co., NJ; Bucks,
Montgomery, Chester, Berks Co., Eastern PA;
Lawrence, Butler Co., Western PA; Cayuga,
Onondaga, Seneca, Tompkins, Cortland Co., NY
Cost efficient rates!

Call: £10/326-4000 Fax: 610/326-4809

HELP WANTED TECHNICAL
——— |

Chief Engineer
WCTC(AM)/WMGQ({FM), Greater Media's
central New Jersey radio stations, seeks
a gualified chief engineer to head a three
person department at one of the country’s
top suburban radio operations. WCTC is
24 hour news/talk/sports with a heavy
remote schedule. WMGQ is live A/C. A
highly experienced and motivated pro is
needed to manage the technical opera-
tion of these major market quality facili-
ties. Competitive salary/ full benefits.
Resumes to:

Milford K. Smith
Greater Media, Inc.,
P.Q. Box 1059
East Brunswick, NJ 08816

Greater Media, Inc.

Equal Opportuniiy/Affirmative Action Empioyer

—

e ———————————————————

PROGRAMING SERVICES

READ THIS AND SAVE MONEY FOR YOUR STATION
UPS, Uniddd Dz PENdA Vid dicl

LiiE offers you the most

comprehensive and cost effective hispanic national and interna-
tional satellite news service available today. For more informa-
tion or to receive our demo cassette please call: 7-800-874-2699

TELEVISION

HELP WANTED TECHNICAL

TELEVISION ENGINEERS

Turner Broadcasting System, the leading
News, Sports, and Entertainment system in
satellite communications, has career opportu-
nities for engineers with broadcast mainte-
nance experience. These positions demand
an extensive background in television engi-
neering and at least two years of training in
electronics technology. These positions are in
Los Angeles and Atlanta. Turer Broadcast-
ing System offers an excellent benefit and
compensation program. Send resumes to:
Mr. James H. Brown
Corp. Engineering
Turner Broadcast System, Inc.
One CNN Center
P.O. Box 105366
Atlanta, Georgia 30348-5366
(404) 827-1638
TBS is an equal opportunity employer

HELP WANTED MARKETING

KDFW-TV
DIRECTOR OF
MARKETING/PROMOTION

To lead overall station promotional efforts
for KDFW-TV, Dallas-Fort Worth, Texas.
News is the station’s number one priority
and a creative and aggressive specialist is
needed in this highly competitive market.
Responsibilities include strategic marketing
planning and implementation, management
and motivation of promotion, art and pro-
graming departments. All the bells and
whistles needed to win (Pro-Tools digital
audio, AVID Media Composer, Grass
Valley 141 editor, Quantel Paint Box &
Picture Box, Infinit, Alias 3D). The right per-
son has 5-7 years promotion management
experience with news promotion victory
scars. Letters, resumes and tapes to:
General Manager, KDFW-TV, 400 N.
Griffin St., Dallas, Texas 75202. We are
an equal opportunity employer.

HELP WANTED PROGRAMING PROMOTION & OTHERS

TRIBUNE IS LOOKING
FOR SOME TERRIFIC

PROMOTION PRODUCERS

AND DESIGNERS

Amerjca’s leading independent television
/station group has several opportunities available
for qualified promotion writer/producers, video
designers and art directors. State-of-the-art faciliities, top
market stations. You must have at least 2-3 years of
television experience working in promotion or video design.
Responsibilities include writing and producing on-air promo spots
and print advertising for movies, sports, news and sitcoms.
Send resume and tape (but please don’t call):

JIM ELLIS

TRIBUNE

BROADCASTING

435 North Michigan Avenue, Suite 1900, Chicago, IL. 60611
Tapes will be returned. Equal Opportunity Employer.
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HELP WANTED PROGRAMING
PROMOTION & OTHERS CONTINUED

HELP WANTED MARKETING

BROADCAST GRAPHIC
DESIGNER

Major corporate broadcast facility looking for
graphic artist with strong conceptual ability
to work in fast-paced environment.

Unusual opportunity for a self-startet to be
involved in the entire production process.
Responsibilities include initiating visual con-
cepts with producers, analyzing scripts for
graphic needs, and follow through to post-
production. This hands-on role requires cre-
ating show formats, title sequences and text
graphics. Experience on Dubner or compa-
rable paint system essential. Knowledge of
Chyron desirable.

Excellent salary and compensation benefits
will be provided to qualified candidate.

Please send resume and
compensation range to Box C-27. EQE.

HELP WANTED SALES

LOCAL SALES MANAGER

Established regional television news channel
in Southern California seeks local sales man-
ager to manage and motivate a team of
experienced professionals. Minimum 5 years
successful experience in media sales
required. Sales management experience and
college degree preferred. Must have sharp
negotiating skills, be goal oriented and a self-
starter. Send resume to: Kimberly Buck,
OCN, PO Box 11945, Santa Ana, CA
92711. EOE.

SALES TRAINING

LEARN TO SELL
TV TIME
Call for FREE Info Packet

ANTONELLI MEDIA
TRAINING CENTER
(212) 206-8063

CABLE

HELP WANTED
PERSONALITY,/TALENT

SONY

Product Marketing
Manager

SONY’s Business and Professional Group is seeking a marketing pro-
fessional to develop and implement product and marketing strategies for
SONY switchers, linear and non-linear editors and special effects products.

You'll develop competitive analyses, sales budgets, product forecast-
ing/pricing, and conduct product training/demonstrations. Duties also
involve communicating with field sales and distribution channels, as well
as providing technical input to product development.

To qualify, you must possess 2-3 years’ applications experience with
these products and have expert knowledge of Broadcast and/or Post
Production Industry, its customers and competitors. Demonstrated
strong communication/presentation skills are essential. Three years’
experience in marketing management and/or planning for a manufacturer
is preferred.

SONY offers a comprehensive salary and benefits package including
medical, dental, vision, life, tuition reimbursement and a matching 401(k)
savings plan. For confidential consideration, send your resume with
salary requirements to: TH/HUMAN RESOURCES DEPT., SONY
ELECTRONICS INC, 3 PARAGON DRIVE, MD N200, MONTVALE,
NEW JERSEY 07645-1735.

We are proud to be an EEO/AA employer M/F/D/V. Women and minori-
ties are encouraged to apply. Alsc, we maintain a drug free workplace
and perform pre-employment substance abuse testing.

BEGINNING A TV NEWS CAREER?

MUSIC V-J'S NEEDED!

ROCK-TV (Rock Television Network, Inc.),
cable television's 24 haur exclusive rock i’ rolf
music video network, seeks on-air personafities.
Send 1/2” or 3/4" non-returnable tapes, no
longer than 10 minutes to: Box C-28. EOE.

EMPLOYMENT SERVICES

NEWSDirections

PROFESSIONAL DEVELOPMENT

PROVISEGN Affordable Services
Get an edge! TV News Reporters-Anchors-Producers

Now offering performance coaching and demo
tape production for news, weather and sports
anchors/reporters.
phone: {408) 399-8811

We Can Help You Achieve Your Career Goals!

CALL TODAY (615) 843-0547

1701 Jackson Square Drive - Hixson, TN 37343

ALLIED FIELDS
HELP WANTED VIDEO PRODUCTION

VIDEQ POST PRODUCTICN
Help Wanted Video Editor

Full-lime opportunity w/full-sve. Atlama audio-
video production facilily. Required: Minimum 3-yrs.
commercial broadcast post-produclion exper.
w/D2, 1", Betacam, D.V.E., & TWO M.L.E.
Switcher. Technical/Graphics skills a plus. Call
MARNIE GARY 404/329-0808. EOE.

JOB OPPORTUNITIES NATIONALLY

m Professional, Technical & Production
m Cable & Broadcast TV, Film...
2x month, 6 issues/$35, 12/$60, 22/$95.

Subscribe loday. Send check/MO to:
ENTERTAINMENT EMPLOYMENT JOURMNAL™
Dept. 550, 7095 Hollywood B. #815
Hollywood, CA 80028
For more info call: (800) 335-4335
In CA: {213) 9639-8500

Inside Job Openings, Natiomwide
PRESS € Radio Jobs, updated daily

@ Television Jobs, updated daily
CLLIN € Hear “Talking Resumes”

€ Torecord “Talking Resumés” and

employers 1o record job openings

@ Entry level positions
1-900-726-JOBS

3199 DBT MiN. JOBPHONE, NEWPORT BEACH, CA
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EMPLOYMENT SERVICES CONT.

FOR SALE STATIONS

EARLY DEADLINE NOTICE

Due to the observation of Memorial Day
the closing date for the June 6, 1994 issue is
May 27, 1994. |

FOR SALE
Full-day, ingividual seminar for radio invesiors, given privately
to you. Group owner/operalor with 25 years experience and
ex-NAB General Counsel explain slation search. nagotialion,
financing FCC rules, 1akeover, and many other topics you
choose. Learn how to buy in loday's environment. Call Robin
Martin or Erwin Krasnow today for 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.O. BOX 25670,
HONOLULU, HAWAII 96825

AM STATION LOCATED IN EASTERN PENN-
SYLVANIA SERVING ONE OF THE MOST
LUCRATIVE MARKETS [N OUR COUNTRY.
OWNER REQUIRES DOWN PAYMENT, WILL
FINANCE BALANCE.

INTERESTED PARTIES PLEASE FURNISH
RESUME OF PAST HISTORY AND EXPER}-
ENCE. RESPOND TO OWNER AT BOX C-10.

WYVN-TV/Martinsburg, WV
(washington, DC market)
UHF Channel 60. Spectacular sludio facilities. Signal
blankets high-growth DC suburbs in western MD, PA,
VA Shenandoah Valley, WV Panhand!e. Station dark in
Chapter 7 bankruptcy, Immediale sale reguired.

Pat Clawson (703} 955-2010

Announcing Lydia Thorburn has joined
The Thorburn Company, Inc. Call Lydia
for information on these stations:

8.C. AM URBAN $610,000
GA COMBO 550,000
MISS CLASS C2 FM CP 400,000
GA FULLTIMER SUBURBAN 400,000
ALA CLASS AFM 350,000
GA COMBO 300,000
MISS COMBO 300,000
GA 5KW DAYTIMER 275,000
GA FULLTIMER 80,000
AL AM FULLTIMER 300,000

The Therburn Company, Inc.
5465 Young Deer Dr., Cumming, GA 30131
Bob Thorburn, President (404) 781-8740

BROADCASTING & CABLE’S
CLASSIFIED RATES

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

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

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

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

The publisher is not responsible for errors in printing due to illegible copy—all
copy must be clearly typed or printed. Any and all errors must be reported to
the Classified Advertising Department within 7 days of publication date. No
credits or make goods will be made on errors which do not materially affect the
advertisement. Publisher reserves the right to alter classified copy to conform
with the provisions of Title VIl of the Civil Rights Act of 1964, as amended.
Publisher reserves the right to abbreviate, aiter or reject any copy.

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

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

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

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

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

For subscription information call 1-800-554-5729.

CLASSIFIEDS 1
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OWNERSHIP

Granted

KLVI(AM)-KYKR(FM) Beaumont, TX (AM:
BAL931217GK; FM: BALH931217GL)—
Action March 7.

KYKS(FM) Lufkin, TX (BALH931217GM)—
Action March 7.

KLTN(FM) Port Arthur, TX (BALH931217-
GN)—Action March 7.

KIXS(FM) Victaria, TX (BALH931217GO)—
Action March 7.

WNDE-AM-FM New Orleans (AM: BAL-
940110GM; FM: BALH940110GN)—Action
March 11.

KGTR(FM) Port Sulphur, LA (BALH940110-
GQ)—Action March 11.

WKQZ(FM) Midland, Ml (BTCH930512-
GN)}—Action March 11.

WRXQ(FM) Olive Branch, MS (BALH-
940110GE}—Action March 11.

WSJS(AM)-WTQR(FM) Winston-Salem,
NC (AM: BAL940110GK; FM: BALH940110-
GL)—Action March 11.

KXXY-AM-FM Oklahoma City, OK (AM:
BAL940110GI; FM: BALH940110GJ)—
Action March 11.

KTST(FM) Oklahoma City, OK (BALH-
940110GR)—Action March 11,

WREC(AM)-WEGR(FM) Memphis (AM:
BAL940110G0O; FM: BALH940110GP)—

th2Record,

Abbreviations: alt—alternate; ann.—announced; ant.—
antenna; aur.—aural; aux.—auxiliary; ch.—channel; CH-
critical haurs; chg.—change; CP—construction permit;
D-day; DA—directional antenna; Doc.~Docket; ERP-
effective radiated power; Freg.—frequency; H&V-hoari-
zontal and vertical; khz—kilohertz; kw—kilowatts; lic.—
license; m-meters; mhz-megahertz; mi.—miles; mod.—
modification; MP-modification permit; ML—modification
license; N-night; PSA—presunrise service authority;
pwr.—power; RC—remote control; SH-specified hours;
Si—studio location; Tl-transmitter location; trans.—
transmilter; TPO-transmitter power output; U or
unl.—unlimited hours; vis.—visual, w-watls; *—noncom-
Lmercial. One meter equals 3.28 feel.

WCOA(AM)}-WJLQ(FM) Pensacola, FL
(AM: BAL930107EA; FM: BALH930107-
EB)—Action March 15.

KCDQ{FM) Monahans, TX (BALH940106-
GJ)—Action March 15.

KVI{AM)-KPLZ-FM Seattle (AM: BAL-
930812EA, FM: BALHS30812GJ)—Action
March 15.

KTTY(TV) San Diego (BALCT940303KF)—
Action March 17.

KTVJ(TV) Boulder, CO (BAPCT940107-
KE)—Action March 17.

KTVD(TV) Denver (BTCCT940113KE)—
Action March 17.

WPIQ(AM) Brunswick, GA (BAL940106-
EE)—Action March 17.

WWAT(TV) Chillicothe, OH (BALCT-
940314KE)—Action March 17.

KTFH(TV) Conroe, TX (BALCT940307-
KE)—Action March 17.

KRTH-FM Los Angeles (BALH930618-

GE)—Action Feb. 1.

FACILITIES CHANGES

Applications

Sylacauga, AL WAWV(FM) 88.3 mhz—
W.0. Powers seeks CP to make changes:
ERP: 5 kw; ant. 69 m.

Colorado Springs, CO KRCC(FM) 91.5
mhz—The Colorado College seeks mod. of
CP 10 make changes: DA pattern.

Waterloo, 1A KNWS-FM 101.9 mhz—North-
western College seeks CP to make changes:
ant. 303 m.

Boston WJMN{FM) 84.5 mhz—Ardman
Broadcasting seeks CP to make changes:
ERP: 17.5 kw; ant. 235 m.; TL: Prudential
Tower Building, 800 Boylston St., Boston,
Suffolk Cao., MA.

Lutesville, MO KQUA(FM) 104.1 mhz—
Lutesville Broadcasting seeks mod. of CP to
make changes: ERP: 1.23 kw; ant. 154.9 m.;
TL: 2.7 km SW of Scopus, MO, on Hwy B.

Laurinburg, NC WAZZ(FM) 96.5 mhz—Car-
olina Media Group Inc. seeks mod. of CP to
make changes: ant. 194 m.; TL: 6.5 km NE of
Red Springs, Hoke Ca., NC.

Temple, TX KLTD(FM) 101.7 mhz—Progres-
sive Communications Inc. seeks mod. of CP
to make changes: ERP: 16.6 kw; ant. 125 m;
TL: 1650 ft. S and 3300 ft. W of intersection of
Stempede Rd. and W. Payne Branch Rd.
near Moody, TX. Change to channel 269C3.

Action March 11.
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Media incubator, not
greenmail

EDITOR: Your May 9 editorial
attacking the settlement of the
African American Business Associ-
ation with Infinity Broadcasting was
unfortunate. I represent AABA, and
I know what happened at the bar-
gaining table. It wasn’t “extortion”
and it wasn’t “greenmail.”

AABA is a respected group of
800 Washington area grocery
stores, car dealers, beauticians,
bankers, plumbers and real estate
agents. AABA is not getting a dime
for itself. The agreement complies
with the FCC’s settlement rules,
which prohibit payments to peti-
tioners in excess of their expenses.

Instead, Washington will be
home to the first minority media
incubator in the nation, with seed
money funding and technical sup-
port provided by Infinity.

Small and minority businesses
represent an untapped vein of
potential revenue for radio stations.

Although a well-thought-out radio
ad campaign can double a small
business’s traffic and cash flow, far
too few small businesses get onto
radio. First, they often don’t know
how radio advertising works, and
how to measure its impact. Second,
an initial run of spots is often pro-
hibitively expensive.

The ABBA incubator addresses
both problems directly: It will train
small businesses to use radio effec-
tively, and it will enable them to
buy an initial run of spots inexpen-
sively. By doing this, Infinity is
really making a long-term invest-
ment not only in the Washington
black community, but in itself and
in the future of radio. Infinity’s ini-
tial contribution should more than
pay for itself in increased revenues
generated from successful black
businesses using radio.

Your editorial also fears that
Infinity’s First Amendment rights
will be inhibited by the agreement.
The exact opposite is true. AABA
believes that the answer to offen-

sive speech is more speech. To
make that possible, Infinity’s man-
agement will attend a seminar on
racism in the media. AABA trusts
that through this kind of dialogue,
Infinity will learn more about the
impact of racial stereotypes—a
subject most broadcasters do not
encounter in their usual day-to-day
routine. Dialogue is always
healthy, and it is not censorship.

Your editorial invokes visions of
floodgates of petition to deny.
There are very few petitions to
deny containing programing com-
plaints—fewer than one a year.
That 1s unlikely to change, because
a non-frivolous petition requires an
enormous amount of work.

As the broadcasting industry
bible, BROADCASTING & CABLE
should trust broadcasters to call
foul when they are treated unfairly,
and to make peace—as Infinity
did—when they are treated fairly at
the bargaining table.—David
Honig, counsel, African American
Business Association, Washington.

: THIS WEEK
May 13—“‘Whal Do Consumers Want fram the
Information Superhighway?” discussion span-
sored by The Annenberg Washington Program.
Wiltard Office Bullding, Washington. Contact:
Lisa Sppdak or Christing Love, {202) 383-7100.
« May 22-24—NBC affillates meeting. Gentury
Plaza Haotel, Century Plaza, Calil. Contact: {212}
GE4-d444,
* May 22-25National Cabie Television Am
clation. New Orleans. Conlact: (202) 775-3669.
May 22.25 Natiopal Association of Minorities
in Cable. New Orleans. Contact: (310) 404-5208.
May 22.25— Broadcast.CableFipancial Man-
-agement Assoclation and Broadcast Cable Credit
Association annual conference. Sharaton Har-
bor Island Hotel, San Diego; Calif, Contact:
Cathy Lynch, (708) 256-0200.

MAY =
May 24— First New York Women In Cable
Watch Awards benefiting the Iris House. Caro-
line’s Comady Club, New York. Contact:
Melanie Washington, (212} 512-5000.

- ‘May 25—National Academy of Television Arls
& Sciences 21st annual Daytime Emmy
Awards, broadcast five on ABC. Marriott Mar-
guis Hetel, Mew York. Contact: Trudy Wilson,
(212) 586-8424.

May 25— National Media Owl Awards. First
Chicage Center, Chicago, Contact: Mary
Schwarlz, {312) 664-6100;

JUNE
= June 1-4—CBS affiliates meseting, Gentury
Plaza Hatal, Century Plaza, Calif. Gontact (212)
975-4321.
June 2-4—43rd American Women i Radio
and Television nalional convention, Minneapo-
liz Hilton and Towers, Minneapolis. Contact:
Gene Barnes, (212) 3023399,
June 4-7T—National Association of Broadcast-
ars board meeting. Washinglon. Contact: (202)
775-3527,

June 5-11—15th arnual Banff Television Fes-

tival. Alberta, Canada. Contact; Jerry Ezekiel,
{403) 762-3060.
« June 7-9—ABC affiliates meeting. Century

Plaza Hotel, Century Plaza, Calif. Contact: (212)

456-7777.

June 8-11—PROMAX International and Broad-
cast Designers Association. New Orleans. Con-
tact: {213) 465-3777,

June 9-11—Radio Montreux International
Symposium. Montrepx, Switzarland. Contact:

- ‘Lynn Christian, (213) 938-3228.

June 10-12—Radio Television News Diraclors
Foundation community journalism training
seminar. Medill Scheal of Journalism, Morth-
westam tniversity. Evanston, lll, Confact:
Hay]ey Sterling, (202) 659-6510.

June 10-13—American Advertising Federation
national conference. Houston. Contact; (8003
999-2231, ext, 332.

June 11—10th Anhual Exscutive Management
Develapment Seminar for Radio Broadcasters
sponsored by National Association of Broadcasi-
ers. University of Notre Dame, South Bend, Ind.
CGontact: Lori Lont, {202) 429-5402.

June 11-13—ShowBiz Expo. Los Angeles
Cenvention Center, Los Angeles. Contact: (714)
513-8400.

= June 20-23— Wireless Cable Associatlon
International annual convention. Las \Vagas

Hilton, Las Vegas. Contact: Connie Clark, (318)

752-8336. .
¢ June 20-23—Women In Cable 13th annual

national cable management conference. Atlanta -

Hilten and Towers, Atlanta. Cantact: Tracy
Mitchell, (312) 861-1700.

June 22-25Fjorida Association of. Broad
casters 59ih annual convention. Four Seasons
Oeean Grand Hotel, Palm Beach. Conlact:
{204) 681-6444 or (800) 825-5322.

* June 23-24Fox Broadcasiing aftiliates
meating. Century Plaza Hotel, Century Flaza,
Caiif. Contact: Giro Abate, {310) 203-1168:

. JULY
July 7-1 0—Upper Midwest Communications
Conclave. Downtawn Hilton and Towers, Min-
neapalis, Contact: (612) 927-4487.

July 13.17—Sevarith annual Infernational
Teleproduction Sociefy forum and axhibition.
Mayflower Hotel, Washington. Gontact: Jessica
Josell, (2182} 877-5560,

July 16-18—Calffornia Broadcasters Associa-
tlon summer convention, Hyait Hegency Mon-
terey, Monterey, Calif. Contact: (918) 444-2237.
July 19-21—Florida Cable Television Asso-
ciation annual convention, Hitz Carlton, Ame-
lia Isfand, Fla. Contact: Jolce Ventry, (904}
681-1890. ;
July 21-23—South Carolina/Morth Garolina
foint summer mesting sponsored by South
Carolina Cable Televigion Assoclation. Hyatt
Regency Hotel, Hilton Head, 5.C. Contact;
MNancy Horne, {404) 252-2454, ;

* July 24-27-—-Cabile Television Admrn.'s!ra-
tion and Marketing Society national marketing

‘conference. Chicago. Contact: (703} 548-

4200,

* July 27-31—Unity '34. Go- -sponsored by
Nafional Association of Black Journalists,
Mational Association of Hispanic Journalists,
Asian American Journallsts Association and
Native American Journalists Association.
Atlanta Contact: (800) 348-6489.

AUGUST
= Aug. 1-3—1994 Eastern Cable Show. inforum

. Exhibit Hall, Atlanta. Contact; (404) 252-2454.

* Aug. 4-6—Satellite Broadcasting & Commu-
nications Assoeiation national convention.

‘Orlando Canvention Center, Orlando, Fia.

Contagt: (703) 548-6950.
. lulél]or Meeatings
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Joseph Albert Huie

eaming the message without a
B wire has always fascinated
Joseph Huie.

The vice president/general manager
of the Harris Corp.’s broadcast divi-
sion caught the broadcasting bug
while listening to the radio as a high
school student in the 1940s. “The
ability to put a signal from one place
to another without wires was amazing
to me,” says Huie, who now heads the
nation’s largest TV transmitter suppli-
er and the world’s top AM/FM radio
transmitter supplier.

The division, Harris Allied, carries
four units supplying hardware to the
broadcast industry. In addition to the
radio and television units, which man-
ufacture radio and TV transmitters
and associated equipment, Harris
Allied has a radio studio division in
Richmond, Ind. A fourth Harris
Allied unit, based in Florence, Ky.,
specializes in integrating facilities for
an assortment of tasks, including pro-
duction, post-production and satellite
distribution.

Huie, who earlier this month
presided over Harris Allied’s regional
equipment showcase in Richmond,
thinks the same technology that capti-
vated him in the 1940s will bring
opportunity and profits to equipment
manufacturers in today’s world of
competing wired TV delivery sys-
tems.

“Over-the-air broadcasting com-
petes with other mediums,” Huie
says. “It’s just an issue of adapting.”

Huie, who is completing his first
year as Harris Allied’s chief, was so
enthusiastic about the technology as a
teenager that he based his choice of
college on the fact that Rensselaer
Polytechnic Institute, Troy, N.Y., had
the only bona fide university-run
radio station he knew of. While
attending the institute, Huie worked
as an announcer and engineer at
WHAZ{AM).

“It was fascinating,” says Huie,
who quickly went out and procured an
FCC first-class radio license. While
still attending college, he worked
part-time—and eventually full-time—
for wpTR(AM) Albany. “That was a
really great time for me,” Huie says.

After graduating from RPI in 1952,

Huie went to work for the engineering
department of General Dynamics
Electronics, Rochester, N.Y. Among
the early projects he worked on was
color television.

Huie also kept a hand in broadcast-
ing, occasionally working on the
transmitter at wHAM(AM) Rochester.
In 1957, he moved

head Harris Allied.

He !ooks back on the past year as
an interesting time and says his plan
for the company is to top other sup-
pliers in all facets of the business,
not just radio and TV transmission
equipment.

“We're there in some areas, but
we’re not there across the board,”
says Huie, citing the company’s
involvement in electronic newsgath-
ering equipment, satellite uplink hard-
ware, broadcast facilities and televi-
sion studios.

Huie notes that the company’s radio
studio unit, which distributes some
10,000 radio products from more than
350 manufacturers, last month fin-
ished installing control-room equip-
ment at National Public Radio’s new
studio in Washington,

Huie holds particular hope for
broadcasting as a supplier of free
information and entertainment outside
the U.S. “There is a strong future for
that,” Huie says.

One of the company’s current pro-
jects is transmitter development for
the next broadcasting standard—an
item the broadcast-

to head up the com-
pany’s Automatic
Test Equipment Sec-
tion, and a year later
the Navigation Lab-
oratory.

Huie left General
Dynamics in 1965,
joining Rochester’s
RF Communica-
tions. The company
manufactured spe-
cial high-power
trransmitters  for
short-wave, single-
sideband trans-
celvers.

The move put
Huie on a course to
his current job: In

Vice president/general manager,
Broadcast Division (Harris Allied),
Harris Corp., Quincy, lll.; b. Oct.
12, 1930, White Plains, N.Y.;
BEE, Rensselaer Polytechnic Insti-
tute, Troy, N.Y., 1952; MS, Uni-
versity of Rochester, N.Y., 1959;
design engineer, General Dynam-
ics Electronics, Rochester, 1952;
chief engineer, engineering
department, Government Products
Division, RF Communications Divi-
sion, Harris Corp., Rochester,
1965; vice president/general man-
ager, Government Products Divi-
sion, 1974; vice president/general
manager, operations, 1990. Cur-
rent position since March 1993;
married Anne Eldridge, Aug. 23,
1952; children: David, 40;
Richard, 36; James, 31.

ing industry has pro-
moted as its contri-
bution to the infor-
mation superhigh-
way.

While many
broadcasters have
dreaded the dawn of
the new television
standard as a costly
and profitless ven-
ture, particularly if
they are restricted to
high-definition TV,
Huie disagrees.

“Looking at the
historical perspec-
tive, some people
thought that color
might not come,”

1969, the company
was bought by what later became Har-
ris Communications. Harris owned
the Quincy, Ili.-based division that
Huie now heads. While still with RF,
he made his first trip to Harris’s Quin-
cy headquarters, to buy a transmitter.
Huie returned to Quincy last vear to

Huie says. “The
issue was timing.” He concedes that
cost will affect the timing of HDTV’s
introduction but maintains that the
new technology is “ureversibly com-
ing.”

“That’s an opportunity for every-
body,” Huie says. —CM
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BROADCAST TV

Robert Allen, director, film, tape,
Disney-MGM Studios, Los Angeles,
named VP, production operations.

Chan Pinkney
Appointments at Uptown Entertain-
ment, Universal City, Calif.: Darlene
Chan, VP, production, Davis Enter-
tainment and associate producer,
Warner Bros.” “Grumpy Old Men,”
joins as senior VP, production; Rose
Catherine Pinkney, former director,
programing, Twentieth Television,
Beverly Hills, Calif., joins as VP,
television,

Appointments at NATPE Internation-
al, Santa Monica, Calif.: Executive
Committee: Russell Myerson, VP,
operations, The Game Show Net-
work, Culver City, Calif., elected
chairman/CEQ; Carolyn Worford,
director, programing, audience devel-
opment, WIBK-TV Southfield, Mich.,
elected first vice chairman/treasurer;
Craig Smith, program director,
KING-TV Seattle, elected second vice
chairman/secretary; Lou Gattozzi,
director, operations, wiw-Tv Cleve-
land, will serve as immediate past

chairman; Ed Wilson, senior VP,
syndication, Columbia TriStar Tele-
vision Distribution, Culver City,
Calif., elected associate member rep-
resentative; Jayne Adair, manager,
national sales, KDKA-TV Pittsburgh,
elected conference chairman; Shirley
Neal, consultant/producer, Park Hill
Entertainment, Glendale, Calif., joins
as director, video production.

Yeronika Lineberry, writer/produc-
er, King World’s Jeopardy!, named
director, affiliate relations, West
Coast, King World Productions, Los
Angeles.

Michael Diamond, senior partner,
Skaddon, Arps, Slate, Meagher &
Flom, Los Angeles, joins New World
Communications Group, New York,
as executive VP/general counsel.

Appointments at Children’s Television
Workshop, New York: Antoinette
Cook Bush, partner, Skaddon, Arps,
Slate, Meagher & Flom, Washington,
and Vincent Mai, president/CEQ,

" AEA Investors Inc., New York, elect-

ed to board of trustees; Daniel Victor,
senior counsel, Paramount Communi-
cations, New York, joins as VP/gener-
al counsel.

Georgia Scott, director, station rela-
tions, MCA TV, Universal City,
Calif., named VP.

Appointments at Fox Broadcasting
Co., Beverly Hills, Calif.; Ricki
Kohn, senior VP, media director,
Lintas: Campbell Ewald, Los Ange-
les, joins as senior VP, media, promo-
tion; Karen Fox, executive director,
business affairs, named VP.

Jim Beloyianis, executive VP, Katz
Television Group, New York, named
president; Tom Olson, president,
Katz Television Group, there, named
president of the parent company, The
Katz Corp., there,

Caroline Welch, writer/producer,

news promotion, wrvi-Tv Philadel-
phia, named assistant director, pro-
motion, station advertising.

Sonia Gual, associate writer/produc-
er, WePIX(Tv) New York, joins Tribune
Crearive Services, Atlanta, as promo-
tion associate writer/producer.

Appointments at KRON-TV's BayTV,
San Francisco: Evan White,
anchor/reporter, named senior anchor;
Karl Van Amburg, anchor/reporter,
Orange County News, Orange County,
Calif., joins in same capacity;
Patrick Flaherty, editor, KRON-TV,
named editor/producer; Nancy
Longo, freelance reporter, San Fran-
cisco, joins as update reporter; Dale
Kosugi Race, Santa Cruz bureau
chief, KCBA(TV) Salinas, Calif., joins
as reporter/photographer/editor,
BayTV’s San Jose studio.

Judy Nelson, author, “Love Match:
Nelson vs. Navratilova,” joins In The
Life Productions and wNYC-Tv New
York as commentator, Stonewall 2.5:
Global Voices of Pride and Protest,

= ———

= ____— __

CABLE

Appointments at Arts & Entertain-
ment Network, New York: Scott
Richardson, director, corporate
communcations, named VP, public
affairs, communications; Greg

versity of New York, New Paltz.

Educators choose new board

The Broadcast Education Association announced its
board of directors for 1994-95. Executive Committee
{I-r): chair, Lynne Gross, Pepperdine University, Mal-
ibu, Calif.; vice chair, Ramsey Elliott, Fulter-Jeffrey
Broadcasting, Granite Bay, Calif.; secretary-treasurer,
Joe Foote, Southern lllinois University, Carbondale,
lll., and immediate past chair, James Smith, State Uni-

Also named but not pictured were directors Alison
Alexander, University of Georgia; Gary Chapman, LIN
Television; Norman Felsenthal, Temple University,
Roger Hadley, Oklahoma Baptist University; Joe
Lewin, wmaR-Tv Baitimore; Michael McGregor, Indiana

-

shlag, CBS inc.

University; Norman Medoff, Northern Arizona Univer-
sity; Gay Russell, Grossmont College, and Jack Wak-
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Richardson Jones

Jones, senior manager, corporate
communications, named director,
public relations; Mark Mersky,
senior director, sales, marketing pro-
grams, named VP, local advertising
sales; Joan Gunlach, director, affili-
ate sales, central region, named VP;
Patrick McFarland, manager, pro-
gram publicity, named manager, mar-
keting communications.

Dennis Israel, senior VP, Caribbean
Satellite Network, Miami, opens
Dennis R. Israel Associates there.

Appointments at ESPN, Bristol,
Conn.: Glenn Scanlon, transmission
engineer, named encryption engineer;
Richard Chinitz, sales marketing
assistant, New York office, named
business administrator, there; John
Martin, producer, ESPN Sports
Radio, New York, named executive
producer, there; Candace Dul-
laghan, systems analyst, named
manager, financial systems; John
Heerdt, manager, production, finan-
cial systems, named director, produc-
tion, operations, engineering and
financial systems; Michael Lass,
program analyst L1, named system
analyst; Joseph Santagata, studio
tech II engineer, named associate
director; Frederick Clow, Larry
Kristiansen and Richard McDow-
ell, senior operation producers,
named operation managers; John
Gluszak, studio tech II, named stu-
dio tech I1L.

RADIO

Chuck Bortnick, VP/GM, midwest
region, Metro Networks, Chicago,
named executive VP/GM, marketing,
operations, Metro headquarters,
Houston; John Tomlinson, regional
director, operations, midwest region,
Metro Networks, Chicago, succeeds
Bortnick as VP/GM: CHff Cole, for-
mer director, operations, Westchester
Commuter Central, Westchester
County, N.Y., joins Metro Network’s

World Cup
winners

ABC Sports hosted a |-
luncheon reception for e
the network’s agvertis-
ing partners for the
upcoming:World Cup
Soccer Tournament. A
draw was conducted

. to determine the order
of advertising -appear-
ance on the telecasts,

- which begin Jung 18,
with USA vs. Switzer-
land. Pictured (stand-
.ing I-r): Tetsuo Hira-

CLEE

i
: — =
E :

: e
' t:t -
‘.‘
Ye a
A

. sawa, Canon USA Inc.; Chris Fuller, McCann-Erickson; Stephen. Auerbach
DeWitt Media; Marc Goldsteln GM Media Works; Bob Banker, M&M Mars,
and Dennis Swanson, president, ABC Sports. Seated (I-r): Cindy Reis, Mas- ‘
terCard and Susan Auerbach, GM Media Works. —~MB

Westchester Commuter Central there
as director.

Margaret Bryant, engineering man-
ager, wMAQ(aM) Chicago, joins ABC
Radio Networks/SMN, Dallas, as
director, engineering, technical oper-
ations.

Dale Rideau, local sales manager,
KTwv-FM Los Angeles, joins MJI
Broadcasting there as West Coast
sales manager.

Appointments at Westwood One
Radio Networks, Los Angeles:
Michele Davis, senior account exec-
utive, KMPC(aM) Los Angeles, joins
in same capacity; Debbie McHahn,
national sales coordinator, Global
Satellite Radio Network, there, joins
as sales associate.

WASHINGTON

Lee Ann Burr, director, convention
operations, National Association of
Broadcasters, named VP, conven-
tions, exhibitions.

David Crane, VP, operations, tech-
nical services, Potomac Television,
named president/CEQ.

Alan Ciamporcero, senior counsel,

Errata
Joe Heston's title in May 9 “Fates
and Fortunes” item should have
been VP/station manager, wWiag-Tv
Pittsburgh.

Pacific Telesis Group, Washington,
named head, Washington federal reg-
ulatory staff.

DEATHS

Lawrence William (Bill) White,
63, broadcast veteran who was GM
of several major-market stations, died
May | of cancer in Jacksonville, Fla.
White’s broadcasting career began in
1964 with Kaiser Broadcasting,
where he served as VP/GM for sever-
al stations, including WkBF-TV Cleve-
land, wKBG-Tv Boston, WKBD-TV
Detroit and KBHK-Tv San Francisco.
He served in the same capacity at
KTTV Los Angeles in 1983; WIKS-TV
Jacksonville and wrLA-TV Tampa,
Fla. Survivors include his wife,
Joyce, and three daughters.

George Peppard, 65, movie and TV
actor who starred opposite Audrey
Hepburn in the 1961 film “Breakfast
at Tiffany’s” and led a team of rene-
gade Vietnam veterans as cigar-
chomping Hannibal Smith in NBC’s
The A-Team, died May 8 of pneumo-
nia at a Los Angeles hospital. He had
undergone surgery for lung cancer
two years ago. His career spanned
more than three decades in which he
appeard in 29 films. In the 1970s he
starred in two NBC series, Banacek
(1972-74) and Doctors’ Hospital
(1975-76). The A-Team ran on NBC
from 1983 to 1986. Survivors include
his wife, Laura, and three children.

—Compiled by Marsha L. Bell
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Spanish-format broadcaster Univi-
sion Television Group is buying
waeo-1v Joliet, lll. (Chicago), from
Combined Broadcasting for $35 mil-
lion plus working capital. Univision is
headed by Jerry Perenchio and owns
wxTv(Tv) New York; kmex-Tv Los An-
geles, kKoTv(Tv) San Francisco and
KFTV(TV) Fresno, all California; kuvn
(1v) Dallas-Fort Worth and kwex-Tv
San Antonio, both Texas; wLTv(TV)
Miami; kTvw-Tv Phoenix, and KLuz-Tv
Albuguerque, N.M. Combined is head-
ed by Albert Krivin and owns wBrs-Tv
Miami and waas-Tv Philadelphia.

The Westwood One Radio Network
has regrouped the 2,500 affiliates of
its five services according to the sta-
tions’ formats, and has renamed
the services to better reflect those
formats. The change hopefully will
help advertisers to target their audi-
ence more clearly with “a distinct

Former presidents of the International Radio and Television Society gathered at New
York’s Friars Club to honor the society’s reliring executive director, Stephen Labuns-
ki. Present were (I-r): Edward Bieier, Warner Bros.; Maurie Webster, Center for Radio
Information; Giraud Chester, Mark Goodson Productions; Betty Hudson, NBC; Ave
Butensky, Television Bureau of Advertising; Labunski; Jerome Feniger, Station Repre-
sentatives Association, and Peter Lund, CBS. Not pictured are Ralph Baruch, Viacom,
and James Rosenfield, Veronis Suhier & Associates.

identity for each of our networks,”
says Jim Higgins, Westwood senior
VP, sales. Starting Sept. 26, the
Westwood One Radio Network will
comprise Westwood CNN-plus,

More MSO’s blast FCC rate rereg

Cable MSOs Cablevision Systems and Comcast both criticized the FCC's
latest rate regulations last week. Cablevision announced plans to cut back
expenses "to help limit the effect of the impending second round of FCC
rate rollbacks.” The cutbacks include eliminating 160 jobs (about 3% of its
workforce), a “reduction in outside service expenses” and “revisions in the
employe health and benefit programs.” The company recorded a $4.3 mil-
lion charge in the first quarter for severance and other costs "related to the
restructuring of its operations.”

The MSQO's debt was downgraded by Moody’s ratings service, which said
the FCC regulations will cause Cablevision’s cash flow to “grow at lower
rates than previously expected in the long term.” Moody’s also cited the
additional debt taken on by Cablevision to acquire more systems. And last
week the MSO said it would be “reviewing the planned acquisition of Sutton
Capital” cable systems in New Jersey and Massachusetts in light of the new
regulations. Cablevision also said it would re-examine pians for a public
stock offering of its programing operations.

Comcast first-quarter financials released last week show a 3% decline in
cash flow on a 1% increase in revenue. A company spekesman said cable
subscribers were up 2.8% versus a year ago, and attributed the cash-flow
decline to the first round of FCC rate regulations. The release said that “over
the next two months, we plan to turther reduce rates for regulated services
in the majority of our cable systems in response to the modified benchmarks
and regulations released by the FCC” while seeking reconsideration of the
regulations and, if necessary, “judicial relief.” —GF

Westwood AC, Westwood Country,
Westwood Young Adult and West-
wood Variety. The five RADAR-rated
services had been known as Unistar
Network's CNN-plus, the Super net-
work and the Power network, and as
Westwood One’s Mutual and NBC
Radio networks.

The NCTA has asked the U.S.
Court of Appeals in Washington
to strike down the FCC’s cable
regulations. NCTA says the rules
violate the Constitution, exceed the
agency’s jurisdiction and are "arbi-
trary, capricious and otherwise con-
trary to law.” The Cable Telecommu-
nications Asscciation also plans to
file a brief with the court.

Viacom has canceled the fall
launch of syndicated court reali-
ty strip I Accuse despite clearing
the show in 70% of the country.
Although the company refused to
explain the move, industry sources
say that the show had uneven time
clearances and weak stations in
many markets. They also expressed
doubt that clearances were as high
as 70%, as stated. Station reps say
the show was at a disadvantage
because of its late launch at the
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NATPE convention in January.

The House Copyright Subcommit-
tee will take up a controversial
performance rights bill Wednes-
day. Subcommittee Chairman Bill
Hughes (D-N.J.} is the author of the
measure, which could result in radio
broadcasters paying a performance
rights fee for any digital transmission
of sound recordings.

The CBS affiliates meeting is
scheduled for June 1-3 at the Cen-
tury Plaza in Los Angeles. A sales
meeting will precede the meeting on
May 31 for general sales managers.

Warner Bros. Domestic Televi-
sion Distribution will spend $9
million to promote its new enter-
tainment news magazine Extra—
The Entertainment Magazine, the
most the studio ever has spent to
promote a show. That total includes
$7.5 million in co-op deals with sta-
tions and national media and $1.5
million on basic cable netwerks, Sta-
tions running the show will put in $7.5
million and will have to run spots pro-
moting the show to reach 200-300
ratings points.

Norman B. Blumenthal , 51, a mem-
ber of the FCC Review Board since
1981, died May 11 at Suburhan Hos-
pital, Bethesda, Md., following a heart
attack. He joined the commission in
1968 in the Office of General Counsel
and later served as legal assistant to
Commissicner Benjamin Hooks, was
associate general counsel, and in
1986 was detailed to serve former
chairman Mark Fowler as senior poli-
cy adviser an international communi-
cations. He is survived by his wife,
Sara, and two daughters.

Baseball deal near

According to sources on both sides, Major League Baseball and distrib- -
utors of superstations with MLB schedules will come to terms on new
agreements. The last agreement expired at the end of the 1983 season
and generated roughly $22 million for the league that year. Turner
Broadcasting paid most of that—approximately $15 millien, according to
a TBS financial statement. Tribune is said to have paid no more than half
of that sum, an issue in the current talks, because waN-Tv carries more
games and two teams (White Sox and Cubs). Sources say new deals
could be signed within six to eight weeks. 1

WASHINGTON

Markey hearing scheduled

The FCC won’t be the only forum
for a debate on the future of chil-
dren’s TV. Actually, the first word
on the issue may come from House
Telecommunications Subcommittee
Chairman Ed Markey (D-Mass.),
who will convene a hearing in early
June on the matter. The FCC re-
opened the debate on children’s
educational programing quotas for
TV stations when it announced it
would hold a hearing on June 28.
Markey, an aide said, will invite
witnesses to discuss what the FCC
should do as it revisits its rules im-
plementing the 1990 Children’s Act.

Sideline supporters

Last week’s Senate confirmation
hearing for FCC nominees Rachelle
Chong and Susan Ness attracted a
standing-room-only crowd. Not
only was the room packed with
communications lawyers and lobby-
ists, but some friends and family
were there to show their support.
Among the more notable supporters
was White House Deputy Chief of
Staff Phil Lader, a friend of Ness.

LOS ANGELES

Barter boom

One year after its formation,
Columbia Television Advertiser
Sales has generated between $8 mil-
lion and $10 million in first-year
revenues. The division, set up in
May 1993 to handle the barter
advertising sales of Columbia TriS-
tar Television product, also has
taken on clients from cutside the
company. The division recently
began handling the barter sales for
ACT’s High Tide and Claster’s

Mutant League. Revenue projec-
tions for the next two years have the
division pulling in between $30
million and $40 million in its sec-
ond year and $85 million-$90 mil-
lion in year three.

Football recruits

Fox’s advertiser lineup will get a
bumnish this fall with the addition of
Mercedes, which is purchasing time
in Fox’s schedule for the first time.
The luxury automaker has signed a
deal to buy into the network’s NFL
package, joining Detroit’s big three
car companies and Toyota. Addi-
tionally, Dockers, which sponsored
CBS’s half-time show last year, will
participate in a similar arrangement
with Fox. Jon Nesvig, of Fox Broad-
casting Co., said the network is
“about half way to where we want
to be” in terms of sales of overall
inventory for its NFC package.

SINGAPORE

Promax in Asia

Promax International will hold a
promotion and marketing seminar
in Singapore Sept. 13-14 targeted at
television executives working in
Asia. It will be the association’s
first regional seminar on that conti-
nent.

KERALA

Falcon eyes India

Multiple system cable operator Fal-
con Cable is looking to become the
first U.S. cable company to invest
in the potentially huge Indian mar-
ket. Falcon may buy as much as a
40% interest in Asianet, a Kerala-
based programer and cable operator
eager to build cable systems.
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The two new nominees to the FCC took turns answering
questions from the Senate Commerce Committee during
confirmation hearings last week. Such meetings are often
cat-and-mouse games, with the senators locking for defini-
tive answers and the nominees looking to get confirmed.
As a result, we take with a cellar of salt statements made
there, and reserve judgment until the parties mvolved are
free to make their own stamp on the commission.
Still, Rachel Chong’s apparent passion for regulating
TV violence was expressed in
Mt is fmpoissibl-e to  roubling ways. Chong sug-
i i gested that the commission
link TV violence “award demerits” to broad-

with a demerif or  casters for violent program-
il ing, with those black marks
. report L.a‘fﬁd he%d against them at license
- System without . . renewal time. She also
S s ey endorsed a bill that would
Chll']m}? feee ch. require the FCC to grade sta-
' tions on violence content and
distribute that report card to the public.

We’d like to get that suggestion off the table as quickly
as possible. Violence is a subjective call—one person’s
offensive show is another’s Lonesome Dove. It 15 impos-
sible to link TV violence with a demerit or report card
system without chilling speech and plunging the com-
mission deeper into the quagmire of content regulation
(on top of micromanaging the marketplace).

Chong’s co-nominee, Susan Ness, also expressed con-
cern about violence on television, but she did not endorse
a particular legislative solution, choosing instead to apply
her “creative juices” to find a creative solution once she
is appointed. Let’s hope that creativity is guided by the
“great respect” Ness professes for the First Amendment.

COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

Watch that first step

At the moment, Congress is taking a wait and see atti-
tude toward violence legislation, preferring to see how
industry efforts will pan out before bringing out the big
stick. Some good news on that front was the statement by
children’s TV point man Senator Paul Simon two weeks
ago praising the networks for a May sweeps lineup that
he said was a step in the right direction,

We hope commissioner-designate Chong will take a
cue from that quarter and focus her laudable energy on
the many other pressing 1ssues before the commission.

First principles

Senator Strom Thurmond apparently has given up, at least
for now, trying to push his beer and wine labeling bill
through Congress. What Thurmond wanted to do was add
a surgeon general’s label to each commercial proclaiming
the product injurious to health. Or, in an alternative pro-
posal offered by Byron Dorgan, to require that a certain
number of free antidrinking commercials be aired for
every paid ad. Dorgan’s alternative also is being with-
drawn due to lack of support.

According to NAB, which helped marshall resistance
to the measures, Thurmond will be back. In the interim,
passage of a certified course in the First Amendment
ought to be required of all professional communicators,
of all who would regulate the media and, above all, of
senators and congressmen who wield legislative power
over radio, TV and print.

Beer and wine are lawful products. They lawfully may
be advertised in all other media. To discriminate against
broadcasting is to abrogate the First Amendment free
speech rights of industry and the First Amendment free
press rights of radio and television. The media should not
be punished as stand-ins for industries Congress cannot
otherwise stand up to.

3 Lawum B. Taishoft, chairmian . Founder and Editor i M‘tsaftfslu
 Pegsy @nmon publfsher - : r- H\ Sol ‘-I'd!hu!f [190‘1-—15321
_\g7 iy %2 Y( : T New York ﬁzﬂ&unﬂ mzﬂ-ﬁgﬁ?
Donald V. West, edltor/senior vice. rsardant . '_‘ 0 /% D .57 ) flié | Lawrence W. Oliver, associata p i
~ Harry A, Jessell, executive £/ 2 g— : Randi T. Schatz, infemafirul saes dircior
mfgm.'.‘?mmﬁm'”" e “;)W”“’ srojcts) *m%%mw ’“‘ c_)j F‘ ek ek e T:?m’ :
: eh
John S. Eggerton, assistan! managing | Phone: 202-650-254) Antoinette Fasulo, executlve sssistant
 David R. Boruckl, arf dirgctor - Circulafion: 800-554-5720 A Joan Miller, seorelary ;
(5 melf‘ Higgs, swmgnrgnwgamgarnm | Edifonal Fax: 202-420-0651 ) Advertising Fax. 202-203:9278 .
 Kim McAvoy, washingion buread o : o : ; Cl Los Angeles 213-548-4100 Fax 213.037-5070
© Elizabeth Rathbun, assistant ediior . Broadcasting & Cable ym Gary Rubin, national merkeng diector,
L mﬁoﬂ.mz'r!éf hﬂsi‘f mmrsstm . e gﬁ?}wﬁzmﬁa : diractor-of syndication aa‘wemsmg
‘Marsha L. Bell, Eaﬁm:ass,‘swf : AV T ; Erika Sedey, administative assistant
Denise P, Smith, Kenneth R. Ray, proguction ariists. cmm%:phmwum ST
: mmm Caihallne Garber, proofrgaders — Michael B«Ehaﬂla Sl ﬂéﬂ!ﬁpm fHon director 1 5 mng:‘mmm% Fax 202 2;; 23278
: i : William Cunningham, disitibition manager SERI0E Mmana :
i a?‘wm M‘W_m&m;%mm ool s Lenf_lafd Weed, fulfiliment director Mitzl Miller, ﬁk;airﬁed amﬂmsmgmanayer
nnea Bmm, assistant sditor, (cable) . * John J. Beni, senior VP-genaral managar Ayer Communications {l-ves:‘ Coast squiplent
oy !mlf saffwnier T purence B. Taishoft, advisor _ advertising): 714-366-9089: Fax 714-366-3289.
- ““‘"“‘ ™ PRaghl A e fie Richard Vitale, VP-operations & planning  Yukarl Media (Asia); (81) 6 956 1125;
memm%ﬁh ;:3& fune: 21}5494'0&' | Robin Ruskin unvg;r, w; {elemarketing Fax (81) 6 956 5015 !
e 2 - Barrle Stern, VP-crealive sarvives: " Laura Boy, Access Communications (Furope):
 Steve i chief AFDy S0y
D Toommbon, e | KipWinchester, VPcicialon (35) 5748 460, Fax (33) ST 403566
© L Citondon Fureg House, 54 Bieat Msrhoroegh St WIVIDD, Cahners Publishing Co./ BRaunchsying & CAsLe
o 4T Fx it Reed Publishing (USA) nc. (United Kingdom): (44) 71 657 3663
Huadlﬂl Amdur fniemaﬁma.f ed:?ar _ Al Robert L. Krakoff, chairmar-GED Fax [44) 71 580 5559

74

Broadcasting & Cable



s b m e e

COMING THIS SUMMER

LINCOLN
DOUGLAS
DEBATES

£1858 « AUGUST SEPTEMBER OCTOBER 1994

LIVE ON C(-SPAN

In August, C-SPAN will kick off its 15th anniversary series, “The Lincoln-Douglas Debates: of 1858.”
- The series will feature complete historical re-enactments of the seven U.S. sendtorial election

debates between Abraham Llincoln and incumbent Senator Stephen A. Douglas. Each three-hour
debate will be produced by the original debate site city, with local actors as Lincoln and Douglas.

- AUGUST SEPTEMBER ‘ OCTOBER
‘Ofttawa, Aug. 20 Jonesboro, Sept. 17 ~ Galesburg, Oct. 8
Freeport, Aug. 27 Charleston, Sept. 18 Quincy, Oct, 9

1-7 pm ET/IO am-4 pm PT Alton, Oct. 15

c SP AN For more information about this special series, call C-SPAN affiliate marketing of 202. 626. 4617
e FUNDED ENTIRELY BY AMERICA’S CABLE TELEVISION. COMPANIES AS A PUBLIC SERVICE
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THE GREA‘I’ CIIISADE

composed of millions of
individual stories: Like that of
Marie Louise Osmont: a proud
widow whose beloved family
estate has been occupied by the
Nazis for four heartbreaking
years. Ursula Von Kardoff: a
Berlin journalist trying o keep
her sanity in o sodiety insone

with hate. Bill Preston: a young
American on his first trip
abroad...afraid it may be his

last. Frunhﬁﬁp&kel: a German
soldier who's known nothing

but victory. Until now.

These stories—and others—come

to life on the world premiere of
Normandy, The Great Crusade.
A handful of snapshots that

give meaning to the Big Fttture
Be there. As only The Discoven
Cronnel con ke you.
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