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Last year's #1 new weekly half-hour programis naw a stnp,
giving you a proven concept for 52 original weeks g

Only “Court TV: Ins _ =
the resources of a 24-hour network, so only we
can deliver breaking news from across the
country. We cover more than just celebrity *
trials and we report on everything with Az
authority and credibility. And because we use
real courtroom footage, with no re-enactments
or talking heads, we have the objective, non-
tabloid environment advertisers want.

ce: May 04 Niplsen Cassandra Ra | H
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reach to 64% of the country. / 7

Tribune, Fox making surrogate deals Two more major broadcasters are
using surrogates to extend their station reach. Tribune Broadcasting reportedly will
join with group of minorities to create an investment package that could be
leveraged to purchase $500 million in TV and radio stations. Also, Fox Broadcasting
is investing $20 million in minority-owned Blackstar Communications. / |

U/P Network unveils launch lineup The United/Paramount Network will
debut in January with two hours of programing on each of two nights. The network
also has added 10 new primary affiliates and 21 secondary affiliates, bringing its

Ito to judge cameras in Simpson courtroom For the first time, network
news executives are expressing concern that O.J. Simpson trial Judge Lance Ito is
seriously considering pulling the plug on live TV and radio coverage of the
proceedings. The judge has scheduled a hearing on the issue for Nov. 7. / &

Broad PTAR ruling still on track A broad proposal for changes in the prime time access rule is still
on track at the FCC. The proposed rulemaking will ask for comments on ending—and maintaining—PTAR’s
ban on off-network programing. But it also will seek comments on maintaining the ban. /

DIRECTYV strikes NFL deal DIRECTV will offer the NFL Sunday Ticket package to its subscribers,
featuring up to 12 games each week. The offering will be made just for the last five weeks of the football
season, with a full-season package slated for next year, /

‘Baywatch Nights,” All
American Television’s new
syndicated ‘Baywaich’
spin-off, has been cleared
for a fall 1995 launch. Both
shows feature David Has-

selhoff, above. / 14

|ttt d e {3l 1
Superpanelists take the stage in New York. / 16

BROADCASTING & CABLE’'S INTERFACE VI

Superhighway: if you build it will they come?
Although the next generation of TV viewers may bar-
rel down the infohighway, couch potatoes will repre-
sent the largest segment of the viewing audience. Pro-
gramers who want to make a buck should not lose
sight of mainstream appetites. / 16

Markey lays out legislative agenda

House Telcomsubcom Chairman Ed Markey wants to
“reinvigorate the social compact between broadcasters and
the American people.” If broadcasters aren’t agreecable, he
says, they may be asked to pay for their spectrum. / 22

Billboards on information superhighway

Advertising will be crucial to funding new media tech-
nologies and keeping cable and interactive television
applications affordable. / 27

4

Talk talent: the next generation

Meet the local talk radio hosts who may have a nation-
al radio career in their future, including Danny Bona-
duce of wrLup(FMm) Chicago and Barbara Carlson of
KSTP(AM) Minneapolis. / 36

Duopolies drive radio resurgence

“This is arguably the best year radio has ever had,”
says Granum Broadcasting CEO Herb McCord. Sta-
tion trading continues to boom in the wake of duopoly
deals and upbeat economic indicators. / 40

AM savors sound of success

Broadcasters and industry investors are praising talk
radio and its controversial personalities for lifting AM
from the depths. / 45
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Survey: News is good
in news business

An exclusive BROADCASTING & [
CABLE survey indicates that
TV stations are spending
more on news and embracing
new technologies and busi-

ness ventures. But news direc- 2’;;:2 g::e:‘taacr’ssag:rz Jon-
tors are troubled by an empha- nings as top anchor. / 50
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“In the last five years, radio in general and AM radio in particular
has become very dynamic and powerful.”
—Bob Calandruccio, president, VITT Media International

sis in their markets on crime-, sex- and drug-related
news. /

News division chiefs speak out

ABC’s Roone Arledge, CBS’s Eric Ober and NBC’s
Andrew Lack talk about the state of their news organi-
zations today, beginning on page /

Bartlett bullish on broadcasting

David Bartlett, president of the Radio-Television
News Directors Association, predicts the next several
years will be boom ones for the industry. /

Disks on parade

BTS, Hewlett-Packard and Tek-
tronix, which all introduced or
previewed disk machines this
past spring, return this fall with
customers in hand. /

World Media Expo

Take a look at technology
upgrades from a range of pro-
duction and transmission equip-
ment makers at the World
Media Expo. /

As the tapeless revolu-
tion arrives, radio engi-
neers are switching to
audio workstations like
the Arrakis Systems
Digilink. / 77

. SNET claims

@ cable share

CBS, ABC juggle Thursday night

As expected, CBS has pulled Chicago Hope out of the
Thursday 10-11 p.m. time period. Meanwhile, Matiock
is rejoining ABC’s schedule on Thursday night to
replace the low-rated McKenna. /

Showtime boosts film production

Showtime plans to triple its film production slate to
more than 40 original movies in 1995. /

Market moves

Capital Cities/ABC and Granite Broadcasting spent a
combined $209 million buying TV stations last week,
unseating a network in one market and solving an
affiliation dilemma in another. /

Markey’s ‘on the warpath’
Broadcasters say House Telecommunications Sub-

committee Chairman Ed Markey has declared war on
their industry. Markey says any deregulation of the
mdustry should be tied to the “social compact.” And,
he says, it is essential that the social compact include
more children’s programs, less violence on TV and a
commitment to minorities. /

MCI joins cable, consumer VDT effort

Public interest groups have joined forces with MCI and
the NCTA to urge the FCC to delay its pending video
dialtone decision. /

NTIA faults C-band for radar interference

The NTIA says the current crop of C-band satellite
earth station receivers are highly susceptible to inter-

ference from radar systems operating in adjacent
bands. /

Telemediz

Southern New England Telephone
claims it has stolen 40% of TCI’s cus-
tomers during the first six months of its video ser-
vice business in West Hartford, Conn. /

Cable finds ready source
for CD-ROM titles

Several cable programers that
generate nonfictional, niche pro-
graming, including The Discov-
ery Channel and Turner Home
Entertainment, are finding their
video content is an excellent
resource for creating multime-
dia CD-ROM products. /

Liberty primed for interactive challenge

Peter Barton, president of Liberty Media Corp.,
says his company is ready to “prime the pump” to
the tune of $200 million for new interactive televi-
sion services. /

Peter Benchley
offers shark info
from The Discovery
Channel. / 92

Time Warner Full Service Net drops goal
Time Warner Cable will not be able to connect all
of the 4,000 households it planned to Link to its Full
Service Network in Orlando, Fla., during the fourth
quarter of this year. /
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Tribune, Fox, minorties
push ownership envelope ==

Major groups accelerate using non-voting interests
to broaden station portfolios and or affilations

By Don West and Kim McAvoy

wo more examples—one that
Tcould be the largest yet—of

major broadcasters using surro-
gates to extend their station reach
broke Friday. Both involved minority
partners that would have limited equi-
ty but majority control.

Fox’s Preston Padden (I) and Lana Corbi and Blackstar’s John
Oxendine scan plan for a new station-buying group.

The larger—about which BRoAD-
CASTING & CABLE learned late Fri-
day—involved Tribune Broadcasting,
which is understood to be putting up a
TV and radio station-buying war chest
for a group of muinorities including
sports entrepreneur Peter C.D. Bynoe
and entertainer Quincy Jones.

The second—announced last Friday
morning at a Washington press confer-
ence—involves Fox Television. It will
invest up to $20 million to help minor-
ity-owned Blackstar Communications
expand from three to 14 stations.

Blackstar’s three small-market sta-
tions are Home Shopping Network
affiliates, but, according to Blackstar
Chairman and CEQ John Oxendine,
the 11 VHF stations it intends to buy
in markets 50 to 100 will be in the Fox
camp.

Tribune’s prospective minority

partners are expected to advance as
much as $10 million to forge a new
station group. Bynoe is chairman of
Telemat Ltd., a sports entertainment
company. His credentials include Har-
vard Law and Business School and he
is a former owner of the Denver
Nuggets basketball team.

ckstor £
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Bynoe con-
firmed a deal was
in the works, but
declined to elabo-
rate: “We're not
ready to make an
announcment.”

One report sug-
gested the total
Investment pack-
age had the poten-
tial of being lever-
aged into a half-
billion dollars in
station properties.
Another source
stressed that it was
not yet a done deal,
although Bynoe
and other officials were irying out the
idea on the FCC’s eighth floor last
Thursday.

Dennis FitzSimons, president of
Tribune Bloadcastmv, stressed the
minority participation side of the deal.
“We're structuring this with a full
20% participation by the minority
investors. When you look at the barri-
ers that now exist to minority owner-
ship, in terms of station prices and
multiples. this 1s the way [0 secure
their entry into the medium.”

“We want to be the premiere minor-
ity-owned TV station group,” said
Oxendine. who oultlined the deal with
Fox at the Washington press briefing.

The deal is contingent on the par-
ties’ reaching a definitive agreement
and Blackstar raising additional equi-
ty and debt.

According to industry sources,
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Blackstar is initially targeting George
Lilly’s ksnw(Tv) Witchita and
KSNT(TV) Topeka, both Kansas. Bids,
which are due this Tuesday, are
expected to be around $60 million.
With the $20 million from Fox and
other startup equity, Blackstar could
borrow the balance. Oxendine
declined comment.

Oxendine said he approached other
networks and even some cable compa-
nies for backing, but only Fox viewed
it as “a good business opportunity,”
Oxendine said. “We’ve paid down our
debt and now were’re ready to grow.”

Blackstar Communications, princi-
pally owned by Oxendine and part-
ners Wesley Williams and Victor
Brown, is the licensee of the three
HSN affiliates: wBSF(Tv) Melbourne,
Fla.; kBsp-Tv Salem, Ore., and
WBSX(TV) Ann Arbor, Mich.

To acquire stations, Oxendine is
forming a new limited hability com-
pany, a hybrid combining the protec-
tions of corporations with the tax ben-
efits of partnerships. Oxendine and
his partners will contribute $8.25 mil-
lion to Blackstar LLC, giving it a vot-
ing interest of 16.75%.

Other investors will be restricted to
non-voting interest. Fox’s contribu-
tion will give it 20%. Silver King
Communications, the Home Shopping
Network's station group, will put in
$6.75 million for a 14.50% stake, Sil-
ver King is a minority investor in
Blackstar’s three HSN affiliates.

Oxendine said he will need to raise
between $200 million to $250 million
to reach his 1l-station goal. Brenner
Securities, New York, has been hired
1o help raise the money.

The Fox infusion “enables us to
access the capital markets and go to
the banks,” Oxendine said. “It’s im-
portant for them to know we’re affili-
ated with Fox.”

“This is a chance to invest in a

Oct 101994 Broadcasting & Cable




proven broadcaster who believes in
our business plan,” said Fox’s Preston
Padden.

“It’s also an opportunity to increase
minority ownership, something FCC
Chairman Reed Hundt and Represen-
tative Ed Markey have identified as key
policy objectives.”

Blackstar may buy stations in mar-
kets where Fox already has affiliates,
Padden said. “In those markets, there
could be churn. We are committed to
churn.”

Oxendine and Padden insisted Fox
would remain a passive partner.
“We're pretty darn independent,” said
Oxendine. “This 1s John’s company,
not our company,” said Padden. “It
will always be that way.”

The year has been distinguished by

TOP OF THE WEEK

other surrogate arrangements, begin-
ning with Fox’s $100 million invest-
ment in SF Broadcasting, headed by
former Fox executive Tom Herwitz.
Capital Cities/ABC invested $25 mil-
lion in Young Broadcasting.

The big groups are settling for the
minority interests to avoid running
afoul of the FCC ownership restric-
tions, principally the national TV
ownership rule. It limits each broad-
cast group to no more than 12 stations
and coverage of no more than 25% of
the nation’s TV homes. (The caps for
minority-controlled groups like
Blackstar are 14 and 30%)

But the limits count only against sta-
tions in which the group has an “attrib-
utable” interest. And by the FCC’s def-
inition, attributable means voting stock

or partnership interest of 5% or more,
except when another shareholder or
partner ownership has more than 50%
ownership. Non-voting stock is consid-
ered non-attributable.

The FCC’s attribution rules have
yet to catch up with limited liabilities
companies like Blackstar. As an LLC,
Blackstar expects the FCC to treat
LLC just as they do stock corpora-
tions—in other words, to treat Fox’s
20% non-voting LLC interest as non-
attributable interest.

The treatment of LLCs is already
before the FCC, most notably in the
case of SF Broadcasting’s proposed
purchase of wLUK-TV Green Bay, Wis.
On NBC'’s complaint, the FCC is con-
sidering whether Fox’s 25% LLC in-
terest in SF is attributable. |

U/P Network unveils launch lineup

Signs up 10 new primary and 21 secondary affiliates

By Steve Coe

will debut Monday, Jan. 16,
1995, and Tuesday, Jan. 17, with
two hours of programing each night.

The network also has added 10 new
primary affiliates and 21 secondary
affiliates, bringing its total to 72 sta-
tions reaching 64% of the country.
(The network is expected to announce
additional affiliates this week.) U/P
Network President and CEO Lucie
Salhany made the announcements last
Wednesday (Oct. 5) at a press confer-
ence on the Paramount lot.

Star Trek: Voyager will launch the
network’s schedule on Jan. 16 with a
special two-hour episode at 8-10 p.m.
The following week, the show will air
in its regular 8-9 time slot, followed
by two half-hour comedies—Plarypus
Man, starring Richard Jeni, and Pig
Sty. The Jen series features the stand-
up comedian as a cooking show host
in search of the right woman. Pig Sty,
from former Cheers producers Dan
Staley and Rob Long, is set in New
York and centers on five young men
sharing a two-bedroom apartment.

The Tuesday night schedule fea-
tures Marker at 8-9 and The Warcher
at 9-10. Marker stars Richard Grieco
as a man whose father has died leav-
ing behind “markers,” or debts, that
the son must settle. Set in Hawaii, the

The United/Paramount Network

The United Paramount Network stars, producers and executives got together last
week in Los Angeles. Front row (I-r): Michael Greenburyg, creator/executive producer,
‘Legend’; Christopher Crowe, creator/executive producer, ‘The Watcher’; Roxann
Biggs-Dawson and Jennifer Lien, cast members, ‘Star Trek: Voyager’; Denise Miller,
cast member, ‘Platypus Man’; Ethan Phillips, cast member, ‘ST:V'; David Arnoit and
Matt Borienghi, cast members, and Rob Long, creator/executive producer, ‘Pig Sty.’
Middie row: Bill Dial, creator/executive producer, ‘Legend’; Michae! Piller, Jeri Tayior
and Rick Berman, creators/executive producers, ‘ST:V'; Lucie Salhany, president/CEO,
United/Paramount Network; Richard Grieco, cast member, and Philip De Guere, exec-
utive producer, ‘Marker’; Barry Fanaro and Mort Nathan, creators/executive producers,
‘Platypus Man.’ Back row: Tim Russ and Robert Picardo, cast members, ‘ST:V’; Timo-
thy Fall, cast member, 'Pig Sty'; Robert Beltran, cast member, ‘ST:V’; David Dundara,
cast member, 'Platypus Man’; Kerry McCluggage, chairman, Paramount Television
Group; Dan Staley, creator/executive producer, Sean O’Brien and Liz Vassey, cast
members, and Tom Leopold, co-executive producer, ‘Pig Sty.”

series is from Stephen Cannell. The
Watcher, created and produced by
Christopher Crowe, is an anthology
series set in Las Vegas.

The network has also signed Mac-
Gyver’s Richard Dean Anderson to
star in Legend, a western in which An-
derson’s character uses his wits and

technological gadgetry to combat out-
laws. The series 1s on back-up, with
production set to begin in January.
Star Trek: Voyager has been given a
full-season order of 22 episodes. The
other series are starting out with more
traditional 13-episode commitments,
but Salhany says if the new series are
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successful, the netwerk will order ad-
ditional episodes and air new shows,
rather than repeats, through the summer.

Of the six new series, only Marker
and Legend are from outside suppli-
ers, but Salhany dismissed sugges-
tions that other production companies
or studios would be unwilling or un-
able to deal with the new network. Sal-
hany has had discussions with a group
of suppliers during the past two weeks
about producing for the network.

Salhany expects the network will
expand to five nights in the next four
to five years, but would not predict
when a full seven-night schedule will
be rolled out.

Of the 21 new secondary affiliates,
16 are primary Fox affiliates, The

“TOP OF THE WEEK!

signing of those Fox stations prompt-
ed Preston Padden, president, network
distribution for Fox Broadcasting Co.,
to say that “Fox and its affiliates have
succeeded in creating the only brand
name In network television. We don’t
think it’s in anyone’s best interest to
risk losing or diluting that identity”
through secondary affiliations. Pad-
den predicted scheduling conflicts be-
tween “future premier sporting events
on Fox and the time periods Para-
mount is looking for.”

In turn, however, the network has
been busy wooing CBS affiliates and
others as secondary Fox affiliates,
especially as a means of clearing
Fox’s football coverage. As for the
U/P Network's principal competition,

Warner Bros.” WB Network has so far
announced four series, all comedies,
but no debut dates or time slots for the
shows. (WB also will launch in Janu-
ary, with one night of programing.)
The four comedies are Father Knows
Nothing (tentatively titled) starring
Robert Townsend; an untitled project
with Shawn and Marlon Wayans;
Muscle, a serialized comedy, and
Unhappily Ever Afrer from Mar-
ried..With Children co-creator Ron
Leavitt. All of the WB shows have
been given [3-episode orders.

Wamer Bros. is not releasing affili-
ate totals or a list of affiliates, citing
“competitive reasons.” According to a
spokesman, the network is cleared in
73% of the country. [ |

Ito to judge cameras in Simpson court

Hearing set on barring coverage; networks taking threat seriously

By Steve McClellan

or the first time, network news
Fexecutives are expressing con-

cern that O.J. Simpson trial
Judge Lance Ito is seriously consider-
ing pulling the plug on live TV and
radio coverage of the proceedings.

“A couple of weeks ago, I would
have said there’s no way [Ito would]
pull the plug,” said one news execu-
tive who is handling coverage of the
trial. “Now I'm not so sure.”

Ito last week issued notice that he
will convene a hearing on Nov. 7, dur-
ing which he will propose terminating
“film and electronic media coverage”
of the proceedings.

Court TV has hired New York-
based attorney Floyd Abrams, widely
credited as the nation’s pre-eminent
First Amendment specialist, to repre-
sent it at the hearing. The networks
also expect to have attorneys present,
although as one executive said, “we’ll
all be following Floyd’s lead.” Court
TV provides the camera in Ito’s Los
Angeles Superior Court courtroom.
NBC General Counsel Rick Cotton
said the network likely will join a
group of local and national media in
making a joint presentation to the
court.

Court TV chief executive Steven
Brill said he was “relieved” Ito has

~_Gordon Elliot: Just the fax, please
| A fax feud broke out between rival syndicators Buena Vista Television and
. Twentieth Television over ratings of Twentieth’s rookie syndicated shew Gor-
. don:Ellictt. Ori Sept. 28, Disney faxed a release contesting a Nielsen report
- showing Eliiott atop the pack of new daytime talk shows (including Disney’s
- Jiidge for Yourself, which:came in second) for the week of Sept. 12-18:
 Nielsen’s National Television Index showed Effioft with a 2.2 national gross
average audience rating for its first week.on the air. Judge for Yourself gota *
L 1.5 GAA. Bisney claimed that if double runs were subtracted, the show's rat-
- ing would drop from 2.2 to 1.4.:Last week, Disney.conceded it had erred in
saying Elliot!'s ratings were overstated by 36%, but continued to insist double
runs inflated the-numbers:to some degree. In its own fax, Twentieth blasted
. Disney’s critigue, estimating that double runs on eight-of 150 stations airing-
- the show account for only: about one-tenth of a rating poeint. Nielsen officials
- weighed in on Twentieth’s side, saying that while there is no accurate way to
- caleulate the ratings effect of double runs, an impact of the magnitude
claimed by Disney would be virtually impossible.

i
i
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scheduled a full hearing after weeks
of speculation and confusion about
whether the judge would target just
KNBC-TV Los Angeles or all TV and
radio coverage. “I think we’ll be able
to persuade the judge that we are a
part of the solution, not part of his
problem,” Brill said.

In the notice issued to the attorneys
involved, Ito cited “broadcast of false
reports regarding DNA testing of evi-
dence, after having been placed on
notice said reports were false.”

The reports Ito referred to originat-
ed on KNBC-TV about three weeks ago.
After initially reporting that DNA
testing of socks found at Simpson’s
home linked him to the two murders
for which he is being tried, both the
judge and the Los Angeles prosecu-
tor’s office issued denials. But after
rechecking its sources, KNBC-TV stood
by its story and reported it on the air.

Adding controversy to the debate
was ABC News correspondent Jeff
Greenfield, who covers media issues.
In a syndicated print column last
week, Greenfield urged Ito to pull the
plug: “Kicking the cameras out will
serve as a swift kick in the pants to a
press that has simply run amok.”

Brill’s response: “The question is,
who would really be getting kicked
and to what effect? You’d still have
the same number of [satellite] dishes
and reporters outside the court pursu-
ing Jeaks and spins.” |
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FCC seeks comments on fat

TOP OF THE WEEK =
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emof off-net ban

Proposed rulemaking on PTAR to proceed as adversaries line up

By Christopher Stern

broad preoposed rulemaking on
Athe prime time access rule is still
on track for the FCC’s Oct. 20
meeting, coOmmission sources say.
PTAR proponents apparently have
failed in their efforts to derail the pro-
posed proceeding. They were pushing
for a “notice of inquiry” instead of a
“notice of proposed rulemaking.”
Opponents of the rule say an inquiry
would add a year to the FCC’s PTAR
deliberations.
The proposed rulemaking will ask
for comments on ending PTAR’s ban
on off-network programing. But it

also will seek comments on maintain-
ing the ban, a source says. The pro-
posal is also expected to seek com-
ment on all aspects of the plan, not
just the off-network ban.

The broadcast networks and Disney
would like the FCC to repeal the ban
as quickly as possible, while indepen-
dent stations and some first-run syndi-
cators want the FCC to slow down or
even stop its efforts to modify PTAR.

House Telecommunications Sub-
committee Chairman Ed Markey (D-
Mass.) and the subcommittee’s ranking
Republican, Jack Fields of Texas,
joined the fray two weeks ago. The con-

e

Diamond Anniversary

-
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The FCC celebrated its 60th birthday last week with this big cake in the commis-
sion’s meeting room. Commissioner Andy Barrett marked the occasion with the
prediction that competition in the marketplace could make the agency obsolete
by its 70th or 75th birthday. Actually, the FCC celebrated its birthday three
months late; the agency was established on July 11, 1934, as the successor to
the Federal Radio Commission (Broadcasting, July 15, 1934).

The Federal Communications Bar Association also threw a party for the FCC.
Among those on hand were (I-r): Commissioners Rachelle Chong and Susan
Ness, FCBA Foundation Chair Joe Waz, FCBA President S. White Rhyne, McKin-
ley/ Penn High School’s Ethel Lewis, FCBA board member Diane Hofbauer, FCC
Chairman Reed Hundt and Rep. Edward Markey.

gressmen sent a letter to FCC Chairman
Reed Hundt urging him to conduct an
inquiry rather than a rulemaking.

The rule effectively bans network
affiliates in the top 50 markets from
airing off-network shows—reruns—
during the prime time access hour, 7-8
p.m.

The rule has been on the books for
25 years and was enacted to promote
diversity in the marketplace. It is
linked to the financial interest and
syndication rules, which bar networks
from owning an interest in the domes-
tic syndication of programs. By court
decree, the fin-syn rules are to be
pbased out in November 1995.

Smaller independent producers
added their names to the list of the
pro-PTAR effort last week. “Without
PTAR in its present form, opportunity
for independent, first-run producers
would disappear, along with thou-
sands of jobs in their companies,” said
a letter to Hundt from 13 first-run syn-
dicators.

Several public interest groups re-
cently submitted letters to the FCC
calling for an inquiry before the com-
mission embarks on a proposed rule-
making. The groups include Media
Access Project, People for the Ameri-
can Way and the Consumer Federa-
tion of America.

David Donovan of the Independent
Television Stations Association says
it is critical that the FCC’s action on
PTAR is seen as neutral. “A tilted
notice for proposed rulemaking would
effectively end the ban while it was
being discussed.”

Some stations already are banking
on the rule’s demise, which will hurt
independent stations bidding for pro-
grams later this year, Donovan says.
He points to statements made by
Columbia TriStar’s Barry Thurston
(BROADCASTING & CABLE, May 16},
who said he had offers from a number
of affiliates in the top 50 markets to
buy NBC’s Seinfeld.

“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 they would rather own the pro-
gram than have the program sched-
uled against them,” Thurston said. m

10

Oct 101994 Broadcasting & Cable




-




ol
T s,
H
el

EEEE




e e e ke i T T D T

THE

George Hamilton and Alana Stewart -
talk has never been so fun!

Their unique chemistry was developed over 20 years,
as husband and wife, former spouses and most importantly, the best of friends.

When you see George & Alana on screen, you'll know instantly
why they're hosting the hottest new talk show for the Fall of ‘95.
Available from Rysher Entertainment.
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DIRECTYV strikes deal W|th NFL

DBS subscribers will bet up to 12 games weekly

By Chris McConnell
he early DBS adopters will get a

T look at NFL football next
month,

DIRECTYV last week struck a deal
with the NFL to offer the league’s
NFL Sunday Ticket package to sub-
scribers. The program package car-
ries up to 12 games each week.
DIRECTV will offer the last five
weeks of the football season begin-
ning Nov. 27 at a cost of $49.95.
Next year, DIRECTV will offer a
full-season package. The NFL last
week said it had not determined pric-
ing for next season.

The current C-band service, offered
for $99 if viewers signed up before
Aug. 20, so far is reaching about
200,000 residential subscribers plus
another 5,000 bars, says Tola Mur-
phy-Baran, vice president and general
manager of NFL Enterprises. Mur-
phy-Baran says the league will offer
the Sunday Ticket package next year
at the same price for both C-band and
DBS subscribers.

She adds that the league holds high
hopes for the new digital satellite sys-
tem (DSS) receivers, which
DIRECTV says will be available
nationwide this month. RCA earlier
last week said it plans to manufacture
600,000 of the DSS systems by vear’s
end. “We like the fact it is an 18-inch
dish.” says NFL Enterprises President

Ron Bernard.

Murphy-Baran says
the new satellite deal
will not affect any of
the games on broadcast
television. “This is 3
strictly additive,” she D 1 E"“'E
says. “This just gives
the opportunity for out-of-market
games. The out-of-market games,
adds industry consultant Michael
Alpert, will allow the new DBS ser-
vice to begin distinguishing itself
from cable systems. “Cable doesn’t
have that,” says Alpert.

The package marks the first out-of-
market sports deal DIRECTYV has
signed with a professional sports

ECTV

league, although the
company offers a
package of college
football games from
ESPN/ABC as well as
programing from a
series of regional
sports networks.
Negotiations continue with other
leagues, such as Major League Base-
ball and the National Hockey League,
though any deals will have to wait
until the labor disputes in both
leagues are resolved, says DIRECTV
spokesman Thomas Bracken.

“The sports programing has been
the last piece of our programing line-
up to fall into place,” Bracken says. m

Home dish services
get copyright bill

By Chris McConnell

he home dish satellite industry
T can expect to keep its network
programing.

Industry concerns that Congress
might leave town without renewing
the industry’s copyright license were
put to rest last week after the Senate

launch.

Paradise and Moonlighting.

‘Baywatch Nights’ clears Chris Craft

All American Television’s new syndicated spin-off of the hit show Baywatch
has been cleared on Chris Craft/United’s eight stations for a fall 1995

Baywatch Nights, a one-hour, weekly detective show, will feature Bay-
watch stars David Hasselhoff’s lifeguard and Gregory Alan-Williams's police
characters moonlighting at a detective agency. They will be joined by
singer/actor Lou Rawls as the owner of a nightclub and soap regular Lisa
Stahl as co-owner of the agency. Rawls has had supporting roles in several
TV shows, including Hunter, Fantasy island and The Fali Guy. Stahl had a
recurring role on the scap The Bold and the Beautiful, a featured role in The
Young and the Restless and has guest-starred on Baywatch, Thunder in

Baywatch Nights is being created and produced by Hasselhoff, Michael
Berk, Douglas Schwartz and Gregory J. Bonann. 1t is part of a multiyear, mu!-
tiproject deal between Hasseihoff and All American that will see Hasselhoff
continue on Baywatch past the 1995-96 season. The show will be offered to
stations on an eight-minute national/six-minute local barter split.

|

—DT

passed the Satellite Home Viewer
Act. The measure, already approved
by the House, extends for five years
the copyright license that satellite car-
riers need to include superstation and
network programing in their services.
The license was due to expire Dec. 31.

“The entire direct-to-home industry
needs that license,” says Andrew Paul,
senior vice president, Satellite Broad-
casting and Communications Associ-
ation. Paul stresses the importance of
the license to new DBS providers as
well as to the older C-band business.

The license renewal carries with it
new guidelines for establishing the
fees that carriers pay for the licenses.
If copyright holders and carriers do
not negotiate a deal themselves, an ar-
bitration panel will set the fees, based
on a signal’s “fair market value.” To
guard against higher fees, satellite
carriers also added criteria to the leg-
islation the panel will use in determin-
ing fair market value.

“I think the legislation gives us
some optimism that we can keep
copyright fees reasonable,” says Kim
Bayliss, United Video’s vice president
of government relations. |

14
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Superhighway: If you
build it, will they come?

Superpanelists debate makeup of future audience for new media

By Steve McClellan

Ithough the next generation of
Atelevision viewers may barrel

down the fast lane of the newly
built information superhighway,
couch potatoes will represent the
largest segment of the viewing audi-
ence for years to come. And pro-
gramers who want to make a buck
anytime soon should not lose sight of
mainstream appetites while preparing
for the future.

That seemed to be the consensus
last Tuesday during the Interface VIII
“Superpanel.” sponsored by BROAD-
CASTING & CaBLE and the Federal
Communications Bar Association.
The panel, which originated in New
York with seven participants, also fea-
tured by teleconference three pan-

From Washington: se, Hendis, Smi)

el

elists in Washington and two in Los
Angeles. It was the capstone of a day-
long seminar held concurrently in the
three cities.

“I think I'd bet on both,” said Rich
Frank, chairman, Walt Disney Televi-
sion and Telecommunications, refer-
ring to audiences encompassing
couch potatoes as well as those more
willing to embrace the interactive new
media. Whatever shape the new media
take, he said, they likely will “take
[their] place by the side of the existing
ones.”

But as Frank and others noted
throughout the session: “It’s what’s on
that is important, not how you get it.”

Besides Frank, the participants
included: Stephen Case, president/
CEO, America Online; Peter Chernin,

—— e VI

Superpanel central
in New York: B&C
Editor Don West,
Chernin, Diller,
Hartenstein, iger,
Koplovitz, Myhren,
Stringer

chairman, 20th Century Fox;
Barry Diller, chairman/CEQ,
QVC Network Inc.; Eddy
Hartenstein, president,
= DIRECTYV Inc.; John Hen-
1 dricks, chairman/CEQ, Dis-
covery Communications;
Robert Iger, president/COOQO, Capital
Cities/ABC Inc.; Kay Koplovitz,
chairman/CEQ, USA Networks;
Trygve Myhren, president, Provi-
dence Journal Co.; Lucie Salhany,
president/CEO, United/Paramount
Network; Raymond Smith, chair-
man/CEQO, Bell Atlantic, and Howard
Stringer, president, CBS/Broadcast
Group.

The freewheeling discussion illus-
trated the confusion and uncertainty
that exist about how the information
superhighway will develop. Several of
those on the panel were critical of the
regulatory and legislative restraints on
their industry segments.

Capcities’ Iger, for example, called
for the revision or elimination of sev-
eral regulations, including the prime
time access rule, network-cable
crossownership rules and the limits on
network ownership of broadcast sta-
tions.

Such rules, he said, as well as the
financial interest and syndication
rules, were made for the “old world
order.” CBS’s Stringer agreed. He
noted that in a recent Vanity Fair arti-
cle on media movers and shakers,

rom L.A.: Frank and Sathany with B&C Publisher Peggy Conlon
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broadcasters “didn’t even make it to
the footnotes.”

Stringer and others said broadcast-
ing represents the “heart and soul of
what’s on the screen. It is perceived as
anachronistic, but it’s also perceived
as the base of the programing pyra-
mid.”

Fox’s Chemin agreed. “Broadcast-
ers deserve most of the credit for the
programing on the air across all
media.”

Nevertheless, United/Paramount’s
SaJhany warned, future generations
will demand more from television. “1f
we don’t keep up with the times, we
will lose the next generation. They are
looking for something more.”

America Online’s Case touched off
some heated debate by saying that the
development of a navigation system,
perhaps by a software company such
as Microsoft, will be a key issue. At
the start, he said, “open access is prob-
ably more important than universal
access.”

Frank disagreed. “If the future nav-
igation system looks like something

INTERFACE VIl =

from Microsoft, it will never work,”
he said.

While broadcasters are unhappy
with certain regulatory curbs, so too
are cablers and phone companies.
“The FCC is making it impossible for
advertiser-supported programing to
get off the ground,” said the Provi-
dence Journal’s Myhren. He was
referring to restrictions on cable sys-
tems’ ability to package program ser-
vices in tiers of service.

Koplovitz called 1992 cable reregu-
lation the “broadcast protectionist
act” for its curb on cable rates and
automatic right of broadcasters to be
on local cable systems. “Rereg turned
the tables quite a bit,” she said.

Smith said Bell Atlantic is “very
disappointed” with the demise of the
telecommunications bill in the Senate.
Although he said the telephone com-
pany will do everything it can to insure
passage of a bill next year, “1 fear it
may come down to a blackball situa-
tion,” where one dissenting industry
member could hinder passage.

DIRECTV’s Hartenstein said the

power base in the business will con-
tinue to be in programing. By and
large, he said, viewers want entertain-
ment programing. As for DIRECTYV,
he said the service has 100,000 sub-
scribers and expects to have 400,000
by year’s end, 2 million by the end of
1995 and 10 million by 2000. “We
don’t need more than 3% [TV house-
hold penetration] to break even and
hit a home run,” he said.

As for future program services,
QVC’s Diller said the key is to create
a unique “sensibility” that can be mar-
keted as a “brand” to viewers. At Fox,
for example, the sensibility was “edgy
and contrarian, We didn’t do Fox as a
demo issue.”

Discovery’s Hendricks agreed. “The
power will be in branded original pro-
graming,” he said. A new Discovery
video-on-demand service, Your Choice
TV, “was just a concept a year ago.”
Since it began testing in a few markets,
16,000 homes have ordered programs
from the service. “Brand names have
enormous value and trust with the con-
sumer,” he said. ]

FCC’s Hundt: sensible dereg needed

Chairman also addresses PTAR, going-forward rules

By Kim McAvoy

week called for “sensible rules

and sensible deregulation” for
the broadcasting industry during
Interface VIIT in Washington. In a
speech that ranged widely over all the
Fifth Estate media, he settled on com-
petition as his regulatory lodestone in
deciding all policy dilemmas.

The chairman also referred to the
so-called social compact between
broadcasters and the public, but only
to make clear where he stands.

Said Hundt: “There’s been a lot of
hype about whether I created, killed,
birthed or abandoned this concept.
The truth is simple: none of the above.
The concept came before I mentioned
it and it will, I hope, be around for
years. It is the same as the notion that
broadcasters have some obligation to
perform public service by reason of
getting their scarce, free licenses.”

Hundt posed the question of how to
define that public service “so as to

FCC Chairman Reed Hundt last

(-

FCBA

S s

INTERFACE
) i Vil _

Hundt says legislative reform should pro-

mote competition in all media markets

have the greatest impact for the good
while minimizing administrative costs
and market efficiencies.” Specifically,
he asked: “What is the best way to
insure broadcasting provides chil-
dren’s programing opportunities and
minorities’ opportunities in manage-

ment and in ownership?

“Good economics and meaningful
answers to these questions can be
combined to generate sensible rules
and sensible deregulation,” he said.

That treatment was in strong con-
trast to House Telecommunications
Subcommittee Chairman Ed Markey’s
remarks, which focused on the social
compact {see story, page 100). Markey
(D-Mass.) said the FCC’s review of
broadcast ownership tules should be
tied to a re-evaluation of the social
compact. Hundt did not link the two.

Hundt suggested that in looking at
broadcast issues, “we need to listen to
economists because the future of
broadcast is dependent on sensible
economic policy.”

The chairman discussed other com-
mission issues, such as its considera-
tion of so-called going-forward rules
for cable. The FCC is looking for
“flexibility and clarity,” he said.
“That’s why we’re exploring with
industry and consumer groups the con-
cept of a new product tier, a bundle of

-
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new services that would not have to be
rate-regulated, regardless of whether
the services are offered a la carte.”

He also referred to the FCC’s con-
sideration of the prime time access
rule’s ban on off-network programing
for affiliates in the top 50 markets:
“Does it make sense to micromanage
competition in today’s market? Is it
good for those sellers of programing
to have the opportunity to sell their
products only to an artificially limited
group? These are important questions
that need serious and timely
answers.”

Hundt also urged the Interface audi-
ence to encourage Congress to act
again next year on telecommunications
legislation. “Everyone in this town is
talking about the elections. I say, no

“Good economics and
meaningful answers to
these questions can be
combined to generate

sensible rules and
sensible deregulation.”

matter who wins which elections, it is
imperative to support the recommence-
ment of the legislative process.”

It also is important to seek legisla-
tive reform that promotes competi-
tion in all communications markets,
he said.

Hundt charged his listeners—*virtu-
ally present” at the three-city telecon-

m——r=s==——=——=|[NTERFACE Vil| t==—————=ssamseesa=—a—m-—e

ference—to make an “irrevocable com-
mitment to competition,” lest they be
bedeviled by a lifetime of regulation.

Hundt cited the cable industry for
asking the FCC to reject virtually all
telephone company video dialtone
applications, threatening administra-
tive gridlock with over 33,000 pages
of filings. At another point he called
cable the “bottleneck monopoly” in
virtually all geographic markets. The
chairman took care to say he didn’t
want that world to be followed by a
monopolistic one-wire world of tele-
phone companies.

Hundt extended the cable bottle-
neck analogy to broadcasting, saying
must-carry rules were necessary to
assure that over-the-air TV reaches its
audience. |

Notebaert calls for new infohighway bill

Ameritech chairman says failure of Hollings bill will slow advance of video services

By Rich Brown

meritech Chairman and CEQ
ARichard Notebaert told atten-

dees at Interface VIII in New
York that America is on the brink of a
“redefinition” of television and called
for legislation to accelerate that
change.

Notebaert said that despite reports
to the contrary, Ameritech was “very
supportive” of the infohighway bill
that was scuttled last month by Senate
Commerce Committee Chairman
Ernest Hollings.

“We felt that the bill, in its current
form, just needed more work,” he
said. “We really did want and do want
legislation. We need to make it a real-
ity.”

Notebaert said the failure to pass
the legislation will probably slow
down the telcos as well as the cable
companies as they try to deploy
advanced video services.

“All of us need to get away from
picking winners and losers and divid-
ing up the customers; we need to let
customers have the deciding vote, not
lobbyists,” he said. “We need to focus
our collective energy on the real
issues we need to resolve—things like
intellectual property rights, privacy
issues, connectivity, reliability and
more.”

Notebaert said Ameritech’s plan is
to eventually develop its video deliv-

Ameritech’s Richard Notebaert

ery business into 20% of the compa-
ny’s gross revenues. He said the com-
pany’s core telephony business will
account for 60% of the revenues in
the future and the remaining 20% will
be generated by international busi-
ness.

Ameritech is already taking action.
On the regulatory side, the company
has filed a federal lawsuit seeking per-
mission to provide TV programing in
its local service areas. Technically, the
company is deploying billions of dol-
lars worth of fiber optic cable. On the
personnel side, people such as former

Columbia TriStar Home Video presi-
dent Pat Campbell and former Nick-
elodeon marketing executive Heidi
Diamond have been brought on board.
And on the programing side,
Ameritech’s activities include plans
with Walt Disney Company, Bell-
South and Southwestern Bell to
acquire, package and create program-
ing content.

Notebaert said programing is one of
several areas that will be redefined in
the television of the future. He said
video-on-demand technology will
creale so many choices that only the
major events or high-end productions
are going to attract a mass audience
and the advertising to support it. Pro-
graming promotion, he said, will be
more important than ever before.
There will be a “slew” of high-quality,
lower-budget, targeted content
options, he said, some of them pro-
duced by today’s CD-ROM manufac-
turers. He also said creative producers
will be needed to add entertainment
value to activities ranging from finan-
cial transactions to Library of Con-
gress databanks.

“Television is on the brink of trans-
formation; in relatively short order,
virtually none of the old definitions
are going to fit any longer,” he said.
“And to people in my industry, that
kind of sea change spells enormous
opportunity.” ]
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INTERFACE VIIl

Markey lays out
legislative agenda

By Kim MicAvoy

ouse Telecommunications Sub-
H committee Chairman Ed Markey

wants to “reinvigorate the social
compact between broadcasters and the
American people.” And if broadcasters
aren’t agreeable, he suggests, they may
be asked to pay for their spectrum.

That was his message to last week’s
Interface VIII in Washington, in a
speech that he said laid out “the frame-
work for his agenda next year.”

Markey said broadcasters must
“renew their commitment to serve the
public interest.” That commitment, he
said, must include more children’s TV
programing. He also wants broadcast-
ers to respond to the issue of TV vio-
lence and make sure that minorities
are "“not left out of the social com-
pact.” Markey said he would hold
hearings next year on the social com-
pact and related issues.

The chairman warned broadcasters
not to neglect their responsibility to
serve the public or they might wind up
being subject to spectrum fees or auc-
tions. “Should we ever reach the point
when television is treated as just
another high-tech appliance—the
famous ‘toaster with pictures’—we
will have reached the point when free
broadcast spectrum should be auc-
tioned like spectrum for pagers and
beepers,” Markey said.

And Markey made clear that the FCC
should tread lightly in its efforts to
review its broadcast ownership rules.
He said the agency should conduct a
“study” on the matter before taking
action. He also suggested that any deci-
sion on the ownership rules should be
made “in conjunction’” with Congress.

Markey later told reporters that it is
“importani the commission be fully
appreciative of the consequences” of
any changes to its ownership rules.

While reassessing its broadcast
ownership rules, Markey said the FCC
must also “re-examine the broadcast-
ers’ role as a public trustee in light of
the unserved needs of the "90s.” FCC
Chairman Reed Hundt has also talked
about “revisiting the social compact...I
applaud his willingness to return to
fundamental truths as a basis for craft-

ing forward-looking policy.”

As for that compact, it must include
“strengthening children’s programing
requirements for television broadcast-
ers.” Said Markey: “Broadcasters must
be given a reason to choose the public
interest over profits in today’s environ-
ment, and the FCC must send a strong
message that it will enforce this public
interest requirement.”

TV violence is also on Markey’s
list. He is irked with the broadcast net-
works for refusing to support his so-
called V-chip bill that would mandate
TV sets be manufactured with a tech-
nology that would enable viewers to
block violent programs.

“I have proposed technology that
would allow parents—in their own
homes—to block out any individual
program that carried a rating or advi-
sory for violence from the broadcaster.
The response from broadcasters? They
have reacted angrily and fearfully,”
said Markey. “Significant steps” must
be take in this area if broadcasters’

and

Congressman Ed Markey

public interest obligation “is to mean
anything at all,” he said.

Markey also decried the state of
minority ownership in broadcasting. He
said it was at “a dismally low level that
does not come close to approaching their
representation in our society.” He noted
that Hundt plans to act in this area.

Another element of Markey’s broad-
cast agenda next year is a “re-evalu-
tion” of public broadcasting. He said
commercialism has “increasingly
found its way into the public broadcast-
ing mindset. ]

Don’t believe hype
about future markets

New media execs debate financial prospects of superhighway

By Mark Berniker

on the information superhighway?

New media visionaries offered

their best guesses about that topic

last week during the Interface VIII

panel “New Revenue Opportunities

on the Information Highway” in New
York.

Alfred Sikes, president of Hearst
New Media & Technology, said there
is a need to demystify the hype and
deal directly with the “practicalities
and realities of the marketplace.” The
market for advanced television and
communications services will evolve
along a “migratory path,” he said.

Edward Horowitz, senior vice presi-
dent of technology and chairman/ CEO,

j ust where will people make money

Viacom Interactive
Media, echoed those ]
sentiments, mixing |
businesslike sensibil-
ity with cautious
optimism.

When asked te
predict where the
market will be in the [i§
year 2000, Horowitz | =
said that although |
telephone compa-
nies and cable may
hook up 20 million
households each, &
about 5 million
homes will take full |
advantage of inter- =
active video services through the next
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generation of set-top boxes. Consumers used the bundle of services F t h k.
Horowitz said it makes more sense | an average of 30 hours per week, " U"e s oc -
to “focus on small audience bases” and | spending more than five hours on -
make sure there is validation of the | video games. S d t
business models for new interactive But while interactive television is y" 'ca 0’3
markets. He sees multiple mini-mar- | being talked about as a potential mar-
kets and viable businesses in video | ket, consumer online services are wor’y about
games, CD-ROM and online, with | financially viable today.
interactive television further down the However, the de facto entertainment
road. ambassador for the online industry access
Sylvie Lalande, president/CEO of | had a differing view. Scott Kurnit,
UBI, the _anadian—Amgrican ipte}"aq— Prodigy Services executive vice prgsi- Stations allying with
tive television consortium, said it is | dent of consumer products, marketing k .
essential that interactive television net- | and development, said the trend in networks, Statlon groups
works be supported by multiple rev- | consumer access is “personalization” | pose threat to new shows
enue streams, but most important, by | and that it makes more sense to think

advertisers. of new services to grow out of existing | By David Tobenkin

Lalande said consumers can have | services “rather than trying to invent
access to interactive services, but do | new things.” ew networks and more competi-
not have to pay the potentially high Kurnit said “the technology needs N tion from existing ones will
price of a new set-top box. The device | to be transparent” and that online ser- make syndicating new shows

can be made available for free *as long | vices traveling over cable will allow | increasingly difficult, panelists at an
as someone is paying,” Lalande said, | for instantaneous consumer access to | Interface VIII session in Los Angeles
adding that both advertisers and ser- | audio, photos and video, along with | said last week.

vice providers will effectively subsi- | text, over the network. “It feels like my biggest customers
dize the system, and cable operators He doesn’t expect linear television to | are now my biggest competitors,”
will pay a royalty on revenues back to | go away anytime soon but thinks that | Buena Vista Television President Mort
the consortium. enhancements to services will soon | Marcus said. He was referring to the

UBI will offer its package of inter- | arrive that will give viewers more con- | increasing numbers of stations allying
active services over television in a | tral. The challenge to the production | with rival networks owned by studios,
region of Quebec to what Lalande | community is to produce television dif- | such as Wamer Bros. and Paramount,
called “critical mass,” or 80% of all | ferently, not to teach people how to | and station groups, including Chris
homes. She emphasized taking a mar- | watch in new and different ways. Craft. “Every station [ walk into in Los
ket-by-market approach.” Kurnit said over-the-air television is | Angeles is now our competitor. It gets

From the Canadian cable industry | a “wasteful use of spectrum” and that | down to access; that will be a really
perspective, Lalande said consumer | it should be reallocated in the future, | big issue in the future.”

access to future interactivity will be | but ex-FCC chairman Sikes said he Even syndication powerhouse King
through existing TV sets: “It’s defi- | doesn’t see that happening in the | World Productions, which controls
nitely going to go through the televi- | attendees’ lifetimes. the top two syndicated shows and the
sion, not the PC.”’ Sikes ended the session with an | top syndicated talk show, is feeling

Lalande said her group has learned a | adage about the future of this unde- | the heat, King World Chief Executive
lot from its test in Montreal of a first- | fined market that no could disagree | Michael King said. “You have to per-
generation version of interactive televi- | with: “The only thing that is certain is | form more quickly out of the gate [in
sion, where there was no return path. | uncertainty.” m | the case of new shows]. That makes it
hard even for a company like ours.”

Marcus, King and three other studio
syndication heads spoke at the panel in
Beverly Hills moderated by Michael
Lambert, managing partner of the Part-
ner Stations Network syndication con-
sortium of station groups. The topic
was the future of syndication.

Networks’ ability to own a greater
proportion of their shows and syndi-
cate them after November 1995, when
the financial interest and syndication
rules sunset, will turn the networks into
formidable competitors and pressure
syndicators’ bottom lines, said Dick
Robertson, president, Warner Bros.
Domestic Television Distribution.

“It will be more difficult to sell pro-
grams to a network and retain the
financial benefits we now enjoy,”

Sikes and Horowitz debate superhighway

Lalande, Kurnit,
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/0/ FUNNIEST HOME VIPEOS. With wore laughs per minvte
than any other sitvation comedy on television, along with a
distinguished network performance, AMERICA'S FUNNIEST
HOME VIPEQS is the best opportunity to hit syndication in
years. So get ready for the only comedy that's wild enough,
outrageous enough, and hysterical enough to make "funniest”
its middle name. AMERICA’'S FUNNIEST HOME VIPEQS.
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Schwab and Robertson

Robertson said. “The kind of deals we
will make with ABC, NBC and CBS
are likely to be very different. They’ll
ask for positions in shows which right
now they are not allowed to have....
As far as syndication, I've always
thought the syndication business was
very much like the real estate busi-

Syndication executives/panelists gather for group pottrait.
Ciockwise from back left: Lambert, King, Meidel, Marcus,

ness, in that the stations
were the landlords and
we were the developers
and we were trylng to
go out and build on the
choice real estate. Now
you are essentially
allowing the landlord to
develop a business and
now they can own their
own shows. It can only
make it more difficult.”

However, MCA TV
President Shelly
Schwab noted that the
competition is already
tough. He views the
networks and station
groups as little different
from other upstart syn-
dicators, like Rysher Entertainment.
“This past year has been difficult due
to the increased number of network
positions in shows, but [MCA sub-
sidiary] Universal Television had its
best year selling to networks in the
past five years,” Schwab said.
“There’s always room for good pro-
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graming.”

Twentieth Domestic Television
President Greg Meidel said Fox is a
good model for a deregulated future
because of its ownership of network
and syndicated production arms, as
well as a network itself. He expressed
doubt that any network or studio-net-
work competition will be able to pros-
per without outside product. *“Our busi-
ness is entirely hit-driven. If Disney or
Warner Bros. has a hit, then [Fox
Broadcasting] seeks to buy it,” Meidel
said. “They won’t take a secondary
show because it’s from Twentieth.”

Despite increased competition,
Marcus said it is possible for first-run
shows to be profitable in the first year.
He predicted that one such show will
be WBDTD’s new young-skewing
talk show for 1995-96, Carnie.

Ironically, increased competition
and greater difficulty launching shows
make it easier to keep existing shows
on the air, Robertson said. “Today,
stations are more reluctant to take off
a show because they know how hard it
1s to launch it” ]

and multiple ownership.

Commissioner James Quello reiterated
his call for relaxation of the multiple own-
ership rules by increasing the current 12-
station limit by “four or five stations.”

Neither Rachelle Chong nor Susan Ness
was as outspoken as Quello on crassown-
ership, but the two commissioners did say
their offices would look at the issues with
an eye toward the changing marketplace.

Industry gets mixed reviews from FCC

FCC commissioners told television exec-
utives last week that they were committed
to addressing several broadcasting-relat-
ed decisions, including crossownership

,_@

Rachelle Chong

o ol =
Susan Ness

ames Quelio

In response to a question asking for a definition of FCC
Chairman Reed Hundt’s proposed “social compact,”
Chong said, “It's a signal we are willing to re-examine our
rules to make sure they are relevant today.”

Ness picked up on the social implications of the pro-
posal, saying any examination of ownership should be
iinked to broadcaster’s “public interest obligations,”
which she called the “cornerstone” of the industry.

Although endorsing an examination of the ownership
issues, Chong had mixed reviews for the industry. She
praised broadcaster's efforts in children’s television but
criticized what she sees as its continued use of sex and
violence to attract viewers.

“| continue to have concerns about gratuitous sex and
violence on television,” Chong said last week. The com-
missioner added that she seeks to balance those con-
cerns against her “love of the First Amendment.” Chong

singled out ABC for praise for its voluntary efforts to label
some programs for family viewing.

Chong said she was encouraged by apparent
progress in the area of children’s television. “There is
more children’s programing on the fall schedule, and |
was happy to see very active marketing,” she said.

Quello also lamented what he called “brutal violence
and glamorized explicit sex,” but he cauticned against
content regulation.

In cable-related matters, the commissioners expressed
interest in completing the going-forward rufes now under
consideration at the FCC. The rules will cover the addition
of new channels to new systems and the issue of chan-
nels moving from regulated to a ta carte offerings.

No specifics of the going-forward rules were dis-
cussed. “Cable will not get everything it wants, but it will
get something,” he said. —CSS
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Economic forecast:
blue skies ahead

By lulie A. Zier

roadcasting is a cyclical busi-
Bness, economic experts say, and
these days it’s on an upswing.

During an Interface VIII panel in
Washington, four members of the
economic community offered their
outlooks on, and expectations for, the
future of networks, cable and telcos.

Merrill Lynch & Co.’s Jessica Reif
says now is a good time for a network
to sell. Affiliation changes are weak-
ening ratings and forcing the net-
works to spend more on promotion.
They also are paying more in affiliate
compensation. CBS will have to
invest heavily to develop news
departments at its newly purchased
0&Os in Detroit and Atlanta. In addi-
tion, Reif says, the “regulatory winds
are shifting against the networks.”

But at the same time, the network
business is strong and cash-flow mul-
tiples are peaking. Anyone who sells
now, Reif says, will make a lot of
money.

The health of the advertising envi-
ronment also makes a network a good
buy, according to Wertheim Schroder’s
David Londoner. He expects the con-
tinuation of that growth will lead to
even higher multiples.

Lazard Freres & Co.’s Steve Rattner
says the failed QVC-CBS deal “played
a significant role in levitating stocks.
People realized there was more value
[to networks] than they thought.”

Rumors persist about an anticipated
bid for NBC, and Londoner says that
Disney has the most to gain from such
a purchase. A network is “arguably the
best promotional vehicle in the United
States” for Disney’s licensing, he says.

Rate regulation has hurt telco-cable
mergers, Reif says. But Dennis Lei-
bowitz of Donaldson, Lufkin & Jen-
refte says the setback is only temporary.

“Telephone companies are waiting
to see what happens with [telecommu-
nications] regulation,” Leibowitz says.
The Hollings bill stalled in Congress
but is expected to be resurrected in
some form after the elections. “We
will see [telcos] come back and buy
cable,” adds Leibowitz.

An alliance between a long-dis-

INTERFACE VIl

tance carrier and a
cable company “‘seems [
inevitable,” Reif says,

§ Hiow

and could happen
sooner rather

than Dennis Leibowitz

later. Rattner suggests g
Teleport Communica- §
tion Group and Time §
Warner as two likely |
partners, and Lel- |
bowitz submits Bell |
Allantic.

The delay of the
information super- |
highway is a positive §
sign to Rattner. Rattner
hopes the superhigh- [&

way discussions result
in revolutionary con-
sumer products that will flourish
much like answering machines and

David Londoner

Jessica Reif

mobile phones and become part of
everyday life. [ ]

Adding billboards to
information superhighway

Advertising dollars said key to paving way for new technologies

By Donna Petrozzello

dvertising will be crucial E
Ato funding new media |
technologies and keeping
cable and interactive television
applications affordable, a panel |
of media planners and cable |
advertisers said during the New
York segment of Tnterface VIII. |
“Ultimately, advertising has

to pave the information super-
highway,” said William Airy,
president, Vision Group Inc., and an
executive with Tele-Communications
Inc. “Value is key. We cannot expect
subscribers to pay exorbitant amounts
of money for this.”

Other panelists weighing in during
last Tuesday’s discussion of “The
Future of Interactive Advertising”
included Michael Drexler, president of
BJK&E Media Group, a division of
Bozell; Charles Lamphear, media

Willjam Airy and Michael Drexler

director, HGJ Heinz Corp., in charge of
product development and media activi-
ties for Heinz companies; and A. Reza
Jafari, vice president of business devel-
opment for the media division of EDS
Communications Industry Group.

The panel was moderated by Robert
Alter, vice chairman, Cabletelevision
Advertising Bureau, and president,
Alter Associates consulting firm.

Panelists agreed that the focus of
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collection of shocking short stories on TV..." Tales From The Crypt.”

| With bone-chilling high ratings on HBO and FOX, and with a line-up of
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emerging technology in cable televi-
sion, and applications for personal
computer systems, so far has been on
the hardware needed to connect con-
sumers to the new media. The role of
advertising to fund the ventures has
been overlooked.

“Providing more choices in pro-
graming is not the issue. The real issue
is how to make television more useful
and fulfilling to the viewer and offer an
added value,” Alter said. “It’s basically
a redefinition of the relationship
between television and the viewer.”

“Advertising enhances the mar-
ketability and profitability of this new
stream of entertainment, information
and service programing by cable,”
Alter said. “Advertising can provide a

Charles Lamphear and A. Reza Jafari

substantial rev-
enue stream to
make it possible
for cable opera-
tors to market
{ services at an
attractive price-
benefit level. We
can’t allow
| advertising to be
| left out.”
Drexler said
advertisers also have to focus on
amending their strategies to fall in line
with the new technologies.

“As I see it, advertisers now have 10
think of software developments for a
variety of applications,” Drexler said.
“If all the new technologies can offer
are alternative ways of reading instead
of the printed page, or alternate ways
of shopping instead of the store, then
the great promise of the electronic
superhighway will not be fulfilled.

“Anyone involved in interactivity
today must be thinking about the
broader entertainment and informa-
tion applications that offer consumers
new and different ways of receiving
what they want,” Drexler said. “And
advertisers have to prepare for a vari-
ety of applications.” ]

Bob Alter

INTERFACE Vill

Redefining news

Influence of magazine shows, changing economic

environment, are all factors
By David Tobenkin

he success of syndi-
Tcated news maga-

zine shows has
probably forever
changed how the net-
works cover news, said
Linda Ellman, until
recently one of two exec-
utive producers of Para-
mount’s Hard Copy.
“I’m not sure the net-
works would have cov-
ered the O.J. Simpson
trial the same way they
are today without Hard

Copy’s coverage of
Michael Jackson and
Tonya Harding,” said
Ellman. “I hope the networks can sur-
vive to cover Bosnia, Beijing and
Berlin, but it’s also important to cover
the news that people are interested in.”

Ellman was one of four panelists
who spoke at a Los Angeles Interface
VIII discussion on the economics of
television news moderated by Van
Gordon Sauter, former president of
Fox News and CBS News.

Another trend remaking network
news is increasing diversity, said
Katherine O’Hearn, Los Angeles
bureau chief of ABC News. “There’s
been a democratization of the news
organization that’s been a dramatic
change,” said O’Hearn. “The past
three to four years, the positions of
power have been taken over by a
younger, more diverse crowd.”

Those changes have affected cover-
age of the news itself, she said: “Dif-
ferent people have a different sense of
what is news. At ABC, the increase in
females has increased coverage of the
family and spousal abuse and reduced
the focus of news out of Washington.”

Asked by Sauter why local news-
casts are often monotonously similar
in a given market, Jeff Wald, kcop(Tv)
Los Angeles executive director of
news programing, agreed with the
assessment. Wald said that Kcor
reduced its evening newscast from
one hour to a half-hour six months
ago because there simply was not
enough compelling news to merit the

Kathy O'Hearn, Jeff Wald, Li;'idé ‘Eilman, Ed E‘asaccia and
moderator Van Gordon Sauter

longer newscast and avoid repeating
ground covered by other stations in
the market.

“Our decision was that we could
tell the day’s events in a half-hour,”
said Wald.

However, the station continues to
examine the possibility of launching a
“cultural magazine show” that would
mirror Los Angeles’s diverse popula-
tion, geography and lifestyles. Local
news is often bland because stations
have become frequently sold com-
modities that lose their unique person-
alities as a result of efforts to maxi-
mize their value to their owners, said
Ed Casaccia, a news director at
Orange County NewsChannel.

Getting people into the field is key
to reflecting the complexity and diver-
sity of a city, Casaccia added. “The
amount of news available is propor-
tional to the number of people gather-
ing it,” he said. “To create more
regional services, you must be able to
maximize those producing content
and minimize technical overhead.”

Conserving resources by pooling
coverage of big events would also free
more resources to cover such issues,
said Wald. He said his is probably the
only major English-language TV sta-
tion that will not have gavel-to-gavel
coverage of the O.J. Simpson trial. He
also said he would welcome pool cov-
erage of the event by all the stations in
the market. B
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Why your next
basic cable launch should
end up in court.

Sexual Harassment Txi
WEEKS v. BAKER & McKENZIE

A new brand name

For world news there’s CNN. For sports, there’s
ESPN. MTV is music television and C-SPAN is our
eye on Congress.

Since 1991, legal journalism has had a “brand
name,” too: Court TV. And it's what you should
be thinking about for your next basic launch.

A new Kkind of public service
programming

While it’s as compelling as any soap opera,
Court TV isn’t lurid or sensational. It is solid,
public-service journalism, giving Americans their
first intimate look at their system of justice. We
choose interesting, important trials, and we
cover them gavel to gavel.

Our anchors and commentators aren’t
“personalities.” They're respected legal journal-
ists, experts at making even the law’s most
arcane points understandable. They comprise
what Rolling Stone has hailed as “the best news
organization on TV.”

“How did we ever get along
without Court TV?” —TV Guide

Wherever Court TV has been launched, the
reaction has been immediate and positive—and
not just among cable subscribers. Judges have
complimented its fairness. Teachers have
welcomed it into the classroom.

Cable operators have been enthusiastic, too.
Court TV’s extensive marketing support package
helps build important goodwill for cable in your
community.

Basic justice belongs on basic cable

Court TV, says TV Guide, is “a cable viewing
staple,” and it’s becoming a core service for
non-cable direct-delivery systems, too.

Before you decide on your next cable launch,
ask yourself what your viewers really want and
need. Then call Bob Rose at 212-973-3348.
Once you review the evidence, we believe your

subscribers will have - o
'COURT

their day in court.
Justice is basic.
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ew Revenue Opportunities on
N the Information Highway kicked

off the Los Angeles portion of
Interface VIII. Making predictions
were (I-r): Beth Kennedy, an indepen-
dent interactive employee; Thom
Kozik, president, The Persona Group;
James Erlich, president, ICFX Inc.;
Bill Gross, chairman, Knowledge
Adventure Inc., and Terry Hershey,
president Time Warner Interactive’s

Is there a future for CD-ROM?

INTERFACE Vil

entertainment Division.

Gross predicted that CD-ROM, the
current system of choice, “will fade,
giving way to the next system, just as
diskettes faded, giving way to CD-
ROM.” But before the system is sur-
passed by another, Gross said its use
will become more widespread as prices
fall. “Last year, CD-ROM prices were,
on average, $49. This year they will be
$39 and the market will double.”

The Law Firm of

KECK, MAHIN & CATE
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Wednesday, October 12, 1994, Room 503

NAB Radio Convention

An intensive conference for existing and prospective radio

financial issues concemning station acquisitions and financial managemenl.
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John Abel Bob Rast

Squaring
off on HDTV

By Christopher Stern
Bers clashed during a debate at

last week’s Interface VIII in
Washington over what services should
be offered to consumers by over-the-
air digital television.

The debate’s central issue was
whether broadcasters should be
allowed to use their expanded spectrum
to deliver multichannel digital TV,

Current HDTV plans limit broad-
casters” ability to compete in the digital
future, claimed John Abel, executive
vice president, National Association of
Broadcasters. Abel said broadcasters
must be allowed to offer several video
channels when they receive the extra
spectrum allotted for digital TV.

Abel said broadcasters want the
flexibility of using their extra spec-
trum to compele with cable and direct
broadcast satellite. “Give broadcast-
ing a chance to reinvent itself with a
much higher level of service,” he said.

General Instrument’s Bob Rast
acknowledged that broadcasters could
nol provide both HDTV and multi-
channel video services at the same
time. But HDTV would take up only
90% of the new spectrum allotted to
digital TV delivery, said to Rast; the
remaining 10% would be more than
enough to provide auxiliary services.

Rast represented the Grand
Alliance, a coalition of seven compa-
nies now developing the prototype for
the HDTYV delivery system.

He warned that if broadcasters push
too hard to use extra spectrum for ser-
vices other than HDTYV, Congress may
change its mind about giving TV sta-
tions an extra channel. ]

Phatos by: Tom Shagass (New York), Jeff Kaiz
(Washinton) and Mathew Photo. (Los Angeles).

roadcasters and HDTV develop-

Oct 10 1994 Broadcasting & Cable



Talk show host Barbara Cartson 1‘
of KSTP{AM} aneapntls
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SPECIAL REPORT

Raising the new generation of talk talent

The next Howard Stern or Rush Limbaugh may be in Minneapolis broadcasting
from a hot tub or in Chicago boxing with Donny Osmond

By Donna Petrozzello

Ithough the spotlight rests
A most often on radio talk show
hosts such as Rush Lim-
baugh and Paul Harvey, these per-
sonalities and others who are now
national celebrities addressed their
first listeners from a local mike.
And it is at local talk radio sta-
tions that new hosts test their lim-
its, get solid market shares and
hope to attract a national syndica-
tion deal. Below are profiles of
local talk show hosts who may
have a national radio career in their
future,

Danny Bonaduce, wLur{rm} Chicago

Danny Bonaduce may be one of the |
few radio talk shows who can be

funny and polite at the same time.  pappy Bonaduce

After suffering through articles
published by the tabloids that wrote
him off as addicted to drugs and broke
in the mid-1980s, the former child
actor who played Danny Partridge in
the 1970s sitcom The Partridge Fami-
fy prefers to not to rake up muck on
his guests. He would rather show
them a good time and win them back
for a repeat visit.

“I have no agenda when they
[celebrities] come on. I just want them
to have such a good time they feel free
to come back,” Bonaduce said. “I
don’t need to know celebrity scandal;
I just want celebrity guests. I've got
more muck around me than any three
guys I could interview, so no, I don’t
like to harp onit.”

Bonaduce hosts the midday slot at
Evergreen Media Corp.’s “personality
talk” wLup(FM) Chicago between
morning drive’s Kevin Matthews and
afternoon drive’s Jonathon Brand-
meler. Evergreen syndicated
Matthews’ show to a Grand Rapids
station last month, and the starion is
considering putting together a deal to
syndicate all three shows as a pack-
age.

Meanwhile, Bonaduce does a
nationally syndicated, two-minute
gossipy segment about Hollywood

personalities, called The Hollywood
Report with Danny Bonaduce that is
syndicated by the United Stations
Radio Network.

Bonaduce said radio salvaged his
career, but he fell into it in an unusual
way. After reading the infamous story
several years ago in the National
Enquirer that called Bonaduce “dead
broke and starving,” Brandmeier ran a
gimmick food drive for the down-and-
out former child star. Other radio
show hosts heard of the stunt, and
invited Bonaduce to appear as a guest
to talk about his plight.

One of Bonaduce’s guest appear-
ances was on The Howard Stern Show,
after which he recalled thinking that
hosting a talk radio show might be a
good way to earn a living. He also
appeared on Brandmeier’s show,
which inspired him to go into radio
because Brandmeier “just looked like
he was having so much fun.”

Bonaduce said he then asked “a
thousand radio stations for a job” that
had featured him as a guest, until he
was eventually hired to fill the
overnight slot at wiiz(rMm) Philadel-
phia (formerly WEGX)., Soon after, he
moved to mornings at KKFR(FM)
Phoenix. He joined wLUP in 1993,

where he signed a year-long con-
tract to do overnights, but in §ix
weeks was promoted to a 10 p.m.
to 2 a.m. time slot. Nine months
later, he was moved to middays,
from 10 am. to 3 p.m.

After nearly two years with

wLup, Bonaduce said he definitely
prefers radio over television,
{ because he said he wasn’t “really a
very good actor.” The perk to a
radio job, Bonaduce said, is that
“you get to do and say what you
want, not what somebody wrote
for you. And I only shave like
| once a week for this.”
1 Bonaduce has since captured
4 national attention at WLUP with
1 several promotional stunts he has
done, including boxing Donny
Osmond and eating lunch with his
former co-star, David Cassidy, to
promote Cassidy’s role in the play,
“Blood Brothers.” The boxing match,
which Bonaduce said was taxing to
train for, was broadcast during Brand-
meier’s show.

But he has scheduled another bout
with Rick Kirkham, a reporter and
segment host of television’s /nside
Edition, who Bonaduce said chal-
lenged him after hearing of his fight
with Osmond. “Rick went on radio
stations challenging me and made a
big thing of it, so now I have to kick
his ass,” Bonaduce said. The fight will
open a professional bout with George
Foreman, to be held Nov. 5 at the
MGM Grand in Las Vegas,

He also tries to steer away from
talking politics with guests, because
he is “not well versed in political
issues,” but the subject of his role on
The Partridge Family is still a popular
ice-breaker with some inquisitive
guests, he said. While he does not
mind talking about his sitcom fame,
Bonaduce said he thinks Cassidy is,
for the time being, more successful
than he because Cassidy has “more
money, and I really measure success
in money.”

“But, I'm way more successful than
Eddie Munster.”
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Tub talk with Barbara Carlson, kste(am Minneapolis

Barbara Carlson, kstr(am] Minneapolis

Minneapolis talk show host Barbara
Carlson is best described as uncon-
ventional and eager to make waves. A
former member of the Minneapolis
City Council and ex-wife of Minneso-
ta governor Arne Carlson, her midday
show on KSTP(aM) combines her polit-
ical wit and satire with outrageous
stunts.

Those stunts include a regular Fri-
day broadcast from her hot tub at
home, where she invites guests to par-
ticipate in the show and spak simulta-
neously. As a publicity stunt, Carlson
had the hot tub propped on a flatbed
truck, and rode in it, donned in a
crown, in a parade.

“People like to relax, and people
relax in water. I thought if I could get
my guests in a hot tub, they would act
differently, and they do,” Carlson said.

On another show, Carlson had the
call letters “KSTP” tattooed on her
derriere, a stunt she described as
excrutiatingly painful. Carlson is also
open minded when it comes to guests.
Her agent Mendes Napoli said she
might choose to interview a guberna-
torial candidate one day, and the next
day invite guests who claim to have
been abducted by aliens to discuss
their experience.

But she adamantly shuns any com-
parison with Infinity Broadcasting’s
controversial Howard Stern or other
shock jocks. “I'm not a female
Howard Stern,” Carlson said. “I'm
outspoken and outrageous with a

wonderful sense of humor and I'm
able to tell the truth.”

When the show is serious, Carlson
looks critically at Minneapolis City
councilpersons, with whom she once
served, and issues affecting the city.
She encourages callers to question their
governmental leaders, who often
appear as guests on the show, and
debate the issues. In some cases, Carl-
son has given out the home phone num-
bers of some elected officials, she said.

“People have got to be empowered,
and talking to elected officials is one
way to get their point across,” Carlson
said. “People have to know how gov-
ernment operates. There is nothing we
will not touch on the air and I'm not
afraid to ask questions.”

For the past several months, Carlson
has been shooting a pilot series for a
political talk show with Fox Televi-
sion, that she describes as “a cross
between The Price Is Right and Night-
fline” The proposed show is in “a
development stage” currently. But she
is hopeful that the pilot will be suc-
cessful and that she may have an
opportunity to launch a television
series loosely based on her radio show.

“This may be a once-in-a-lifetime
opportunity,” Carlson said of the Fox
TV pilot. “If it’s successful, fabu-
lous.”

Although she likes the prospect of
hosting a nationally syndicated televi-
sion show, Carlson prefers her radio
show to remain local in Minneapolis.
“This 1s where my contacts are,” Carl-
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son said. “This is where I've lived and
loved. Tt’s always fun to be a big fish
in a little pond.”

Gloria Allred, kasclam) Los Angeles

Gloria Allred brings an unusual blend
of experience as an attorney specializ-
ing in women'’s rights and as a KABC-
TV news commentator to her show on
KaBC(aM). Although her show airs
weeknights, long after Rush Lim-
baugh has signed off on rival talk
radio KFI(aM), Allred considers her-
self a “progressive,” and said her
show is “an alternative to Rush.”

An ardent feminist, Allred is
founder and president of the Women'’s
Equal Rights Legal Defense and Edu-
cation Fund and has contributed arti-
cles to Ms. magazine, The New York
Times and The Wall Street Journal. Los
Angeles magazine named Allred “one
of the 30 most powerful people in Los
Angeles” in 1990, and “one of the 50
most interesting people in Los Ange-
les” in 1994.

Like many popular issues-oriented
talk show hosts, Allred prefers talking
directly to her audience, taking calls
and encouraging callers to debate
their various points of view and hav-
ing a “verbal wrestling match” on the
air. “I like good talk radio to be
involved and challenging and excit-
ing,” Allred said. “It’s the kind of
radio I’d like to listen to.”

A popular topic on Allred’s show
has been the O.J. Simpson case and
the issue of domestic violence and
wife battering. Allred said Los Ange-
les County District Attorney Gil
Garcetti should have sought the death
penalty for Simpson, because he
sought and won the death penalty
against two women last July who
were prosecuted for killing their hus-
bands, she said.

Allred argued that when the death
penalty is not sought for a man
accused of killing his wife, it sends the
message that a man’s life is more valu-
able than a woman’s. She also argues
that if Simpson was not a “celebrity
defendant,” the district attormey would
order the death penalty. The Simpson
case, she said, has incited many lively
debates on her show.

Allred launched her show on KABC
last year after she sat in for another
talk show host on KABC and liked the
work, as she suspected she would. She
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Gloria Alired, kaBciam) Los Angeles

tried to convince radio show producers
at the station to air her television com-
mentaries, but she said they resisted
because they were reluctant to air a
feminist viewpoint. But after she
received a good response as a substitute
host, Allred said the station offered her
a time slot and a microphone.

Now, she would like the show to go
national. “There is no woman syndi-
cated nationally with the viewpoint I
have,” Allred said. “There’s a vacuum
out there and I think I can fill it.”

Michael Jackson, xasc{am) Los Angeles

KABC’s Michael Jackson said while he
might prefer his show to be nationally
syndicated, for the time being he is
content playing to the Los Angeles
audience.

A radio veteran with 28 years expe-
rience in the southern California mar-
ket, Jackson’s issue-oriented talk
show has featured guests from Nelson
Mandela to Audrey Hepburn. ABC
Radio syndicated Jackson’s show sev-
eral years ago, it was part of a 12-hour
talk show format that was eventually
discontinued.

“From the standpoint of ego, it was
a little disappointing,” Jackson said.
“But I will never regret not being
heard in Wheeling, W Va.”

Jackson says while he “would pre-
fer to be nationwide,” he “relishes
being known and respected” in his
own market. Jackson said even when
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his show was syndicated, he preferred
taking callers from his native Los
Angeles.

Jackson began his radio career after
winning a contest for the “golden
voice of radio” from South African
Broadcasting Corp. with his refined
British accent. After telling employ-
ers he was 22, although he was just
16, Jackson started as a disk jockey
with the network. Although he gained
experience in broadcasting, he left to
take an entry level job with the British
Broadcasting Corp. in London for $39
per week.

But Jackson said he always wanted
to work in the U.S., and so boarded a
ship to New York on a whim in 1959,
He took his first U.S. broadcasting job
hosting a morning show on a radio
station in Springfield, Mass., after
convincing them that his British
accent would not sound too foreign on
the air. He soon moved on to host an
overnight show at KYa(rm) San Fran-
cisco. His work was noticed by Los
Angeles broadcasters, and after brief
stints at KHY-Tv and KNX(AM), he land-
ed a show at KABC.

During his lengthy career, Jackson
has been honored as outstanding radio
personality in Los Angeles several
years by The Los Angeles Times, and
has won four Golden Mike Awards for
excellence in radio broadcasting. He
has sat in for Larry King on the radio
and hosted King's evening show on
CNN several times. Jackson was also
honored by Queen Elizabeth, earned
the French Legion of Merit, and has a
star on the Hollywood Walk of Fame.

After hosting thousands of shows
with hundreds of guests, Jackson con-
tends that the most successful talk
show hosts are radio personalities, not
politicians. “To do the job well,
you’ve got to be a radio person.”

While he keeps the lines “open to
conservative and liberal personali-
ties,” Jackson describes himself as
“slightly left of center.”

He has described “right wing” talk
show hosts as “bombastic,” and criti-
cizes many of the politically oriented
show hosts for encouraging people to
talk about politics, but failing to “do
anything to get more people to vote.”

Chris Core, wmat{am) Washington

wMaL veteran show host Chris Core
evolved with the station when it grad-
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ually phased out its full-service music
and news format to a contemporary
news/talk format.

He shifted the focus of his after-
noon drive show, which he co-hosts
with Bill Trumbull, from music that
“no one agreed upon,” to “light-heart-
ed” and humorous talk radio with
plenty of audience interaction, which
he said listeners enjoyed more. “Peo-
ple like to get on a soapbox and talk
back,” Core said,

As the talk format took hold, Core
five years later developed Evening
with Chris Core, which he hosts solo
at 6-7 p.m. The show brings the best
elements of television news magazine
programs to radio, with a nightly fea-
ture news story and a discussion with
a panel of national journalists, news-
paper columnists and authors.

Topics range from the U.S. military
occupation of Haiti to the O.J. Simp-
son trial, Core said, with the emphasis
on “not just the news...but what it
means.”

“l know I’ve done a good story if
the next day, the story I did at six
o’clock is on the front page of USA
Today or on the front page of the style
section of The Washington Fost,” Core
said.

Other segments of Evening include
human-interest stories, lifestyle news,
arts reviews, gossip and his commen-
tary on current issues, Core said.

Although he does not foresee a syn-
dication deal for his afternoon show,
Core said he would like to know if
Evening could attract a national audi-
ence, “It’s very high quality; it’s dif-
ferent from any other hour on the sta-
tion and because news magazine
shows are popular on television, T
think it would be popular on radio
t00.”

An 18-year veteran with wMmAL,
Core has won the Sigma Delta Chi
journalism award for excellence in
arts criticism. The Trumbull and Core
Show was also named the best after-
noon talk show in Washington by
Washingtonian magazine, Core said.

For now, Core is pleased to work
for a Washington audience. “D.C. is
an amazing audience. You never know
who’s listening,” he said. ABC-TV
correspondent Ted Koppel once called
in, he said, and Core was quoted once
in the Congressional Record for state-
ments he made during the show. [
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Duopolies drive radio resurgence

Strong local retail marketplace is also key factor in sales boom

By Julie A. Zier

adio station trading continues to
Rboom in the wake of duopoly

deals, increased bank lending
and upbeat economic indicators.

“This is arguably the best year radio
has ever had,” Granum Broadcasting
CEO Herb McCord says.

Broker Glenn Serafin says robust
gains in sales revenues and the return
of capital markets into lending have
boosted the indusiry’s fortunes. But
the driving force behind radio’s suc-
cess continues to be the relaxation of
FCC duopoly rules, allowing groups
to own up to two AMs and two FMs in
medium and large markets.

“Duopoly has re-energized the
radio business,” American Radio Sys-
tem’s Co-COO David Pearlman says,
“from both a station trading stand-
point and in the financial community.”

An August survey by radio analyst
Jim Duncan reveals that 28.3% of
markets are consolidated, up from
21.8% in February. Of the (47 Arbi-
tron markets studied, medium markets
are leading the way, while small mar-
kets are still trailing. The duopoliza-
tion pace in the top markets is increas-
ing, Duncan finds, led by Boston’s
53.2% penetration.

Radio’s resurgence is due to “a
combination of strong local retail
marketplaces coupled with the set-
tling in duopoly effects,” Pearlman
says. “Also, senior lending and equity
are feeling receptive and bullish about
radio.”

Not surprising, considering the
average market’s revenue is con-
trolled 39.2% by consolidated sta-
tions, according to Duncan. That’s an
increase of 28% since February.,

American Radio Systems has taken
advantage of the upbeat market. It has
duopolies in all but two of its markets,
and plans to fill in those holes soon,
Pearlman says. With a new infusion of
$85 million-$150 million in bank
credit, the company aims to expand
past its current 10 AMs and 15 FMs.

“This is the only time [ can remem-
ber this being both a buyer’s and sell-
er’s market,” Serafin says. “There is a

tremendous opportunity
for buyers to buy, build
and invest, and for sellers
to realize an excelient
return on their original
investment.”

But even in the warm
light of prosperity, bro-
kers are noticing a slight
breeze. “Things have
cooled somewhat,”
media broker Michael
Bergner says. “A lot of
new money has been
spent, and there are a lot
of companies on the side-

Michael Ber_'gner

interest rates rise appre-
ciably,” Serafin says.
“They’re inversely pro-
portioned.”

Wood is confident the
pendulum will soon
swing back in favor of
the buyer. “This is cycli-
cal,” he says. “The worm
always turns.”

Bergner suspects that
trading would explode
again if the FCC expand-
ed ownership limits to
allow three AMs and
three FMs per market.

lines trying to raise
money through initial
public offerings. But | |
lately public stocks have |
been flat.” \

“We're taking a little
breather here,” broker |
Gary Stevens says. “It |
got hot and heavy for a
while because whatever
was immediately avail-
able, went. Now poten-
tial sellers that have been
trailing behind have high
expectations, and that
slows down the process.” §

Potential buyers can
also testify to the difficul- |
ty of trading in today’s |
market. Duopoly has
forced prices up, Secret §
Communications’ CEO
Frank Wood says, and
entering a new market is §
becoming expensive. ,

The industry has |
“inhaled the elixir of |
optimism,” he says, “and
it has gone to their
heads.”

Broker Dick Blackburm
says cash-flow multiples are “all over
the place™ and higher than six months
ago. Multiples are hovering around 10
and 11 times cash flow in large mar-
kets, eight to nine times in medium
markets and seven to eight times in
smaller markets.

“Trading multiples will only fall if

Herb 'n;icCard

| The cap was upped in
{ mid-September to 20
| AMs and 20 FMs from
18 of each.

Blackburn takes a
more radical view. “The
1 FCC should just do away
{ with ownership limits
| altogether,” he says.

Until duopoly rules
change again, companies
¢ are finding creative ways
to increase their presence
in existing markets.
Wood says a new trend to
watch is “nominee own-
ership.” Legal by the
FCC, “back-door tri-
opolies” involve duopo-
lized owners financing
surrogate buyers to pur-
chase a third FM in that
market,

Bergner is cautious
about the future, saying
if revenues dip, many
duopolies could unravel.
And if the economy
takes another downturn,
he speculates, investors
might pull out any new

money.

For the time being, economic indi-
cators are positive. The Federal
Reserve decided in late September not
(o raise short-term interest rates for a
while. Advertising sales revenues for
July were up 9% from July 1993,
according to the Radio Advertising
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David Pearlman

Bureau. Bank lending is mostly back
for larger deals, brokers agree, but
smaller markets are still relying on
local marketing agreements as a sub-
stitute for financing.

Radio is also benefiting from activ-
ity in television, Granum’s McCord
says. The combination of an improved
market and the affiliate wars have sent
prices into the stratosphere. Investors
who can’t afford television turn
instead to radio.

Glenn Serafin

And with network affiliations unde-
cided in many markets, McCord says,
“advertisers are looking for other
places to put their money.” In addi-
tion, he points out, the affiliate
upheaval necessitates local TV sta-
tions having to advertise network
changes on the radio.

Duncan predicts the industry will
be 60%-65% duopolized by the end of
1997. Gary Stevens expects to see
strategic mergers, such as the widely

Gary Ste ves

Frank Wood

anticipat-

ed Group W-CBS radio marriage,
accelerate that conselidation. He also
predicts trading will pick up at the
beginning of the year.

The next trend will be groups buy-
ing already-duopolied stations,
Bergner says. It provides a way for
buyers to enter a market with a pre-
established franchise. “The more
solidly protected the niche, the higher
the price will be,” Bergner says. =

Duopolies make dinosaurs of LMAs

Agreements now considered ‘substitutes for lack of financing’

By Julie A. Zier

he local marketing agreement,
Tthat popular pre-duopoly tool of

the early 1990s, is now the
dinosaur of the radio industry.

Once the only way a combo owner
could increase his market share and
presence, the LMA was quickly
passed over by the enormous success
of duopolies.

“LMAs were de facto duopolies,”
broker Gary Stevens says. “People
were doing duopolies without break-
ing the rules.”

The LMA evolved in 1991 as a way
to “lease” a third station in a market
rather than buy it, which then was
against FCC rules. The station being
“LMA’d” often is failing, and the
LMA allows the station’s owner to
decrease spending and increase rev-
enues. The stronger group runs the
weaker’s programing, management
and commercial selling, and pays the
licensee a rental fee or percentage of
sales.

LMAing a station also eliminates a
competitor in the market, broker
Glenn Serafin says. It generally 1s
regarded as a “win-win situation” for
both parties involved.

In 1992 the FCC relaxed the duop-
oly rules, allowing owners to purchase
up to two AMs and two FMs in most
markets. Since then, duopoly growth
has been phenomenal (see story, page
40). The role and function of the LMA
quickly changed as a result.

Today, brokers say, LMAs exist for
two reasons: In large and midsize
markets, where banks are more will-
ing to finance deals, the LMA is used
as an “interim acquisition tool,” Ser-
afin says.

Stevens says LMAing until closing
also is a way to protect a station from
format raids by market competitors.

“It’s used as a bridge to take a sta-
tion over immediately,” Stevens says.
“That’s not a bad way to go until the
sale closes.”

The pure LMA, or an LMA for its

own sake, is found primarily in small-
er markets where financing is unavail-
able.

“Lending has gotten worse, not bet-
ter,” Charles Giddens of Media Ven-
ture Partners says. “Banks feel small
deals are not worth doing. The small
deals are what got them in trouble in
the eighties.”

Operators who want to purchase a
station but can’t raise the financing
take out an LMA. In a year, if rev-
enues have risen, the operator can
make a stronger pitch for lending.

“An LMA is really a substitute for a
lack of financing,” Stevens says. “It’s
a way toc run a property without sign-
ing off on it.”

Though the LMA is the second
choice for large-market owners, it
remains vital to the growth of small
markets. Giddens expects financing to
remain slack in small markets over the
next couple of years, which means a
few more years of life for the dinosaur
LMA. |
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FCC places hi
priority on EEOQ

In spite of court setback, commission stands firm

on promoting minority hiring

By Christopher Stern

he FCC is poised to send a signal
Tto broadcasters this week that

court setbacks will not deter its
tough Equal Employment Opportuni-
ty policies.

The agency is expected to notify
KSBW-Tv Salinas, Calif., that it faces a
$15,000 fine for EEO violations. It is
the first indication of the FCC’s direc-
tion en EEO since a court ruling this
summer indirectly forced the FCC to
abandon its four-month-old EEO
guidelines for assessing violations,
agency observers say.

When the court ruled last July,
FCC General Counsel Bill Kennard
vowed to proceed with FCC Chair-
man Reed Hundt’s aggressive EEQ
policy on a case-by-case basis. This
latest decision appears to make good
on his promise.

The renewed emphasis on EEO is
part of Hundt’s often stated goal of
promoting minority participation in
the communications business.

Former FCC Commissioner Henry
Rivera says that when it comes to
minerity interests, Hundt is a depar-
ture from previous chairmen. Rivera
points out that Hundt was the first
FCC chairman to address the National
Urban League and the Washington-
based Minority Media Telecommuni-
cations Council, which Rivera chairs.

Hundt’s choice of Bill Kennard as
general counsel is also indicative of
his stand on equal employment and
minority issues generally, says
Rivera. Kennard, who got his start at
the National Association of Broad-
casters, virtually invented the tax cer-
tificate now used by the FCC to
encourage minority ownership.

“It’s clearly a new day with regard
to EEQ,” says Rivera. He and others
say the FCC set the new tone in Feb-
ruary when the commission published
its new EEO guidelines.

A BROADCASTING & CABLE

Rivera and others say the
Hundt guidelines resulted in
fines being increased for EEO
viclations. In addition, the
agency wants results from its
new policies, not just compli-
ance. “There must be actual
changes in staffing levels to
reflect diversity,” says Wash-
ington lawyer Lawrence Roberts.

The guidelines established a base
fine of $12,500 but most stations were
fined more. The result is that EEO
fines have been effectively doubled
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“It’s clearly a
new day with regard
to equal employment
opportunity”at the FCC.

—Henry Rivera

under Hundt's administration. Unfor-
tunately for Kennard and other sup-
porters of the guidelines, the policy
statement has, at least temporarily,
been voided.

In July, the U.S. Court of Appeals
in Washington threw out the FCC’s
entire forfeiture schedule, because it
had not been subject to public com-
ment, The EEO guidelines had not
been put out for public comment
either and the National Association of
Broadcasters called on the agency to
throw them out as well.

The court’s action put the FCC’s
guidelines in “legal limbo,” according
to one broadcast attorney. Until the
commission completes a rulemaking
process, it must rely on precedent
rather than the February guidelines to
decide new cases.

One lawyer says the FCC may stick
to the guidelines in reaching decisions
but omit references to them in its pub-
lished decisions. Another broadcast

EEQ is high on Reed Hundt’s action list
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attorney suggests the industry may
have cut off its nose to spite its face by
backing calls to reexamine the guide-
lines.

He points out that they were formu-
lated before either Commissioner
Susan Ness or Rachelle Chong had
taken office: “Quello held the upper
limits down to $12,500; now they
could go up to $25,000 or more.”

Many of the FCC’s most recent
fines were based on complaints filed
by Miami-based attorney David
Honig. While applauding the fines,
Honig says the most important recent
EEO development is the designatation
for hearing of classical-formatted
KFuo-aM-FM Clayton, Mo,

The Mass Media Bureau has asked
an administrative law judge to deny
the stations’ license renewal for an
alleged lack of candor in what it said
was an attempt to cover up violations
of EEO rules. The stations are owned
by the Lutheran Church/Missouri
Synod. The alleged violations
occurred in 1989,

The church says any inaccuracies in
its filing were a mistake. It also claims
that the FCC is taking its strict new
standards and applying them retroac-
tively to events that happened five
years ago.

Whether the church loses its licens-
es, Honig says the hearing sent a mes-
sage to broadcasters across the nation:
“It certainly reminded the industry in
an important way that their licenses
are not in perpetuity.” ]
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AM savors sound
of suiccess

Talk radio pulls listeners who attract advertisers,

higher prices for stations
By Donna Petrozzello

For more than 40 vears, AM sta-

tions ruled the radio dial, bringing
American audiences to big bands,
entertainment and news. But with FM
stations emphasizing music program-
ing and audio quality in the late 1960s,
AM slowly fell out of favor with audi-
ences who preferred higher fidelity.
By 1987, most listen- memmmmmms
ers over age 12 had
shifted to FM, by a 3-
to-1 margin, says
industry analyst Jim
Duncan, editor/publish-
er of Duncan’s Annual

Radio Market Guide.
Soon after, many
broadcasters started
describing the AM
band as a dead medium.

These same broad-
casters and industry investors now are
praising talk radio and its controversial
personalities for lifting AM from the
depths and once more making the sig-
nal attractive to investors, advertisers
and core listeners.

“There is a huge, growing market for
spoken word radio—sports talk, all
news and talk radio—and [market lis-
tening] shares of those stations are very
strong,” says American Radio Systems
co-COO David Pearlman.

Prices up

“The market for good AM signals has
firmed up tremendously over the past
two years because of duopoly, and
because of phenomenon like [talk
show host] Rush Limbaugh,” says sta-
tion broker Glenn Serafin. Serafin and
others say the rise of talk radio has
pushed up prices for mid-sized and
entry-level AM stations.

“In Tampa, Fla., you could have pur-
chased one of the best AMs in the mar-
ket for $1 million to $1.5 million three
years ago. Now you can’t touch them

“The prices
for good AM
facilities have
gone up and the
American Radio and very good facilities,
buyers can’t
even touch.”

-—Bergner & Co's
Michael Bergner

for less than $4 million,” Serafin says.

“We are getting more calls for AMs
than ever before, even though we
haven’t pressed for them,” says broker
Charles Giddens of Media Venture
Partners.

“There had been a time when there
were AMs you actually had to give
away. No one wanted them,” says bro-
s ker Michael Bergner,
president of Bergner &
Co. “In a lot of situa-
tions, there were almost
no buyers for small and
medium-sized AMs.
Now, the prices for good
AM facilities have gone
up and the very good
facilities, buyers can’t
even touch.”

As various talk for-
mats—especially
news/talk, political and
social issues-oriented talk and
sports/talk—become more popular,
syndicators have met the demand by
developing an increasing number of
syndicated talk shows for radio. Pro-
gramers often find the cost of airing
syndicated shows, most of which are
available on a barter basis, less expen-
sive then paying in-house talk talent.

And as programing costs go down, it
has become easier for broadcasters to
launch successful talk formats on AM.
making the stations more desirable and
less expensive to operate. As a result,
AMs with good facilities and strong
signals in top markets rarely are put up
for sale, Bergner says.

However, other brokers, including
Gary Stevens, say they have not seen
such a dramatic increase in the asking
price for most AMs. Some say the price
for an AM station often is one-third less
than an FM station in the same market.
That figure is not universal, and prices
vary with the market and quality of the
AM signal, Stevens says.

AM stations simply don’t sound as
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good as FM stations, and in general
attract only one-quarter of the overall
radio audience, Stevens says. That
means most AMs cannot come close to
earning the same revenues as their FM
counterparts and so are priced less.

Small but loyal audience finds niche

“The majority of AMs don’t make any
money,” Stevens says. “‘Seventy-five to
80% of all listening is on the FM band.
AM facilities are not as sophisticated
as FMs, and most AM stations are used
for only specific purposes,” or formats.

These “niche formats” may feature
religious broadcasts, financial news or
lifestyle talk shows whose listenership
is often loyal, but small.

For many broadcasters eager to
reach a precise audience, the relatively
low purchase price of AMs offers an
opportunity to air niche programing
without sinking millions of dollars into
a top-quality FM signal. Giddens char-
acterizes AM stations as “a budget
entry into the market.”

“The programs wouldn’t do the

A BROADCASTING & CABLE

“Talk radio as a format
has a big future. There is
more than one Rush Lim-
baugh waiting to happen.

| believe there is a
stream of new talk show
hosts on the horizon.”

—Benchmark's Joe Mathias

same over FM because they are [too
expensive] and would be an inefficient
use of the frequency,” Stevens says.

Some traditional niche formats con-
sistently do well on AM, particularly
religious broadcasts, Nashville-based
Moruingstar Radio Network recently
announced that more than 35% of con-
temporary Christian radio stations are
affiliates of their format.

Children’s programing also has seen
swift growth as a niche format. The
Minneapolis-based Children’s Broad-
casting Corp. recently signed affiliates

THE BURNING MUST STOP.

Rain forests
occupy just 2% of
the earth’s sur-
face. Yet, these
rain forests are
home to half of the
planet’s tree, plant
and wildlife spe-
cies. Tragically,
96,000 acres of
rain forest are
burned every day.
You can help stop
this senseless
destruction. Right
now you can join
The National

RainForest
i

The National
' _Arbor Day Foundation

" Arbor Day Foun-
dation, the world’s
largest :
tree-
planting
environ-
mental
organi-
zation,
and
support .
Rain Forest
Rescue to stop
further burning.

You'd better call
now.

Call Rain Forest Rescue.

1-800-255-5500
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in most of the top 10 radio markets for
its KidStar radio network programs, to
begin in April 1995. The KidStar net-
work includes a radio program, quar-
terly magazine, interactive phone sys-
tem and-online computer program.
Affiliates in Philadelphia; Tulsa,
Okla.; Las Vegas and Cleveland
recently were added to the Radio Aahs
program format, also syndicated by
Children’s Broadcasting Corp. With
the expanded affiliate list, Radio Aahs
clears about 28% of the country.

Top hillers

Despite their relatively small audience
share and comparably lower selling
prices, some of the nation’s top billing
stations are AMs.

According to Duncan’s station
billings estimates for 1993, Infinity
Broadcasting’s sports/talk wrFAN(AM)
and Group W’s news WINS(AM) were
the two top billers in New York, at $35
million and $30 million, respectively.
CBS Radio’s news wcrs(aM) billed
$21 million and was the sixth-highest
biller in New York. By comparison,
Viacom’s WLTW(FM) New York billed
$26.5 million last year.

In Chicago, Tribune Broadcasting’s
news/talk WGN(AM) was the top biller
last year, at $39.6 million, according to
Duncan. Group W’s news WMAQ(AM)
was second at $20.3 million, and CBS
Radio’s wesBM(AM) was sixth at $15.5
million. The top billing FM in the mar-
ket, according to Duncan, was Infinity’s
country WUSN(FM), at $20.2 million.

In San Francisco, the markel’s top
biller was ABC Radio’s news/talk
KGO(AaM) with $25.6 million, Duncan
says. The second- and third-highest
billers also were AM stations—
Susquehanna’s sports KNBR(AM) at $18
million and CBS Radio’s news
KCBS(AM) at $16.1 million.

Likewise, ABC Radio’s news/talk
KABC(AM) was the top biller in Los
Angeles at $29.8 million, edging out
Cox Broadcasting’s KOST(FM), which
billed $29 million, according to Dun-
can. Other top Los Angeles billers
included CBS Radio’s news KNX(AM)
at $22.3 million and Group W’s news
KFWB(AM) at $21.8 million.

“The anachronism with AM is [that]
although it’s considered to be a dead
medium compared with FM, every
large city has a successful AM,”
Stevens says.
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Group W’s news/talk RKDKA{AM)
Pittsburgh carries the distinction of
being one of the nation’s first commer-
cial AM stations. Going on the air in
1920, KDKA was the top biller in the
Pittsburgh market last year, at $10 mil-
lion, according to Duncan. KDKA
switched to a news/talk format from a
music and full-service format four
years ago, which has helped the station
thrive, GSM Mike Frohm says.

Frohm says Kpka’s adoption of a
popular format has helped it “maintain
its revenue share in the more competi-
tive” market of the 1990s, which is
cluttered with more AMs and FMs.

The format change enabled KDkA to
take advantage of wildly successful
hosts such as Limbaugh and include
more news and talk programing that
appeals to the 35-plus listeners who
make up the bulk of AM’s audience.

However, the rising popularity of
sports talk shows on AM radio is
bringing younger audiences to the
band, and the demographics of AM
audiences may skew younger over the
next few years.

Talk revives band

Talk radio, and its top personalities
such as Limbaugh, G. Gordon Liddy
and Patrick Buchanan, has revived the
AM band. Talk is the perfect format for
AM because it does not rely on sound
quality as does music programing.

“Before 1990, AM stations weren’t
as focused,” Frohm says. “But talk
radio is hot now and it answers the
needs of the people—to get informa-
tion. The criteria for successful AMs is
finding the right programs.”

A 1992 study by the Interep Radio
Store on the audience demographics
and reach of AM radio concluded that
one-third of adults ages 25-34 and half
of adults 35-44 listen to AM radio.

Older audience demographics are a
boon to station inventory sales. Adver-
tisers traditionally spend the bulk of
their budget to attract consumers in the
25-54 demographic, and AM audi-
ences are positioned firmly in that
group, says Bob Calandruccio, presi-
dent of VITT Media International
advertising agency, New York.

With the popularity of talk radio on
the rise, advertisers are investing more
heavily in AM radio spots. Calandruc-
cio says he “definitely” advises clients

“In the last five years,
radio in general and AM
radio in particular has
become very dynamic
and powerful and has
taken a powerful stance
with advertisers.”

—VITT Media's Bob Calandruccio

to buy time on AM radio more often
now than he did 10 years ago. To date
this year, Calandruccio’s firm has pur-
chased 20% more radio inventory, $17.1
million, than it had by October 1993,
“In the last five years, radio 1n gen-
eral and AM radio in particular has
become very dynamic and powerful
and has taken a powerful stance with
advertisers,” Calandruccio says.
Duopoly ownership rules have made
AM stations more desirable in some
markets, brokers say. Now that owners
can expand their holdings to two AM
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and two FM bands in a single market,
owners purchase AMs to beef up the
amount of inventory they can sell in a
particular market and strengthen their
audience share as well.

Benchmark Communications Radio
recently purchased country duo wCos-
AM-FM Columbia and wGUs(aM) North
Augusta, both South Carolina, along
with wtar(aM), Norfolk, Va. Bench-
mark partner Joe Mathias says the
price for many AMs has gone up “in
direct relationship to their ratings and
profitability.”

“Each market has one or two strong
AM stations and on a cash flow basis,
they aren’t trading at any significant
discount to FM stations,” Mathias says.

And the popularity of talk radio
piqued the group’s interest in AM,
Mathias says. “Talk radio as a format
has a big future. There is more than one
Rush Limbaugh waiting to happen. |
believe there is a stream of new talk
show hosts on the horizon to make talk
radio compelling for listeners and
advertisers.” ]

Broadcasting & Cable Oct 10 1994

We look forward

in our suite at the

JOHN L. PIERCE
(606) 6470101

Radio NAB Fall 1994

WESTIN BONAVENTURE HOTEL.

Force Communications & Consultants

CINCINNATI « ATLANTA

HAL W, GORE
(706) 746-7400

to meeting with you at the
FALL RADIO NAB CONVENTION

JOHNE. LAUER
(404) 350-9401




The Fastest Lane
on the
Information
Highway.

=1 ESPNgetsinto “"rew sv
interactive game —“fwmainwi. -
E - i-li e e

Big 3 TV networks
eg(plqrg interapﬁvily

———————

Only Telemedia Week, a special section
in Broadcasting & Cable, brings you up to speed on the

information highway once a week. Every week.

So our readers can get not only a quick grasp on everything
that's happening in telemedia, but alsc a concise, complete one. From

high-definition TV to video-on-demand to interactive services.

So whiz along the highway with us...as we take you where

no one else has gone before.

i) ] y
The Newsweekly of [efevision and Radio a !

Straight to where you want to go.



B8 1D

< NoY

A BROADCASTING & CABLE ﬂ'm‘l? SPECIAL REPORT
=W, J=

ABC and Jennings
Top News Team in
Exclusive B&C Survey

%

News




A BRoADCASTING & CABLE

SpeciaL REPORT

The news is good in the news business

Survey shows spending, on-air time and staff all are increasing

By Steve McClellan

survey of the nation’s TV news
A directors shows that more than

half believe there is too much
emphasis in their markets on crime-,
sex- and drug-refated news.

The finding, one of several striking
conclusions from an exclusive survey
commissioned by BROADCASTING &
CABLE, comes at a time when the
news profession is undergoing
intense scrutiny for the way it covers
sensational news stories, particularly
the slayings of Nicole Simpson and
Ronald Goldman and the subsequent
prosecution of Simpson’s former
husband, O.J. Simpson.

The survey, which polled 75 news
directors in August and September,
also indicates that stations generally
are spending more money on news.
Nearly 70% of the respondents say
their news budgets are up over last
year, and 76% say their budgets will
go up next year. As a result, staffing
levels are on the rise.

The survey also shows that broad-
cast news departments are embracing
new technologies and business ven-
tures. One-third of the respondents
say they are involved in or are plan-
ning online information services for
personal computer users.

More than 40% say they are in
business with or are planning a news
venture with another media outlet in
their market. In most instances, the
partnership is with the local cable
system: 25.3% say they are program-
ing or plan to program news on a
cable channel, Another 16% say they
are programing or plan to program
news on another TV station in their
markets.

While news on demand has been a
hot topic at industry seminars, it
appears to be lower on the list of pri-
orities for many stations. Only 13%
of those surveyed are involved in or
plan to be involved in news-on-
demand tests.

Although many news directors
believe there is too much sensational
news reporting in their markets, most
blame it on other stations, not their

Top anchor Peter Jennings

Whom do ‘you consider
to be the best national
anchor or anchor team?

Jennings 70.7%
Rather/Chung 8.0%
Brokaw 16.0%
N/A 5.3%

own. Only 12% say their station does
it, while 40% attribute the problem to
other stations.

As for coverage of the O.J. Simp-
son story, almost half say television
has overplayed it. While just 8% of
the respondents say their own station
has overplayed the case, 24% plan
extensive coverage of the trial. About
28% say stations in their market have
overplayed the story, while 33% say
the print media has.

There appears to be no consensus
about the cause of the problem. Less
than half the respondents attribute
local news sensationalism to the
influence of tabloid news magazines
such as Hard Copy and A Current
Affair.

One way some stations have start-
ed to address the issue 1s with “fami-

ly-sensitive” newscasts, which avoid
using graphic videc images in the
early evening. Twenty percent of the
news directors say their stations have
adopted the family-sensitive concept.
Another 13% are considering such a
policy.

But the family-sensitive newscast
is not for everyone. Less than 20% of
those staticns that have not adopted
such a policy say they are consider-
ing it

The primary reason appeats to be
the feeling, expressed by almost 43%
of the respondents, that family-sensi-
tive newscasts are simply bad jour-
nalism, albeit a good marketing ploy.
Another 20% of those ruling out such
an option say the concept represents
both bad journalism and bad market-
ing.

Just over 25% of those polled say
the concept is both good journalism
and good marketing.

Meanwhile, news budgets, the
number of employes and the amount
of on-air news all appear to be on the
rise. The average budget increase
reported for next year is 7.6%, down
slightly from the average gain this
year of 8.9%.

Overall, news directors repert that
they expect the number of news
department employes to rise by
almost 9% next year compared with
1993. The finding confirms an earlier
report that TV news is in the middle
of a hiring boom, in part generated
by affiliate reshuffling (BROADCAST-
ING & CABLE, Aug. 22).

With higher budgets and more per-
sonnel, news directors expect to pro-
duce more news hours: an average of
27% more on-air programing than in
1993.

And it’s not just newscasts that are
being expanded. Over 25% of the
respondents say they have launched a
local news magazine within the last
year or are considering such a
launch. The trend appears to be trick-
ling down from the networks, where
the number of prime time news mag-
azines has doubled during the past
three years.

50
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Once again this year, news direc-
tors voted ABC the strongest overall
national TV news organization. A
similar survey last year showed the
same results. The results also were
the same in the best anchor category,

the vote.

where ABC’s Peter Jennings again
won by a wide margin, with 71% of

CBS’s 60 Minutes was voted the
best prime time news magazine, as it | voted for “none” in lieu of naming a
was last year, Entertainment Tonight

and Inside Edition shared top honors
in the syndicated news magazine cat-
egory, each with 16% of the vote.
However, 21% of the respondents

specific magazine. [ |

The survey findings are based on telephone
interviews with 75 TV news directors conduct-
ed by the research department of Cahners Pub-
lishing, the parent company of BROADCASTING &
CapLg, during August and September.

N/A= no answer

Vital Statistics
1. In what size market is your station ranked?

120  9.3% 51100 26.7%
100+ 53.3%

. 2. With which network
will your station

,  be affiliated on
| January 1, 19957

X

Warner Bros./
United Paramount/
Independent 2.7%

21-50 10.7%

' n/a
1.3%

3. Has your station switched affiliation or become
independent since Jjuly 1, 1994?

Yes 4% No 96%

4. 1s your station planning to switch affiliation or
become independent before June 30, 1995?

Yes 2.7% No 96.0% N/A 1.3%

5. Generally speaking,
has TV overplayed the
0.). Simpson story?

50

The 0.J. Issue
6. Do you feel your station has overplayed it?
Yes 8.0% No 89.3% Don'tknow 1.3%
7. Have other stations in your market?
Yes 28.0% No 69.3% Don’t know 1.3%
8. Have the non-tabloid print media?
Yes 33.3% No 62.7% Don’'t know 2.7%

9. Is your station planning extensive coverage of the
0.4, trial?

Yes 24.0%
Tabloid TV

10.Is there an overemphasis on crime-, sex- and drug-
related news at your station?

No 62.7% Don't know 12.0%

Yes 12.0% No 86.7% Don't know 1.3%
11. At other stations in your market?
Yes 40.0% No 57.3% Don't know 1.3%

12.If you answered “yes” to questions 10 or 11, do
you believe the overemphasis is due to the influ-
ence of such tabloid news magazines as Hard
Copy and A Current Affair?

Yes 46.7% No 53.3%
13. Some stations are now producing so-called family-

sensitive newscasts that omit or downplay graph-
ic violence. Have you adopted such a policy?

Yes 20.0% No 78.7% Don't know 1.3%
14. Are you considering it?
Yes 13.3% No 81.7% Don't know 5.0%

15. Do you helieve family newscasts are:
Good marketing, good journalism 25.3%
Good marketing, bad journalism  42.7%
Bad marketing, good journalism 5.3%
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20.0%
6.7%

Bad marketing, bad journalism
N/N

News Expansion/Contraction

16. How many people were employed in your news depart-
ment at this time last year, how many do you current-
ly employ and how many do you expect to have
employed at this time next year? {Survey average)

Last year 27.4 Currently 29.2 Next year 29.8

17. How many hours of news did your station air each
weekday (M-F) last year, how many do you cur-
rently air each day and how many will you air each
day next year? (Survey average)

Last year 2.2 Currently 2.4 Nextyear 2.8

18. How many hours of news did your station air each
weekend day last year, how many do you currently
air each day and how many will you air each day
next year? (Survey average)

Lastyear 1.1 Currently 1.2 Nextyear 1.4

19. How does

b your news budget
this year compare
with last year’s?

28%
o Little or
no change

68%
Increase
over

last year
76%
Increase

4%
over this year

20. How do you
expect it to change\
next year? . 4

Decrease from this year1.3%

21. If you answered “increase,” is the expansion due
to a change in (or loss of) network affiliation at
your station?

Yes 3.5% No 96.5%
22.1s it due to a change in (or loss of) network affilia-
tion by another station in your market?
Yes 1.8% No 98.2%

New Ventures
23. Have you launched a local news magazine show
within the last year?
Yes 12% No 88%
24. Are you considering launching such a program
within the next year?
Yes 13.3% No &86.7%
25. Are you involved in (or are you planning)} any news-
on-demand services for interactive TV trials?
Yes 13.3% No 85.3%

AL
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Are you programing (or do you

plan to program) news:

27. On a cable
channel
in your

market?

26. On another TV
station :
in your

market?

16%

28. Are you involved in (or are you planning} any
online information services for PC users?

Yes 33.3% No 66.7%

29. Which do you consider to be the strongest overall

national TV news organization?

ABC 45.3% CBS 8.0% NBC 13.3% CNN 32.0%
30. Whom do you consider to be the best national

anchor or anchor team?

Jennings 70.7% Rather/Chung

Brokaw 16.0% N/A

31. Which is the best network news magazine?

8.0%
5.3%

60 Minutes 37.3% Primetime Live 12.0%
20/20 14.7% Tuming Point 8.0%
Dateline NBC 13.3% 48 Hours 8.0%

6.7%

N/A

32. Which is the best syndicated news magazine?

None 21.3% Inside Edition 16.0%
N/A 20.0% Hard Copy 9.3%
Ent. Tonight 16.0% A Current Affair  9.3%

American Journal 5.3%
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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 televisicn. 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
channel tomorrow. And it attraces 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.

sl ALLNEWS viacom.

In the vight place at the vright time ™

©1984 ALL NEWS CHANNEL Joint 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.



A BroabpcasTING & CABLE

= &
]

- &
%, &

oL N

SpeciAL REPORT

News networking pays off

Big Three's news divisions turn profits, consider superhighway, syndication

By Steve McClellan

o hear station affiliates
Ttell it, ABC, CBS and
NBC finally have figured
out how to service their news

needs well, with multimillion-
dollar satellite interconnects

Brokaw says. And he gives Lack
a “great deal” of the credit. “He
came in here and he understood
the needs because he had been a
working producer and he was to
get the commitment and dollars
from management to fulfill

and news feed's'ysltems. So PROFlTS those needs.” .

b ihree e focucing on pro. | $100 $80  $20-830 IO LNBC for e
hd utsice their netorks replics, “Sure, sure, T think if
an_d forging. new relationships EXPENDITURES And}_f had not come a}ong when
brosden thei global reach. (3400 $350-5375 §350-8375 (001 T L i anitt '

More than ever, the big three
are relying on their news divi-

Source: BROADCASTING & CABLE research

not sure I would be that happy.”
While Lack seems secure in

sions not just as information-
gathers, but as producers that program
large blocks of network time as well as
produce and package shows for cable,
syndication and overseas markets.

It’s part of the new bottom-line
mentality affecting all parts of the
industry. And it’s starting to pay off:
All three news divisions are in the
black. NBC is said to be making $20
million-$30 million this year. The net-
work’s budget is in the $350 muillion-
$375 million range.

CBS News makes close to $80 mil-
lion, largely due to powerhouse news-
magazine 60 Minutes. It also is said to
spend $350 million-$375 million,

ABC News is most profitable, earn-
ing over $100 million, sources in the
news division say. It also spends more,
approximately $400 million, and has a
successful late night news franchise in
Nightline that the others don’t have.

All three news divisions have fairly
comprehensive development initia-
tives under way, some of which spill
over into newly created “new media”
departments that are exploring access
to the information superhighway, such
as by interactive news on demand.

CBS just moved Erik Sorenson
from the helm of CBS Evening News
to a development post where he will
examine various program opportuni-
ties in syndication—cable as well as
for the network. One project in the
works, a possible co-venture with

Group W Productions, is for an early
fringe news and information show.
Executives decline to talk about the
project for the record, but sources say
CBS News may be the news supphlier
for the show if it goes forward.

“I take development very serious-
ly,” says CBS News president Eric
Ober, echoing comments made by the
other news presidents.

*[ think news on demand is one of
the few things [in the new media
realm] that is very workable,” says
ABC News president Roone Arledge.
“To be able to watch Werld News
Tonight at 10 p.m. instead of 6:30 p.m.
is something that will be very appeal-
ing to people.”

Still, Arledge says, the bulk of his
news division’s efforts will be spent
maintaining and strengthening exist-
ing shows. “We’re not going to find
anything that replaces that in the next
couple of years,” he says.

At NBC News, president Andrew
Lack has spent the past 1 1/2 years
trying to give the network a morale
boost while beefing up existing pro-
grams and expanding overseas.

On the home front, morale at NBC
News appears to be better. News
anchor Tom Brokaw says things were
pretty miserable for a while under the
old regime; there were even reports
that he was prepared to leave.

“The place is really revitalized,”

his post for now, questions loom
about the leadership at the other two
news divisions. Ober is in negotiaticns
to extend his employment contract. He
reportedly is holding out for a fairly
hefty salary increase—from $700,000
to a minimum $1 million a year, which
is what Lack reportedly is getting.

Arledge reportedly earns $2 million
or more a year. His contract goes at
least to 1996, although he says he has
options to extend it beyond that. One
option he confirms: stepping up to a
newly created position as chairman of
the news division. But the timing of
that option is unclear. Paul Friedman,
executive vice president, ABC News,
would be a leading candidate to
replace Arledge as president.

Meanwhile, all three news divisions
are scrambling to secure and strength-
en their positions on the global stage.
NBC has hitched its wagon to Super
Channel, the Pan-European network
that NBC plans to distribute to Asia
and Latin America.

ABC and CBS are forging ahead
with key strategic alliances. ABC, for
example, recently signed an agree-
ment with the BBC that Arledge says
will greatly enhance the coverage of
World Television News, the European
news agency 80% owned by ABC.
“There are tremendous opportunities
overseas,” he says. n
Interviews with Arledge, Ober and
Lack follow.
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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. It'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.

ol AIII:NEWS VIACOM.

In the right place at the right time ™
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Roone Arledge
on ABC’s wide
world of news

This past spring at the National Association of Broadcasters
convention, you stated that the networks should think long
and hard about sending their anchors after some of the
more sensational stories—Tonya Harding at the Olympics,
for example. On the other hand, Peter Jennings has presided
over some fairly extensive coverage of 0.). Simpson. How
does that differ?

We have the same dilemma that every serious news orga-
nization has. On the one hand, there is unquestionably
intense interest in this story. It would be elitist and snobby
if I were to say we’re above covering something like that,
because clearly we are not. On the other hand, there is a
tabloidian mass-hysteria aspect of this story that we all
find very distasteful. But somehow in the middle of all of
this, we have to cover a sensational story in a dignified
journalistic way.

Will World News Tonight anchor Peter Jennings be involved
in the trial coverage?

You can’t be an anchor of your flagship news program and
not be involved with the story. On the other hand, I don’t
know much we’re going to cover. It will all depend on what
develops. It’s certainly not going to be gavel-to-gavel. We
will try to keep our viewers up to date on it. Whether or not
Peter is on will be determined pretty much by his schedule,
whatever news there 1s and how important today’s events
are.

Did Connie Chung step over some sort of line in covering
Tonya Harding?

I was critical of Connie Chung for chasing after Tonya
Harding like a groupie. But I believe Tonya Harding was a
major story, there’s no question about it. When in history,
with the Olympic Games on the horizon, has one champi-
on athlete been accused of trying to knock the other out of
the games? You can’t ignore the story. And I think the
manner in which you cover it and the amount of coverage
that you give it is where wisdom lies.

Do you make a distinction between an anchor like Connie
Chung or Peter Jennings, and someone like Diane Sawyer,
who anchors a magazine program, going after a sensational
story like the Manson women.

Again, I think it all depends on the way you do it; it
depends on the context in which it’s put; it depends on
what else that program or that anchor does. The difference
between us and the tabloid programs is the same as the dif-
ference between The New York Times covering the Michael
Jackson story and the National Enquirer covering it.
They’re both going to be covering the same story, but in
totally different ways. We cannot ignore these stories—all
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the magazine programs in prime time are fighting for
viewers, and so there’s a tendency to do aspects of a story
that we wouldn’t do on World News Tonight.

What was your key objective this year and what’s the major
challenge for ABC News in the next two years?

The major objective this year has been to maintain our
leadership and build upon it. We have added a couple of
new programs Turning Point and Day One and building
them and making them successful is a high priority. We
have strengthened our overseas commitments, particularly
with the BBC and also with NHK, the two most important
broadcasters in their parts of the world. We also have
greatly strengthened Worldwide Television News, the
news-syndication organization that we own 80% of. The
alliance with the BBC has strengthened WTN also and I
think the growth of that organization in a few years will be
extraordinary.

Peter Jennings has suggested that after President Clinton's
first term he might want to do something other than occupy
the World News Tonight anchor seat. How likely is that?

It’s part of the anchorman’s litany that must be strictly
observed, that you always complain about being chained to
the anchor desk, and you want to get back out and report.
Peter and Dan [Rather] and Tom [Brokaw] and all other
anchors have always said that. And theyre right—if you're
nothing but a presenter, in the British sense, that would be
not a very challenging career for a great reporter, which
Peter is. So keeping a balance of actual reporting and
anchoring is important. This year he’s done specials on
Bosnia [and] Haiti and he’s been to a lot of different
places. He's been reporting as well as anchoring.

So he’ll be around after the next presidential election?

None of us, I guess, are going to stay doing forever what
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we’re doing right now, and one day he might want to leave.
But I don’t think that’s in the immediate future. 1 certainly
don’t think he’ll leave right after this first Clinton term. 1
don’t see any correlation between the two. If the day
comes when he wants to go report, rather than anchor, he’ll
come in and say he wants to do that.

NBC claims it’s taken 18 producers from ABC News this
year just for Dateline alone. What impact have those defec-
tions had?

Not much. [ think when you’re the leader, as we are, you're
going to be the target of other people, as CBS used to be.
And there are two aspects to that. One is that you have
more talented people than anybody else. Second, it’s hard-
er for people to advance in a leading organization than in
one that’s just trying to get its footing. And in the case of
Dateline, most of the people that have gone there are peo-
ple that we have allowed to go there. They’ve had better
opportunities there, or they are people that we just didn’t
think we could promote here.

Outside of Dateline, you lost Jeff Gralnick, who is now exec-
utive producer of NBC Nightly News.

Jeff Gralnick came In to see me and said he never wanted
to produce another television program; he was burned out,
tired, wanted to go back to either a local station or teach at
a school. And so 1 told him: OK, we’d let him out of his
contract. And it later turned out that he had an offer from
NBC, and so he’s working there.

That's some change, from burnout to executive producer of
Nightly News

Well, it is, but it’s been good for him. It's rejuvenated
him, and I wish him well. After the last election—and
you have to know Jeff to understand that he gets emo-
tional about these things—he was convinced that there
was not another television program he ever wanted to
produce. And so now he’s producing one every day, and
good luck to him,

And David Bohrman, who runs their special events unit, was
with ABC.

David Borman had a better opportunity there than he had
here. He was offered head of special events, and also no. 2
on the evening news. [ think they’re both excellent. But in
each case, we would not trade either for the people we
have fulfilling those functions here.

What's the status of Day One, which has been pulled for
revamping? Why didn’t it come together?

Day One did come together. It’s probably the least appreci-
ated of the programs that we have. It has been in two or
three extraordinarily difficult time petiods. Other than For-
rest Sawyer, most of the reporters have never been on tele-
vision before, yet they managed to win a Peabody Award
in their first year. And, most important, they have either
done as well as, or in some cases, better than the entertain-
ment program that was in the time period either before
them or after them.

And you have a commitment for Day One for a 10 p.m, slot?
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Yes, on Thursday, starting in January.

How will the show be reformatted?

They 're still working on that, because it’s not on the air for
another three or four months. But we’ve added Diane
Sawyer and Brian Ross. Ross 1s a great reporter who |
think was underappreciated at NBC over the years. He will
be a major part of that program. We're also adding Bob
Krulwich [formerly of CBS This Morning]. And I think
Forrest Sawyer has grown and excelled as both an anchor
and a reporter.

Diane Sawyer will be a co-anchor?

Yes. We haven’t really worked out the actual format yet,
but she is going to be a coanchor of the broadcast when she
is there. And sometimes she may do it alone, or she might
do it with somebody else. We’re not inflexible. We're not
doing what NBC is doing, where two anchors are on every
night [on Dateline, three nights a week].

Are you working on a fifth magazine?

No. We're trying to get the existing ones butfoned up and
safely on their way. We also have a little thing
called NYPD Blue, which is doing fairly well at 10 p.m. on
Tuesdays.

Let's talk about World News Tonight. What went wrong with
executive producer Emily Rooney, who only lasted about six
months?

[ think some of it—maybe a lot of it—was our fault. Under
normal circumstances, to make the jump from a local sta-
tion—even a terrific local station like wCvB-Tv Boston—to
network news is a formidable one. In her case, I think we
all agree, and I think she probably agrees, that it would
have been better had she come over and spent a year work-
ing on the weekend news, and getting to know the people
better and the systems and all the rest of it. But I don’t
think anything went wrong particularly. I think we just
came to the conclusion thatr maybe we had put her in a
position too quickly.

What's your personal timetable? You’re under contract to
19967

Actually longer than that, if [ want to be.

One option reportedly spelled out in your contract is to step
up to a chairman post at the news division, making way for
a new president. Accurate?

That’s a possibility at some point.

Have you given thought to other options—teaching, or per-
haps helping another would-be full-service network get into
the news business?

I think I've done that enough times. No, I don’t know.
Right now, there are very few things that I can think of that
are more interesting than what I’'m already doing, and
when I think back to ABC Sports and then ABC News, |
was intrigued with the idea of really building a network.
But to build another news organization is just something
that I'm not interested in. Maybe if 1 owned it, but T don’t
see too many of those opportunities available. |
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Eric Ober: CBS’s eye on news

Has the Dan Rather-Connie
Chung co-anchor combina-
tion done what you'd hoped
it would do for the evening
newscast?

The answer is emphatically
yes. Would I like to be in
first place? Absolutely. Do
I think we have a shot at it?
Absolutely. The answer is,
it has done what we’ve
wanted.

Which is what, exactly?

It gave us the ability, for
example, to take the risk of
sending Dan to Haiti, with-
out worrying that: Oh, my
God, if he got there and
there was no story, we’ve
now got an anchor out of @
place. Because we have
Connie in New York. As a
matter of fact, there are
times when they’re both on
assignment. Technological-
ly, we can handle either one [anchoring the newscast] from
anywhere, and we encourage them to chase stories as
reporters. They got to the anchor jobs by being the best
reporters, not by being prompter readers.

Since Connie Chung joined the broadcast, it has fallen from
second place to a weekly battle with Nightly News to stay
out of third. That can’t be good, can it?

A lot of people, particularly competitors, want to position
us or this team as having failed in the ratings. But it hap-
pens to be inaccurate, and you know it, because you know
what the cumulative ratings are.

Basically flat year to vear.

Right. They've been together a little over a year. The rat-
ings are flat. When you make a change that big, for the
ratings to be flat, as opposed to down, | think that’s
remarkable. When Dan replaced Walter Cronkite, the rat-
ings went down for a while, then they went up. I have
never seen a major change, local or network, in anchoring
a show where the ratings weren’t adversely affected
before they got better. To me, the fact that we stayed flat
speaks to his strength, but it also speaks to how well they
do as a team.

Rather will be 683 in October. Has any thought been given to
his heir-apparent in the anchor seat?

No. This is the anchor team we're happy with. Mike
Wallace is 76 years old. Dan’s a kid, he’s 14 years
younget than Mike. You know, he’s got the energy of a

man 20 years younger. He’s in terrific shape: he loves
what he does. You get credible with age—none of the
anchors are kids. I guess Connie’s the youngest one, and
she’s 47.

So the anchor seat is his as long as he wants it, and he's
given no indication of wanting to step down?

No, we’ve never discussed his succession—honestly,
because we haven’t had to. He has shown no signs of slow-
ing down. I mean, you look at what he did in Haiti [two
exclusive interviews with junta leader Raoul Cedras,
among other scoops] and you know there is no age issue.
You know, he single-handedly just kicked ass. He was out
in front on everybody.

What's the top item on your agenda for the coming year?

Certainly, one of the top items is integrating the new affil-
iates into the news operation. We're planning on meeting
with what we call the “switch stations” separately at
RTNDA.

Why?

Just to kind of get acquainted, because we’re unknown
quantities to each other. It should be interesting. Some of
them have little tiny or nonexistent news operations, and
we’re doing everything we can to help them get up to speed
as quickly as we can.

How do all these switches affect CBS News?
[ think from a CBS This Morning point of view, we’ll be in
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good shape, From an Evening News point of view, we’ll be
in good shape once these stations get newscasts on the air
and start developing news images.

In how many markets are you left with affiliates with little or
no news presence?

At least a couple of dozen. Getting them up and running is
not going to happen overnight. And in some markets, like
Tampa, I'm not worried at all because we simply switch
from one V to another—and the V we switch to is excel-
lent.

That’s more of a promotion issue, correct?

Yes. You hope people get used to you, CBS News that is,
instead of the ABC news programing.

Do you have a task force or something else to help the new
affiliates develop their news operations?

Yes, NewsPath, our affiliate news services operation,
which is run by John Frazee. He’s got a group of people
whose sole purpose in life will be to run around the coun-
try and work with these stations in everything from acquir-
ing equipment to recruiting people to editorial content.

You've also reassigned Dean Daniels, the former news direc-
tor of wees-Tv New York, to work on that task force. What's
his role?

He’ll be involved in all of it. We hired Dean because he’s
been a big- and small-market news director in New York as
well as markets such as Wheeling, W.Va., and Columbus,
Ohio. He’s also very fluent on the technical and opera-
tional aspects of news,

Are all the new affiliates committed to local news?

Yes. The basis for the affiliate relationships with these sta-
tions included a commitment for them to carry our prime
time programing and our daytime programing, but it also
included news programing. And, quite frankly, I'm opti-
mistic, because in some cases we will have more clearance
with the changes.

The morning news show has had major clearance holes. Will
that change?

Yes, we’ll be in much better shape. Several of the New
World stations in big markets weren’t clearing it, including
Detroit and Tampa. Also, the new long-term deal with
Westinghouse gives the show key clearances in Pittsburgh,
where the show will be back on next year after its contract
with Disney is up. wBz-TV in Boston will also carry the
show.

Are you putting a lot of effort into trying to develop other
magazines or other programs?

Yes, I take development very seriously. We're producing in
different areas. We just sold 22 shows of the Dwentieth
Century with Mike Wallace—recut, redone—to A&E
cable. We’re looking at doing other things with A&E. And
we're in a CD-ROM project about Vietnam with the New
York Times and Apple. We will do other CD-ROM projects.

Are you still committed to the so-called news movie genre

SPECIAL REPORT

that producer Jonathan Klein kicked off earlier this year
with Kristin Is Missing?

Absolutely. Kristin was seventh for the week in the ratings
when it ran last May. Klein has another that is almost com-
pleted and that I hope will get on the prime time schedule
over the next few months. I think it will even be better than
the first one. Klein has a unit that will turn out several
more movies over the next few years. We’re committed to
that business and we're looking at expanding that unit.

Is the documentary dead, as a form for commercial news
networks?

We don’t think so. We’re committing resources for 10
hours or so of S Reports specials, including a three-hour
special on violence.

What else are you looking at?

Other cable projects and airline projects. At the same time,
we will look to develop additional programing for prime
time and other time periods.

What about the idea of a news cable channel that came up
during the retransmission consent talks with cable?

We’d certainly be very willing participants in a cable news
channel, or some variation of that. At this point, to a large
degree, that will be governed by what the corporation does,
more than what the news division does. It’s more a func-
tion of what relationships and deals are done on the corpo-
rate level.

CBS and Group W are talking about some sort of a new first-
run magazine for syndication next fall. [BROADCASTING &
CABLE, Aug. 22]. Is that something you're involved in?

That is something we might be involved in, but beyond that
I really can’t discuss it at this point. But we’re very inter-
est in syndicated projects.

Are there certain sensitivities you have to deal with there
concerning affiliates.

Sure, but it’s the same kind of sensitivity you have with
doing things for cable. And many of our affiliates do stuff
for cable now, or even news for independents. We're
extremely assertive in expanding our preduction and our
product. It’s everything from the new technology areas,
like CD-ROM or cable, but it’s also the old way, which is
syndication. As we announced two weeks ago, the plan is
to have Erik Sorenson be the development executive.

What about news on demand? Have you talked with phone
and cable companies about participating in tests?

We've had discussions with a couple of companies about
participating in video on demand—in effect, actually pro-
graming on demand.

Have you agreed to participate in any?

Not at this point. Mark Harrington is really the person to talk
to on this because he is leading the company’s move into
that type of new media. But I certainly think that as cable
expands, the video-on-demand systems are going to be part
of it, and at a certain point CBS will be involved in it. ]
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NBC News with Andrew Lack

You've been in the post a little over a
year and a half. What do you see as
your major achievements in that time?

One thing I'm proudest of is that as a
community, NBC News is really
working together. Morale is a lot bet-
ter. I inherited a situation that was
fractious. There was an us-against-
them mentality in many quarters
here—them being whomever, man-
agement, another program they’re in
competition with within NBC News.
Now, there is just “we.” That’s the
way it has to be because if we don’t
work together and help and respect
and care for each other, we won’t
compete effectively as a news divi-
sion. You need that kind of cohesive-
ness to succeed.

How did you get the message across?

By walking around and talking to peo-
ple. I'm a fellow traveler. I'm a pro-
ducer. My interest is in ideas and
funding great ideas. 1 hate waste and
wasting money and spinning wheels
and doing things that don’t show up
on the screen. I want decisions. 1 want
to know if we're in Cuba today or, if
we're going to be tomorrow, why
we're going. I want to know what the
lineup is on Dateline, why we think
they’ll do well and how those stories
are being promoted.

Has the new esprit de corps affected
NBC News’s performance?

1 believe NBC was in third place a
year go. We were chasing CBS. We're
not anymore. We're second now. [In
the evening news race competition,
NBC edged out CBS by one-tenth of a
household rating point for the just
ended broadcast year, according to
Nielsen. |

Up to the point that you arrived, many
felt that the strength and depth of NBC
News’s reporting team was question-
able. is it still?

We’ve shored up our bench strength
considerably and added some first-
stringers as well. We brought in Jeff
Gralnick from ABC. Jeff took over
the helm of NBC Nightly News and the
show’s performance is much stronger.
That’s given [Dateline Executive Pro-

ducer] Neal Shapiro and [7oday Exec-
utive Producer] Jeff Zucker room to
develop.

You’ve hired 18 producers from ABC
just for Dateline as you’ve expanded
that show to three nights. But what
about on-air?

That was a problem. In prime time,
when I needed to launch a new pro-
gram, there were no extras sitting on
the bench and I had to turn to Tom
[Brokaw] and Katie [Couric] to get
the second show off the ground.
That’s not the ideal way to do it.

Will you stop at three nights with Date-
Jine or expand further?

I've got to be honest, I’ve got an enor-
mous amount of work cut out for me
just doing three nights and that’s
where the focus should be. That work
won’t be done in a season. I'm not
looking at four or five nights now.
That’s down the road several seasons.

How much resistance was there inside
the network to doing multiple episodes
of Datefine each week?

One of the places where the wall has
really come down is between news
and entertainment and [NBC Presi-
dent Robert] Wright and [NBC West
Coast head Don] Ohlmeyer really
deserve the credit. I think there was a

lot of skepticism inside the news
department about six or eight months
ago about getting a third night of
Dateline on the air. There was strong
sentiment that the East Coast-West
Coast politics would interfere. But the
fact is the entertainment people did
want it and they made it workable.

How did Ohimeyer respond to your
wanting a third night of Dateline?

He was responsive. He’s a creative
producer and he doesn’t want to see
yet another dumb magazine show on
the air. And I, as a producer, could
talk to him as a producer. Politics
didn’t enter into it.

Did the cooperation surprise you?

When [ came here 1 was warned by a
number of people that all the network
owners and managers are interested in
1s the bottom line. I must say I have
not found that to be true at all. I said 1
needed a new studio for Today—a stu-
dio that I'll probably run our O.J. cov-
erage out of and do all kinds of other
things with. Beyond that I was not that
specific. I talked about how the cre-
ative process is not so neat but I want
to do some interesting things that
would cost a lot of money. And the
response was: Go do it.

What about your bench strength in
front of the camera. Has the situation
improved?

Yes, I think we’ve developed a whole
core of very talented young reporters,
including Brian Williams, from wcBs-
Tv New York and Matt Lauer from
WNBC-TV New York. David Bloom is a
terrific young reporter, who we’ve had
in Haiti, as is Rehema Ellis out of
Boston and Larry Carroll who has
been on the O.J. story. So I think I've
added a lot of front-line bench
strength.

Will you go after big stars on the com-
petition?

Absolutely. When Diane Sawyer
came into the market earlier this year
we let it be known that NBC was a
place where if she really wanted to
leave ABC she might find peace and
happiness here. We have no shyness

|
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about that. I had conversations with
my old friend Ed Bradley in that
regard when his contract was up.

Are there more gaps to fili on the air?

I'don’t think we have any holes on our
team right now. We can make our
prime time, nightly and early morning
programing and special event pro-
graming sing. We got the team in
place on both the production and tal-
ent side.

You did a two-hour special on health
care that the private Robert Wood
Foundation financed to the tune of sev-
eral million doilars. Why did you do
that?

It took some trouble to work that out
and the show would not have been
financially doable without the founda-
tion’s support. But we did it because
it’s important to do those programs
and it excited us as journalists.

Was there a time when a network
might have done that show without
outside support, even at a loss?
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Nightly News?

Yes. We're not bringing bulletins or
news wheels that blind you with their
repetitiveness. We’re saying to the
world we think we have a way of
translating these programs, producing
and distributing them with partners all
around the world. So that we can give
you a channel that’s not regurgitated
American news but a real vision of
international news programing. Lon-
don, Hong Kong, Tokyo and Frankfuit
will all be major production centers
for us.

Does the deal with International Televi-
sion News (ITN) in Europe represent the
model partnership you hope to form as
you export Super Channel elsewhere?

Yes. They are producing newscasts
and documentaries on Super Channel
Europe for us and we’re integrating
that material with the programing we
produce here and around the country
with a product line that is meant for a
European audience. And it’s working.
We want to do it in Asia, where we’re

¢ A SPECIAL REPORT

working with Nippon TV, and in
South Amertca soon. These are real
co-production arrangement. As they
say in the business, money is passing
hands.

Is any of this making any money for
you yet?

No. We're going to take a loss on it for
the next couple of years. But it’s a big
investment.

How big?

Not big by NFL rights numbers or
new affiliate compensation for some
stations. But I think Super Channel
will turn a profit in two years.

Is the news division as a whole prof-
itable at this point?

Yes. It makes a nice profit. We're in
the tens of millions but not in the hun-
dreds of millions. We ought to be
because we're generating hundreds of
millions in revenue. There ought to be
some margin here. All the programs
are making money. —SM

|

Yes, but the business has changed. l
Journalists used to be protected from
the bottom line issues, but those days
are gone. The challenge for us is to
continue to do those kinds of broad-
casts and figure out new ways of
doing them, but never giving up the
editorial control.

Wili you do more of those foundation-
funded programs?

So long as the group involved doesn’t
have a political agenda and we retain
complete editorial control. We're talk-
ing to Wood Johnson about several
possible projects.

On the internationai front, you've been
given the responsibility of programing
NBC’s Super Channel in Europe. How
big a priority is that?

It’s one of the most important assets
NBC News can manage. All our pro-
graming is now all over the world. We
are going to bring Super Channel to
Asia. I believe devoutly that in the
year 2000 NBC can be the premiere
news and information gatherer in the
world. We have the distribution sys-
rem that can take us to that place. It’s
a fantastic asset.

Does Super Channel carry the NBC
t flagship shows: Today, Dateline and J

—
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RTNDA head David Bartlett sees radio and TV journalism both flourishing

By Kim McAvoy

he TV and radio news business
couldn’t be better.

At least that’s what David
Bartlett, president of the Radio-Tele-
vision News Directors Association, is
likely to tell his members when they
gather in Los Angeles for their annual
meeting Wednesday-Friday.

Indeed, he thinks the next several
years will be a boom for the industry:
“Television news as we know it is
growing again.” He says affiliation
and ownership changes, as well as the
development of Fox News, have con-
tributed to a surge in growth.

Bartlett believes that the smaller sta-

Ltions that CBS is buying and affilating

with are “going to suddenly find that
they have bigger news departments.
And stations that were CBS affiliates
and already had an enormous commit-
ment to news suddenly have a lot more
time to fill, a lot more local time to
program as Fox affiliates.”

Dollars? 1T don’t think so. They're

So what will they air? “Bowling For

Dave Bartlett on the issues

The RTNDA convention is likely {0 be
filled with talk about some of the
perennial issues facing TV and radio
journalists. Here’s what the associa-
tion’s president, David Bartlett, thinks.

Has TV overplayed the O.J.
Simpson case?

There is nc way that a rational person,
with any historical perspective at all,
could say that it's possible to overplay
the O.J. Simpsen case. If nobody had
ever gotten the idea to invent televi-
sion, the O.J. Simpson case would be
just as sensational as it is today. The
Police Gazette would have been cov-
ering it if it had occurred in the late
19th century. So that's nonsense.
Nobody is forcing anybody to be inter-
ested in the O.J. case. I's an interest-
ing case. It deals with murder,
tragedy, celebrity—all the factors that
go to make a great story. And we
cover stories. And we cover great sto-
ries in an even greater way than we
cover ordinary stories.

Is the “family-sensitive” newscast
good journalism?

It can be both good journalism and
good marketing. It can also be bad
journalism and poor marketing. If
done well, family-sensitive news is
just another name for good journal-
ism. And giving it a clever name is just
another word for good marketing. Sta-
tions have been doing family-sensitive
news for a long time—before anybody
thought to put a name on it. Sadly,
there will be stations that will take the

family-sensitive moniker and will use it
as an excuse to do a poorer quality of
journalism. If a station says, 'We're
not going to cover the crime story—
five people got murdered in the ghet-
to—because we're family-sensitive;
we’re not going to report reality,” that's
bad journalism.

Can the fairness doctrine be
resurrected?

It seems to be in limbo. We have
fought off yet another attempt to bring
the fairness doctrine back. It was a
multifaceted attempt. There were
threats on the Hill, there were threats
at the White House, there were
threats at the FCC, all of which are
well-documented. We've managed to
forestall all of them. The way that was
done was by generaling public aware-
ness. When the public sees that the
incumbent members of Congress and
the incumbent president are trying to
pass reguiations that would make it
illegal to do this sort of thing, the pub-
lic—quite rightly—rebels. Capitol Hill
was swamped with a tidal wave of
phone calls from angry constituents.

Is TV news over-reporting crime?

Don’t tell the victims of drive-by
shootings in Los Angeles that crime
is down. Don't tell the 9-year-old vic-
tims who get in the crossfire of drug
deals gone bad in the ghettoes of our
big cities that violent crime is down.
In their world, violent crime is up. And
f think television news and the
media, in general, deserve high

praise for covering that fact. There
was a time when we didn't go into
bad neighborhoods to cover stories.
There was a time when it was a very
comfortable place for politicians
because they didn’t have to worry
about these problems because the
public didn't know about them. Well,
now it’s becoming very inconvenient
for politicians.

How long and what will it take
before the federal bench allows
cameras in the courtroom?

The only way that we will get cameras
in federal courts is to wait for a gener-
ation of judges to die. And even that
might not get it done. Even young fed-
eral judges have lifetime tenure and

8
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going to program news, because that
is what local programing is.”

Radio’s future also appears bright.
Says Bartlett: “News talk radio is the
fastest-growing medium in radio right
now. The state of radio news is chang-
ing, but I think it will boom too.
There’s a lot interest in radio. And I
expect to see more local radio news
operations generated because of AP’s
all-news service. Stations that couldn’t
afford to get into the game will give it
serious thought. Even at the very small
stations, you’ll see more people hired.”

But it is the new media “to be

L

many of them don’t have any interest
in having the pecple see what they
really do. | think eventually the public
will demand Congress step in and
force open the doors of the courthous-
es. Because ultimately, the people are
paying the bill. And ultimately, it's the
citizens' power that's being exercised
by the judges, not the judges’ power
being exercised on the citizens. Cov-
erage of state courts has become too
routine for the public not to notice and
to wonder why the federal govern-
ment, which they also pay for, is able
to keep them out. But it's going to be a
bloody fight, it's going to be a long
fight. And it will be over the dead bod-
ies of more than just Chief Justice
Warren Burger. —KM
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named later and the technologies yet
to be invented” that will grow “to an
even greater degree,” Bartlett predicts.

“We already have members of
Prodigy [in RTNDA]. We expect we’ll
have members of the phone companies
when they get into programing.”

TV and radio “aren’t going away,”
he says, but “we see online services
and maybe other technologies in the
future playing a very significant role.”

And because the news business is
changing, Bartlett says, “we need to
look at those changes to see if they're
good or bad.” Specifically, he says the
organization wants to make sure that
the values and principles associated
with electronic journalism “survive
the trip into cyberspace.”

For example, putting news on
online services “presents enormous
opportunities, and probably some
pretty serious challenges. We would
prefer to get a grip on those today
rather than wait around until they hit
us on the head from behind.”

RTNDA members will have a chance

SpPecIAL REPORT

to discuss the future of TV news during
the opening session. Called “News of
the Future,” it will examine issues like-
ly to arise in the next century as TV and
radio news evolves.

The convention program also
includes a panel on how to cope with
the explosion of new channels,
Another examines the mergers and
ownership and affiliation changes
within radio and TV,

Like the industry, RTNDA has
undergone changes. “The Washington
staff has been completely reorganized
to put a greater emphasis on market-
ing our message, seeking new mem-
bers and telling the public what we
do,” Bartlett says.

RTNDA also is providing new ser-
vices such as an industry update faxed
every week to its members. Bartlett
says the computer bulletin board has
been reorganized so it is accessible
through the Internet.

“We’re jumping into cyberspace in
a way that would have been unheard
of even a year ago,” Bartlett says. =
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RTNDF

The RIAS Berlin Commission and
The Radio and Television News Directors Foundation

Announce the availability of production grants for
long-form radio and television programming focusing on
German-American issues, events and relations.

Proposals are accepted on an ongoing basis.
For more information and/or proposal
guidelines, contact:

Ms. Pat Seaman, 301-977-7210 or
RTNDF, 1000 Connecticut Ave., NW, Suite 615
Washington, DC 20036
(202) 659-6510 Fax (202) 223-4G07
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New life for local TV news

News stock rises with affiliation-switch opportunities and increased emphasis on brand identity

By David Tobenkin

—
few years ago the news oper-

A ations of stations were in the
budgetary line of fire as an

expense that needed cutting.

That was before the 500-chan-
nel future put an even greater pre-
mium on local programing and
identity, and before a flurry of
affiliation switches prompted a
flood of new newscasts.

“The theme of (1990’s) RTNDA
convention was doing more with
less people,” says executive
recruiter Don Fitzpatrick. “The
next year the theme was how to
fire somebody effectively. Now, as
we enter 1994, there are opportu-
niities abounding that didn’t exist
six years ago and certainly not
four or five.”

Most stations losing a Big
Three network affiliation are
choosing to continue their news

News of
Your Choice

@ 23

Section One Headlines

Lifestyle

Wrap-up

(Simulcast)

operations, in some cases turning
to their strong news departments to
generate programing to fill their less-
packed schedules. At the same time,
independents and Fox affiliates mov-
ing to Big Three affiliations are being
called upon to create newscasts.
Together, those trends are creating a
boom in news employment.

“A conservative estimate of new
positions [created by the affiliation
switching] is somewhere between
1,500 and 2,000, says talent agent
Barabara Frye of Frank N. Magid
Associates. “In my 16 years, this is
the most hectic and active I've ever
seen it.”

The growth of news operations and
news competition is also leading to
experimentation with new forms of
news. Family-friendly news, news
shows whose content is determined by
viewers and a proliferation of news
magazine and reality shows are all
expanding the boundaries of news
departments. And technology is help-
ing expand on that diversity and help-
ing make local stations competitive
with the networks.

But while news frequently gener-

ates strong ratings, its appeal extends
beyond ratings points. At the heart of
the news boom is the recognition by
station executives of their vulnerabili-
ty in an increasingly uncertain mar-
ketplace. In an environment where
decades-old affiliations can be broken
overnight and syndication suppliers
ally with rival new networks, station
executives say that local news is the
strongest and most stable form of
brand identity still available.

“In a fragmented market, news is
the only thing that a local outlet can
do to distinguish itself from others in
the market,” says David Bartlett, pres-
ident of the RTNDA. “The credibility
of those local news operations
becomes key.”

More than two dozen stations
switching affiliations from the Big
Three to Fox are expanding news in
the process. Several others facing the
loss of affiliation are planning more
news to fill the vacuum that the loss of
network programing will create. And
at least four are entering the news
business for the first time as they make

|

weeo Minneapolis tested two versions of its newscast

the leap from Fox to the Big Three.

Making their moves

As CBS affiliate ksaz(Tv) Phoenix
prepares to move to Fox, it is
adding four hours of local news for
a daily total of seven. Another Fox-
to-be, CBS affiliate wWIBK-TV
Detroit, will add three hours to its
current four and a half hours.
WFTS(TV) Tampa, Fla., which
offered no news as a Fox affiliate,
will air three hours a day when it
switches to ABC.

wFTS(TV) has recruited former
KeBs-Tv Los Angeles news direc-
tor Bob Jordan to start a news pro-
gram for the station, which has
hired 23 news employes so far and
will have 76 news staffers by Dec.
14, when it will launch half-hour
newscasts at 6 p.m. and 11 p.m.
“and expand to mornings and noon
newscasts soon after,” says Jordan.

Jordan says that 800 applica-
tions with audition tapes awaited
him when he arrived in Tampa, and
probably another 300 applications
have arrived since. “Our hiring philos-
ophy is to hire people who are not
average,” says Jordan. “We’re looking
for superstars.”

Jordan does not want to tip his hand
to the competition, but he insists that
even with three other stations in the
market with strong news presences,
WFTS can be successful. “I think there
is room,” he says. “The pie will be
sliced thinner—but there is a pretty
large appetite for news.”

Many broadcast analysts say, how-
ever, that in many markets those slices
are already extremely thin.

“Everyone looks at news without
realizing that it’s a double-edged
sword,” says Bishop Cheen, senior
analyst at media consulting firm Paul
Kagan Associates. “News pays off
when a station is number one or close
to number one in the market; stations
past third often drop news. The addi-
tion of all this news is going to frag-
ment the pie. It’s not going to be
tougher to be number one and to stay
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number one-—in many markets you
find a gorilla and everyone else—Dbut
it’s going to make it tougher on the
also-rans.”

And other newscasts are hardly sta-
tions” only news competition. The
network magazine shows and a prolif-
eration of syndicated reality and
tabloid shows are also aggressive
competitors for viewers’ altention.

The vast majority of network affili-
ates that have newscasts make money
from them, according to an RTNDA-
sponsored TV study by Vernon Stone

of the University of Missouri.

The 1994 survey finds 85% of the
Big Three network affiliates making
money, 11% breaking even and 4%
losing money. For a limited sample of
Fox stations, are: 73% make money,
9% are even and 18% lose money. It is
rougher going for independents: 38%
make money, 47% break even and
15% lose money.

However, some have criticized the
study because stations that drop news-
casts were not included in the survey,
in effect factoring out stations where
news is a problem.

Daring to be different

With the field becoming crowded,
many stations are searching for any-
thing that can be used to differentiate
themselves.

Criticism of violence on television
has grown during the past year, with
leading voices from Washington,
including First Lady Hillary Clinton
and Senator Paul Simon (D-111.),
decrying both fictional and news
depictions of violent acts and their
aftermath. Responding to that pres-
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wsvn Miami’s Joef Cheatwood
and his station’s Newsplex
newsroom

sure, many stations have
begun to program kinder,
gentler newscasts.

wcco-Tv Minneapolis
started the trend in January
by launching a family-sensi-
tive 5 p.m. newscast that
eschewed footage of bodies being car-
ried away from murder scenes while
playing up coverage of community
stories from the suburbs.

The target of the newscasts is
young families, and the station has
had significant success in attracting
more of them, say observers.

“1t hasn’t improved their ratings
that much, but they were already win-
ning,” said Noel Holston, TV-radio
columnist at the Star-Tribune (Min-
neapolis-St. Paul) “It has, though,
improved their younger demographics
in the 5-6 p.m. newscast.”

Still, aside from tangible results,
the move has been a public relations
boon for the station. “They have got-
ien the best publicity any news organi-
zation has seen in a long time,” says
Holston. “[wcco-Tv General Manager
John] Culliton and Lansing have
restored the image of pre-eminence to
that station.”

At least 17 other stations intro-
duced their own family-sensitive
broadcasts, the RTNDA’s Bartlett
says. But Lansing says the reason the
format may be working is that the

SpPeciaL REPORT

changes made over the past year by
WwCCO-TV arose from a series of 100
community meetings that gave view-
ers the chance to tell the station what
they wanted in their newscasts.

For all the stations that go to fami-
ly-sensitive newscasts, many others
continue with crime-heavy, sensa-
tional coverage. wSVN-TV Miami has
regularly placed second in house-
holds and first in younger demo-
graphics since introducing such cov-
erage and a format friendly to
younger viewers in 1989. That for-
mat has been adopted by other sta-
tions—former Fox Broadcasting
chairman Lucie Salhany called it a
model for other Fox affiliates.

This year the station added a giant
two-story set, the Newsplex, that fea-
tures the third-largest computer sys-
tem in the nation and 250 monitors, a
project that Joel Cheatwood, senior
vice president of wSvN-TV owner Sun-
beain Television, said cost several
hundred thousand dollars but would
have cost at least $2 million had it not
been an in-house construction project.
The new set underscores the impor-
tant role news plays at the station,
which airs seven hours of news pro-
graming daily.

The newscast features heavy use of
graphics, quick cuts between stories,
young reporters and in-your-face pro-
motions.

The station has now expanded the
format to Sunbeam’s 1993 acquisi-
tion, WHDH-TV Boston, although with
a decidedly less flashy tone.

“It’s a New England version of
that,” says Cheatwood. “There’s less
glitz and flash because it’s on a Big
Three {CBS, soon to be NBC) station
and because Boston is a less glitzy
city.”

Critics of Cheatwood and wsvN-Tv
claim he has reduced the news to the
level of tabloid journalism, but Cheat-
wood says that without a solid news
organization supporting that exterior,
the newscast would have been a flop.

“Coverage and content is at the core
of a good newscast—you can put in
all the fireworks and mirrors up there,
but people are smart enough to figure
it out if the substance isn’t there,” says
Cheatwood.

Others think that technology and
interactivity is the key to the news of
the future,
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Here, too, wCCO-TV has been
active. In late August and early
September, the station tested
three alternative versions of
portions of its 10 p.m. Saturday
news, airing them on time
bought from another station in
the market, KLGT-Tv. The test
allowed viewers who wished to
bypass the weather and sports
to tune into more local, health B8
and international news,

Lansing says that the two-
headed format received strong
support, with 475 of 500 phone

calls favoring having the «rsp-rv Phoenix sent its own reporter to Los Angeles to cover
choice of both versions, which the O.J. Simpson trial, to give the story a local angle.

is not particularly costly, he says. And
KLGT’s usual rating of .6 for the time
period jumped to a 2.6 average for the
broadcasts, he says. The format is
under consideration for a possible
one-year test.

Increasingly, local newscasts are
able to afford services once available
only to the networks.

Bullet*Poll is offering broadcasters
locally customized polls and market
research studies particular to a sta-
tion’s ADI coverage area. Another
service that is growing in popularity is
Knight Ridder and Tribune’s News in
Motion, a daily feed that provides an
animated graphic explaining a nation-
al event.

On-line editing equipment is also
proliferating, although not yet the dig-
ital cameras that would allow for
seamless digital editing, which many
news directors view as the next major
technological leap.

Still, depspite the rising fortunes of
local news, some stations are seeking
to boost the bottomn line through old-
fashioned cost-cutting and increased
efficiency. At the Broadcasting and
Cable Financial Management Associ-
ation annual conference earlier this
year, many station executives talked
of rerunning their late newscasts in
the early morning or having reporters
handle research or photography duties
as well.

Ron Belik, news director of wcpx-
Tv Orlando, Fla., at the conference
said that many stations fall short of
their potential because of mixed man-
agement directions. At many stations,
the news director attempts to reach the
greatest number of households while
the station’s sale staff instead seeks

A BROADCASTING & CABLE

high numbers in important demo-
graphics, he said.

Janet South, business manager at
Nationwide Communications’ WRIC-
TV Richmond, Va., says training staff
members in better management has
resulted in reducing overtime and that
the company has cut overhead by hir-
ing two or three part-timers instead of
one full-time worker.

Challenges remain

Like the nagging issue of containing
costs, other fundamental challenges
remain for TV News. To the RTNDA’s
Bartlett, one of the most disturbing is
the diffculty television news has
explaining complex topics well. “Our
biggest problem is still dealing with
complex issues,” says Bartlett, “It’s
not a problem of having a talking head
explaining things because now there
are graphics that can help—it’s the
problem of time, of how to explain a
complicated economics story or sci-
ence story in a couple of minutes.” He
says that the RTNDA is conducting
programs to help reporters improve
their reporting skills on such subjects.

Another area where critics say the
industry’s record is at best mixed is
the diversity of its employes.

While the situation is improving for
women, minorities—and especially
minority males-—remain scarce com-
modities in many markets, says the
University of Missouri’s Stone.

His figures show that of all news
personnel, 31% are female and 18%
are minorities. Minorities are espe-
cially lacking behind the camera and
In management positions. “Minorities
are about as likely as the white major-
ity to be on the air, but there is a real
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| shortage of minorities in man-
agement, as news directors,
assistant news directors and
t managing editors,” says Stone.

A slight exception to that
¢ trend 1 Latinos, who have
| more representation in station
| management because of
| opportunities afforded by
Spanish-language stations, he
says.

Another criticism of local
news is that the desire to be
first and different prompted by
the flood of competition is a
threat to the medium.

As competition from net-
work news and syndicated tabloid
shows has raised the stakes, the need
to be first on high-profile stories has
increased.

And sometimes that has led to
embarassing mistakes, perhaps most
visibly in recent months in coverage
of the O.J. Simpson trial in Los Ange-
les. KCBS-TV Los Angeles was forced
to make an on-air retraction and apol-
ogy after repeatedly airing an erro-
neous report that said that the prose-
cutor in the case had illegally entered
0.J. Simpson’s estate before she had
obtained a search warrant to do so.
And recently KNBC-TV was publically
chastised by Simpson Judge Lance [to
for what he said was inaccurately
reporting that certain evidence linked
O.J. Simpson to the killing.

Another example of a more restric-
tive stance was a recent ruling that fed-
eral agents cannot take the press along
on raids or arrests of suspects, a deci-
sion expected to filter down to local
law enforcement agencies and that
could well affect local news coverage.

Broadcasting news executives say
that the industry is being punished for
a relatively small number of mistakes.

“I think those[mistakes] are aberra-
tions,” says RTNDA’s Bartlett. “There
may be more screw-ups than in the
past. But that’s not because the net
quality of journalism is worse; it’s
because there’s just more out there,
more good stuff and more bad stuff.
On balance, I think there are fewer
mistakes per hour of broadcast than
ever before.” |

Contributing to this story were Julie
Zier and Geoffrey Foisie.

Oct 10 1994 Broadcasting & Cable




A BROADCASTING & CABLE ln_ V. QSBE SPECIAL REPORT
/f
al(\

- Tapeless TV
. Recorders |
““Return in Force

o State of the Art:

, ay\;f;,-The Latest in
Digital SNG, ENG

and Transmlssmn

Radio Faces More
Digital Choices




A BROADCASTING & CABLE =

o

LLl

/NSBE )

7
A -

2

w

-~
"-"‘ \ SPECIAL REPORT

TV’s hot technology: tapeless recording

CBS and ESPN buy disk recorder,; some stations wait for prices to drop, quality to rise

By Chris McConnell

ince introducing machines this
SSpring, several of the disk-

based-recorder manufacturers
have added an important feature to
their tapeless campaigns: customers.

The companies, which will be out
in force this week, have convinced
some earlier adopters to invest in the
new gear. BTS, Hewlett-Packard and
Tektronix, which introduced or “pre-
viewed” disk machines at the Nation-
al Association of Broadcasters con-
vention in March, will each return to
the fall show with customers in hand.
Additionally, some of the companies
will bring technical upgrades to Los
Angeles in an effort to reach a market
they hope is moving up plans to invest
in tapeless machines.

“I think next year our capital budget
has very few tape machines,” says
CBS Engineering Vice President
Robert Seidel, discussing his compa-
ny’s confidence in the disk technology.

Seidel’s network this summer
ordered one of the Hewlett-Packard
broadcast servers for its owned-and-
operated Miami station. Hewlett-
Packard—which will show the
machine in Los Angeles this week—
uses MPEG compression in its broad-
cast server to store between six and 51
hours of video and audio.

This week, the company plans to
invite broadcasters to bring in their
own videotapes for storage and play-
back through the machine. Hewlett-
Packard Product Marketing Engineer
Gratz Armstrong says image quality
remains the greatest concern among
the broadcast customers, although he
says the market has grown less skepti-
cal since the spring NAB. In addition
to CBS, H-P also has sold its systems
to the RTL2 broadcast company in
Munich, Germany, as well as to CBS-
affiliate KOLD-TV in Tucson, Ariz.

“By and large, most of the cus-
tomers are eager,” Armstrong says of
the market.

Other manufacturers agree.
“Things are finally starting to thrash
out a bit,” says Ron Earwood, director
of sales and marketing at Recognition

Concepts Inc. Dynatech’s Matt
Danilowicz adds that broadcasters are
beginning to recognize the disk
machines as a legitimate technology,
while George Boath of Tektronix
reports an increase in technical aware-
ness among potential broadcast cus-
tomers.

“They've been learning pretty fast,”
Boath says, adding that broadcaster
questions about disk machines have
moved above the basic level.

Like Hewlett-Packard, Boath’s
company also is planning a compres-
sion demo for this week. During the
International Broadcasting Conven-
tion (IBC) last month in Amsterdam,
Tektronix invited broadcasters to
bring videotapes to its booth. At IBC,
the company loaded the material onto
its Profile server and then gave broad-
casters a tape of the material played
back from its machine. A company
spokeswoman said Tektronix hopes to
bring the same demonstration to Los
Angeles.

“The objective is to handle any
potential customer objections to the
compression system,” says Boath.
The Profile uses JPEG compression to
store up to 160 minutes of material.
Boath says the company’s implemen-
tation of the compression system
allows the Profile to adjust the com-

Tektronix recently scored a
high-profile sale to ESPN

pression ratio depending on the type
of video being stored.

Since announcing the machine this
spring, Tektronix has signed ESPN as
a customer. The cable programer
recently ordered 11 of the machines to
handle local spot playback for its
international feed. Boath says Tek-
tronix continues to view spot play-
back as an initial application that
eventually will open the door to time-
zone delays and other uses.

“QOur point of view is that this is a
general-purpose recording platform,”
says Boath. Tektronix last month also
added a new expansion chassis to the
Profile memory. For about $45,000,
users can add 64 gigabytes worth of
memory to the Profile, bringing the
total storage bin to 96 gigabytes, or
480 minutes.

In addition to storage, the company
also has added a new partner to its
disk campaign. Panasonic Broadcast
& Television Systems Co. says it has
signed a pact with Tektronix to begin
offering the Profile machine as a
buffer for material stored on cart
machines. The system would allow
broadcasters to download material
from carts onto the disk for playback,
says Panasonic’s Phil Livingston.

“Our idea is, tape—especially for
spots—becomes an archive,” says
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Livingston, assistant general manager
for product marketing and engineer-
ing at Panasonic. He adds broadcast-
ers can use the machine to play spots
needed only during certain times of
the year.

Taking a similar approach has been
Odetics, which has partnered with
Tektronix to offer its CacheMachine
to the broadcast market. Odetics,
which introduced the hardware to
European broadcasters during the
IBC, will bring the machine back to
Los Angeles. The machine interfaces
with a Profile disk server to download
tape-stored material onto a disk for
playback. Odetics’ Gina Ward says
that although the company has teamed
with Tektronix, the CacheMachine
also can work with other disk
recorders.

Another new disk product
announcement 1s expected from
Recognition Concepts Inc. (RCI). The
Carson City, Nev.-based company
will announce a disk drive the compa-
ny says will allow for more storage at
lower cost. The company has been
offering an NTSC composite machine
that simulates a Sony VTR. The new
drive, says RCI's Earwood, will carry
eight minutes of uncompressed stor-
age capacity at a cost of $35,000.

Also planning an upgrade is Dyna-
tech’s Digistore division. The compa-
ny, says Sales and Marketing Vice
President Matt Danilowicz, hopes to
either show or announce an addition
that will allow users to buy a compo-
nent version of the Digistore machine.
The new model will treat video like a
component signal, in which color
information is separated from the rest
of the video information. The compo-
nent approach allows for improved
picture quality,

“Qur customers can choose the
level of filtering and compositing,”
Danilowicz says of the planned
upgrade. His company’s machine
plays up to three separate channels of
video, and primarily has found its
market in spot playback. “That has
been our major emphasis,” Danilow-
icz says.

But at this week’s show, the compa-
ny plans to discuss its plans for
expanding the role of disk machines
in broadcast operations. Digistore,
says Danilowicz, hopes to integrate
news cutting and online editing func-

tions into its machines. He adds
broadcast customers want a system
with which they can edit programing
and then pass the material directly to a
disk for storage or playback.

“What [broadcasters] are looking
for is not to have a disk system over
here and another disk system over
there,” says Brian Hagen, marketing
manager at BTS. Hagen describes a
similar approach, maintaining his
company is trying to offer a central
broadcast server that can interface
with disk products—such as editing
machines—offered by other manufac-
turers.

Since previewing the Media Pool
machine this spring, BTS has
announced sales to ABC and PBS.

| BTS hopes its Media Pool will inferface
" with-other digital production-fools.

SPEciaL REPORT

interface with other people’s applica-
tions,” he says, maintaining that no
one company will be able to offer a
complete solution for every applica-
tion involving a disk drive.

One company, though, this week
will discuss its plans for providing
several disk-based applications from
its own hardware. Avid Technology
will present its white paper on strate-
gies for integrating the newly
acquired BASYS Automation Sys-
tems and SofTECH Systems news
automation companies into its busi-
ness. Avid acquired the two compa-
nies in August.

This week, says Avid’s Roland
Boucher, the company plans to
demonstrate the total integration of

The machine uses JPEG compression
to store video at a range of compres-
sion ratios of up to 20:1. PBS plans to
use the unit for time shifts and spot
insertion, while ABC also plans to use
the machine to handle time-zone
delays.

“We're creating a machine that
everybody can control,” says Hagen,
whose company will exhibit its tech-
nology in Los Angeles but does not
plan to announce any new upgrades
this week. Hagen says BTS envisions
an operation in which several depart-
ments can simultaneously access and
manipulate the same video material.
Toward that end, the company has
talked with several other tapeless
machine makers about connecting
their machines.

Hewlett-Packard’s Armstrong
agrees with the strategy. “We need to

news production functions, ranging
from image capture to editing and
playback. The show will follow a sim-
ilar demonstration at Jast month’s
IBC, where Avid displayed a BASYS
system that was controlling the play-
back of material stored on AirPlay, a
$59,000 disk machine that holds
material for playback to air.

While the company supports an
open-architecture approach enabling
the Avid machines to interface with
other disk products, Boucher, senior
product marketing manager for Air-
Play, says not all of the current batch
of broadcast servers lend themselves
to such interoperability. For its
planned demonstration in Los Ange-
les, Avid will connect its gear to a Sil-
icon Graphics Inc. server,

Like the companies taking their
new server machines to the tapeless
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recording business, Avid
also reports a growing busi-
ness. While the company
this summer had sold about
40 of the AirPlay systems,
Boucher last month put the
sales tally at about §0. “The
numbers are radically
increasing,” Boucher says,
adding that broadcasters
have changed equipment
purchasing plans dramati-
cally since the spring NAB.

Also reporting a string of
broadcasting sales is
D/Vision, which sold 20 of
its offline editing systems to
CBS late last year. The com-
pany which does not plan an
appearance in Los Angeles
this week, plans to announce
a new upgrade later this year or early
in 1995. The company, currently is
shopping for a supplier to provide a
non-proprietary 60-field board. The
board, says D/Vision Technical Mar-
keting Specialist Mark Mondo, will
allow users to manipulate video at 60
fields per second.

While other providers of the non-
linear edit gear have promoted their
equipment as potential online editing
tools, D/Vision has sold its software
as a low-cost way of entering the
world of nonlinear, offline editing.
D/Vision’s Rickey Gold says that the
company foresees more growth in the
broadcast market but that future busi-
ness still hinges on determining what
level of video constitutes broadcast
quality.

“I think people are stitl pretty wary
[ef compression],” adds Quantel’s
Dominic Lunney. While the Quantel
Clipbox carries the options of storing
video in compressed form, Lunney
says the compressed pictures still rep-
resent a potential problem in broad-
cast operations, where pictures may
need to go through other compression
systems before they are sent on their
way to televisions. “You’'ve got to
think it through,” Lunney says of the
use of compression.

His company last menth announced
new upgrades to products it will bring
to Los Angeles this week. At IBC, the
company unveiled Scene Select and
Link Scene features for its Newsbox
editing machine. The features allow
users to tap the screen with a pen
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Avid, its Media Composer shown here, will focus on
integrating disk technology with newsroom automation

while viewing taped material to load
the video into the Newsbox. Users
also can assemble a cut without pre-
viewing the edit.

Quanrel also said users of the
Newsbox will be able to integrate the
system into an editing network in
which the Clipbox will act as the cen-
tral file server. The Clipbox, which
Quantel brought to the NAB conven-
tion, holds up to 40 hours of video.
Users can employ compression on a
clip-by-clip basis.

Connecting the machine to other
Quantel products such as Newsbox
represents the company’s answer to
the philosophy voiced by Avid, BTS
and others of interconnecting disk
machines within a broadcast opera-
tion. Lunney agrees that no one unit
can adequately act as editor, file serv-
er and other tools at once.

“It will be about 50% of any one
thing you want it to be,” Lunney says.
His company’s strategy, though, calls
for offering a senies of its own dedi-
cated machines, including Clipbox,
Newsbox and Edit Box, all of which
will be on display this week.

Twe more entrants into the nonlin-
ear editing side of disk technology—
Sony and Panasonic—will keep their
machines at home this week. Sony,
which plans to offer nonlinear edit-
ing on 1ts Destiny machine, will
show some new audio gear away
from the exhibit hall, but does not
plan to show the Destiny machine.
The machine, which will use a com-
bination of hard drive and magneto-

\ SPECIAL REFPORT

optical disks to store
video, is due out in Febru-
ary.

Panasonic, which
unveiled its Postbox at the
spring NAB, also does not
plan to show its machine
this week, although Phil
Livingston last month
expected the product to be
ready for shipping by this
week’s show.

Livingston, whose com-
pany still will participate
in the drive for disk tech-
nology through its agree-
ment with Tektronix, says
picture-quality concerns
may always linger for
some broadcast applica-
tions but will take a back
seat to time considerations for others,
particularly in news productions.
“The advantages of nonlinear over-
whelm video concerns,” he says.

Not all broadcasters agree. While
engineers say they plan to buy either
disk editors or file servers in the near
future, several also say they are still
walting for more improvement before
signing their checks.

“We just don’t think it’s quite ready
yet,” says Ed Miller, chief engineer at
weEWwS(TV) Cleveland. Miller say his
station is waiting for more players to
enter the market and for prices to
come dewn.

Also waiting for lower prices is
WaGA-TV Atlanta Chief Engineer John
Dolive, who cites cost as a particular
concern with the current batch of
broadcast server systems. “lt’s going
to have to be more cost-effective,”
Dolive says. On the editing side, he
also disputes claims the machines are
ready to offer “online-quality™ pic-
tures.

“I just want to give it a little more
time,” says Mike Tamme, chief engi-
neer, KARE(TV) Minneapolis.

Tamme adds, however, that he
expects great strides in the disk tech-
nology by the next NAB convention,
and echoes a strategy similar to the
one voiced by CBS’s Seidel in dis-
cussing future tape machine purchas-
ing plans. The NBC affiliate, Tamme
says, likely will buy replacement tape
machines for the next year or possibly
two. The next replacement, he specu-
lates, will be a disk machine. n
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From tubes to digital,
World Media Expo has it all

Engineering exhibit offers range of radio and television technology

By Chris McConnell

hile tapeless recorder manu-
facturers bang on the broad-
cast industry’s door, the rest

of the equipment business is making
improvements of its own.

Broadcasters this week will get a
look at technology upgrades from a
range of production and transmission
equipment makers. With a collection
of conferences joining the NAB Radio
Show, onlookers at the World Media
Expo will see upgraded products for
TV news crews and studio technicians
as well as for radio station operators.
The upgrades will cover cameras,
satellite uplink equipment, transmitter
tubes and switchers. Those looking
beyond the here and now will also
have a chance to examine in-band, on-
channel digital audio broadcasting
during the Expo.

Satellite newsgathering

Engineers and news directors will
see digital transmission equipment
for both satellite links and terrestrial
receivers. Harris Allied will be intro-
ducing its digital television exciter
and receiver for digital satellite
newsgathering (DSNG). The compa-
ny’s DSE 1400/DSR 1400 equipment
uses MPEG-2 compression to uplink
and receive news transmissions on
either C- or Ku-band frequencies.
The units, says Harris Allied’s Jay
Adrick, will allow up to 12 DSNG
operators to use a single transponder
simultaneously.

Adrick, product line director for
Harris Allied, says the exciter will
transmit digital video at variable data
rates ranging from 2 to & megabils per
second. The lowest data rate, he says,
will still provide adequale video qual-
ity for most news applications.

The Harris Allied DSNG introduc-
tion follows similar introductions
from England’s Advent Communica-
tions and Hauppauge, N.Y.’s LNR
Communications, neither of which

will be bringing its equipment (o
Los Angeles. Advent, for
instance, offers a DSNG Ku-
band system featuring an 85
cm antenna. The company also
offers a C-band system that
was used to provide :
live feeds of the South
African elections.
Adrick siresses the
video quality of his
company’s new
entrant, which Harris
Allied previewed to
European broadcasters at last
month’s International Broadcasting
Convention in Amsterdam.

“Our system is totally built in one
package.” he says, maintaining other
DSNG systems require three sepa-
rate pieces. The Harris Allied equip-
ment will carry a list price of
$110.,000 for the transmitter exciter
and a studio-grade receiver. While
the company will exhibit the equip-
ment installed on a truck with a 2.4-
meter antenna, Adrick says the com-
pany is developing antennas for fly-
aways and trucks that will measure
less than one meter. The current
equipment, Harris says, will begin
beta testing in December and deliv-
ery in February.

Also appearing with new SNG
equipment will be BAF Communica-
tions Corp., which will bring its new
Commander SNG trucks to Los
Angeles. The trucks, says BAF Pres-
ident/CEO Charles Angelakis, will
support dual Ku-hand transmissions.

Electronic newsgathering
Angelakis’s company also will bring
its ENG 18 microwave trucks to the
Expo. The vans feature a 58-foot mast
dropped through the vehicle’s floor
for weight distribution. The company,
says Angelakis, recently sold six
trucks to Fox.

Joining BAF in promoting ENG
gear will be Panasonic Broadcast &

. SPECIAL REPORT

Fanasonic says its new WV-F565 camera
can shoot in lower levels of light

Television Systems Co. The company
will show its new WV-F565 Digital
Signal Processing (DSP) camera. The
units, intended for field or studio use,
support a minimum illumination of |
lux. Such a rating, says Panasonic’s
Jim Wickizer, enables news crews to
use the cameras in lower light.

Other features include 3 CCDs pro-
ducing 750 lines of horizontal resolu-
tion. The camera provides 10-bit digi-
tal processing as well as scene files,
allowing users to store camera sef-
tings for frequent-shooting situations.
The company expects its new ENG
camera to begin shipping in Novem-
ber at prices less than $8,500.

Another 10-bit digital camera will
be on display at the Tkegami booth—
the HL57, which was introduced at
the 1993 spring NAB show. Ikega-
mi’s Robert Estony says the company
is on schedule to show a working
mode! of its disk-based camera at
next spring’s NAB. Ikegami
announced the development project
with Avid in March.

Also making a play for the ENG
market with digilal equipment is
Tulsa, Okla.-based FoNet, which
offers gear for digitizing video and
transmifting it over cellular channels.
This week the company plans to
introduce a new version of its system,
which is used by several broadcasters
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through a marketing effort FoNet is
conducting with GTE Mobilnet.

Transmission systems

While broadcasters examine new
technologies in other sectors of the
industry, they will get a fresh look at
something old from at least one trans-
mitter company.

Comark, which this spring bought
RCA Broadcast Transmitter Service
& Parts from General Electric, will
bring newly made RCA tubes to Los
Angeles. The transmission tubes, says
Comark’s Mark Aitken, are reproduc-
tions of the original RCA tubes, down
to RCA’s Nipper logo. Aitken, manag-
er of ATV strategic planning at
Comark, says the company will be
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fiers enabling users to switch out
failed amplifiers.

ITS, says Sales Engineer Dale
Dalesio, also is preparing to ship a
100 w multitransmitter model. The
new [TS 820 unit will list for $18,000,
while the ITS 830 lists for $52,000.

For stations holding on to old RCA
tube transmitters, the company this
week also will promote its VHF retro-
fit package. The service, Dalesio says,
is aimed at allowing broadcasters to
hold off on replacing aging VHF
equipment until the industry shifts to
advanced television. The package
includes a solid-state exciter to
replace the old exciter.

Additional solid-state equipment
will be on display from Harris Allied.
The company will
bring its HT30 FM
transmitter along with
its PTS FM transmit-
ter and Gates 5 kw
il AM transmitter. As it
| did at the spring
NAB, the company
.| will exhibit its studio

gear for keeping radio
| signals in the digital
| domain until they
| reach the transmitter.

“You can’t get
much more digital for
AM than what we’re

r digital SNG

offering the replacement tubes for
UHF and VHF transmitters. Comark’s
focus, he adds, will be in the high-
powered tetrode tubes for radio and
television transmission.

Although it will leave the rest of its
broadcast hardware at home, the com-
pany also will be promoting its latest
UHF transmitter. The company’s 10X
model, Aitken says, will accommo-
date digital transmissions once a stan-
dard is set for advanced television.
Aitken, who will present a paper at the
convention on the recent ATV field
test, adds the company’s transmitter
was used in the Charlotte, N.C. test.

Other transmitter companies will
continue to push solid-state technolo-
gy. Information Transmission Sys-
tems {(ITS) Corp., which introduced a
1 kw model at the spring NAB, will
return with its ITS 830 transmitter.
Aimed at low-power TV stations or
full-service stations needing a transla-
tor, the units carry redundant ampli-

doing,” says Harris
Allied’s John Delay.

His company also will demonstrate
equipment for keeping signals digital
past the transmitter, Employing tech-
nology developed by USA Digital
Radio, Harris Allied will use its DX10
transmitter to send digital signals in
the AM band on the same channel as
analog transmissions. USA Digital
last month demonstrated its system
over FM and AM channels in Chicago
and Cincinnati, respectively.

Audio

For operations within the radie sta-
tion, the Expo will see new audio
equipment from Sony Corp. Although
not exhibiting at the Media Expo, the
company will introduce an addition to
its line of professional MiniDisc
eguipment in Los Angeles. The tech-
nology allows users to digitally store
up to 74 minutes of audio on re-
writable disks.

*“You could program an entire show

\ SPECIAL REPORT

if you wanted to,” says Paul Foschino,
marketing manager of broadcast and
production systems at Sony.

Also offering new products to the
MiniDisc¢ market will be Denon,
which currently supplies playback
and record/playback machines. This
week the company will introduce its
DN 995R, a record/playback unit fea-
turing clock-based synchronization.
Users, says product specialist Ben
Dean, will be able to use the synchro-
nization feature to run multiple Mini-
Disc players from a master unit.

The new model will also include
software allowing users to hook their
MiniDisc¢ machine to a PC for typing
track titles directly onto the disk. The
new model, Dean says, likely will list
for about $1,000 more than the com-
pany’s 990R record/playback
machine, which costs $3,200.

The MiniDisc market’s most recent
entrant, Otari, also will be on hand
with its $3,300 M-10 recorder/player.
Additionally, the company will throw
its hat into the computer-based pro-
duction ring with a tapeless recorder
introduction. Otari’s “random access
digital audio recorder” (RADAR) will
offer users 24 tracks for assembling
spots. Intended as a replacement for
24-track tape machines, the new prod-
uct will not carry a computer screen
user interface as do digital audio pro-
duction workstations.

The unit, says Otari Product Man-
ager Doug Wood, will list for
$21,300, plus another $11,00 for a
remote control panel.

Switchers

Another in-studio technology—
switchers—will see an introduction
from Grass Valley Group. The compa-
ny will show its first midsize compo-
nent digital post-production switcher.
The company will aim the 2200
switcher at the growing market of
midsize post-production houses. For
broadcasters in Los Angeles, the com-
pany will exhibit its 3000-3 digital
live-production switcher.

GVA rival BTS, meanwhile, will
bring its Diamond-digital DD20 post-
preduction switcher, along with its
Venus and Mars reuting switchers.
However, the company is delaying
introducing new switching technolo-
gies, emphasizing its new Media Pool
server instead. ]

|
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The tapeless revolution
comes to radio

Disk-based storage, production and editing systems

highlight technical exhibit

By Chris McConnell

V engineers are not the
Tonly ones facing an

imposing array of new
tapeless storage and produc-
tion products.

Disk machines for radio are
now available from more than
100 manufacturers, many of
whom plan to show new
upgrades at this week’s NAB
Radio Show. In addition to
Corporate Computer Systems’
new editing machine for news,
producers will get a look at
several system Improvements,
including medifications to the
audio workstations built by
Pacific Recorders & Engineering
Corp., Roland Corp., Korg and Orban.
On the storage and playback side,
equipment buyers can also expect
more upgrades to the newer collection
of disk-based storage products,
including one effort to link a storage
unit with a production workstation.

While the storage drive manufac-
turers are not bringing their wares to
broadcasters for the first time, compa-
nies such as ENCO Systems, Arrakis
Systems and others hope their latest
efforts will meet a market now ready
to adopt the technology en masse.
“It’s still a wide-open market,” says
Brad Harrison, sales operations man-
ager at Register Data Systems (RDS),
makers of the Phantom storage unit.

One upgrade slated for unveiling
this week will be ENCO’s effort to
link its DAD486x storage machine
with a digital audio production unit.
During the show, the company plans
to rig the DAD48&6x to a local area
network (LAN), allowing it to
exchange files with an Orban DSC
7000 workstation on the convention
floor. The connection, says ENCO
Sales Vice President Larry Lamoray,
will allow users of the production
workstation to send completed pro-

Corporate Computer Systems Is bringing its PACE
news editing system to Los Angeles

grams directly to the DAD486x for
storage and playback-to-air.

Lamoray and others say the current
crop of storage machines represents a
distinct line of products from the
array of digital audio production
workstations. While each tocl may
perform some function of the other,
Lamoray says, neither performs both
tasks well. Designing a direct line to
workstations and playback machines,
he adds, will provide a more effective
solution than designing one machine
to perform all of the functions.

“The two products that we make are
complementary,” says DSC 7000
Product Manager Geoff Steadman.
Maintaining that the spots produced
on his company’s machine still end up
on tape carts, Steadman says a direct
link with a disk machine will allow
stations to eliminate tape cart
machines frem the playback cycle.
“That’s what we’re trying to do.”

The ENCO DAD486x stores audio
using either Dolby AC-2 or Musicam
compression. As with most of the
radio-targeted disk machines, storage
capacity depends on the amount of
disk space customers want to buy.
Although many customers are using
the technology to store local spots and

'\ SPECIAL REPORT

station IDs, Lamoray says the majori-
ty of his company’s machines are stor-
ing music.

He describes the DAD486x as tar-
geted toward broadcast operations air-
ing material directly from their own
station rather than from stored satellite
feeds. More than half of the DAD486x
installations, Lamoray says, are work-
ing in applications that do not involve
satellite feeds. “That’s the way we
designed it,” he says.

Broadcast Electronics also
plans to offer a software
upgrade geared toward live
radio operations. BE will sup-
ply software to manage music
stored on a hard disk. While
the company’s AudioVAULT
initially functioned as a cart-
replacement system for auto-
mated stations, BE Domestic
Sales Director Bill Harland
says disk prices have dropped
low enough for stations to
begin storing music digitally.
Harland says BE’s new operat-
ing screens will deliver “drag
and drop” features skewed
toward live station operations.

Harland, whose company already is
shipping systems for music storage,
says the product uses MPEG level |
and 2 compression algorithms but can
accommodate other compression
schemes. Storage capacity, he adds,
depends upon the customer’s budget.

Other manufacturers will be show-
ing improvements designed to render
a “friendlier” exchange with radio sta-
tion users. Such is the plan at Audisk,
which has developed a new graphic
interface for its machines.

Audisk partner/owner Larry Baley
says the machine is geared toward
multiple functions, including live
assists and satellite automation.

Discussing the other machines
appearing in Los Angeles this week,
Harland predicts this year’s show will
ofter more machines relying solely on
hard disk storage rather than on a dis-
tributed storage among compact disc,
tape and other machines.

Computer Concepts Corp., for
example, is launching a new option on
its Digital Commercial System (DSC)
that allows users to store audio on a
central database. Although the com-
pany’s machines also allow users to
keep audio distributed among several
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different units, the “Audio Central
Plus™ upgrade will allow them to store
it all in one place.

The DSC machines primarily target
users looking to store commercials,
jingles and station 1Ds. In addition to
introducing the new storage option, the
company this week plans to debut a
billing and accounting system for its
disk machine.

Other manufacturers will showcase
distributed storage strategies, an effort
aimed at allaying broadcaster fears of
losing material stored on a disk. Radio
Computing Services” Tom Zarecki
says RCS is using a “mirrored” file
server approach to provide storage
backup. The system provides for a
fiber link between one file server and
a backup server, allowing broadcast-
ers to shift from one unit to the other
in the event of equipment failure. RCS
is using the backup technique for its
Master Control storage system, which
will be on display at the show.

“We sell little islands [of storage],”
adds Arrakis Systems’s Bob Groome.
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Groome, a technical sales executive af
Arrakis, says his company’s distrib-
uted storage architecture keeps each
machine running if one of the systems
goes down. The company says its
Digilink system can network more
than 15 workstations.

The Digilink system stores either
547 stereo minutes or more than 900
sterec minutes.

Groome agrees with other manu-
facturers who see a trend toward more
live station operation, but says such
trends can often reverse themselves
for no apparent reason. Groome, who
says Arrakis is shipping about two of
the Digilink units a day, adds his com-
pany hopes to show some upgrades in
Los Angeles but Iast month was not
ready to announce anything.

One possibility would be Digilink
workstations incorporating address-
able network control technology from
Wegener Communications. Arrakis in
late September said it will install the
Wegener DR96 series digital audio
receivers for accepting addressable
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Orban will link its
workstation to an
ENCO486x storage
machine

feeds into its workstations (BROAD-
CASTING & CABLE, Oct. 3). The combi-
nation of addressable technology and
audio workstations, Arrakis says, will
allow networks to customize the audio
feeds they send to each affiliate.

Wegener and Arrakis are calling the
combined disk and addressable tech-
nologies a “Digitally Integrated Satel-
lite Control” {DISC) system. Jon
Young, Arrakis vice president of
worldwide sales, says workstations
incorporating the Wegener receivers
should be ready for delivery in January.

Arrakis and other disk machine
manufacturers will encounter a mar-
ket still wary of storing material on
computers. While broadcast engineers
agree that the cost of disk storage is
declining, they still fear a disk crash,
particularly if all of the needed mater-
ial is stored in one place.

“What do you do when the engine
craps out?” asks George Corso, engi-
neering chief at wQaM(AM) Miami.
Corso says his station has been shop-
ping for a disk-based storage machine
for two years but has yet to buy one.
Alfred Antlitz, engineering chief at
wBEZ(FM) Chicago, agrees that users
need to prepare for a hard disk failure.
“A redundancy needs tc be built in,”
adds Jim Gantner, engineering chief
at wPCH(FM) Atlanta.

While Arrakis and other companies
hope that installing redundant disk
arrays and distributing audio storage
among several machines will provide
such assurance, station engineers also
cite cost as the remaining barrier to
the tapeless technology.
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“They option you to death,” says
Corso, maintaining that a $20,000
system can cost more than $100,000
once the extras are added. Arrakis,
BE, RDS and others cite the base
price for their systems as $8,000-
$12,000, although they offer standard
features on some systems that list as
options on others.

Those companies also hope broad-
casters will see a return on the invest-
ment in saved labor costs. Audisk’s
Baley, for instance, says stations
using his company’s technology can
move from daytime-only to 24-hour
operations without increasing person-
nel. RDS’s Harrison also cites the
costs of maintaining CD and tape
libraries: “There’s just a lot of opera-
tional overhead.”

Some broadcasters agree with the
logic. weCH’s Gantner says large-mar-
ket stations may be delaying making
investments to insure reliability, but
he predicts that small-market stations
will adopt the disk machines more
quickly as a way to reduce staff sizes.

“Radio stations are not well-heeled
organizations,” says Corporate Com-
puter Systems Vice President Tim
Chase in discussing the broadcast
market for the disk machines, “It has
to pay for itself immediately.”

Chase’s company this week will
demonstrate its new workstations for
news editing. Designed in cooperation
with CBS Radio, the Personal Audio
Computerized Editing (PACE) systems
allow users to manipulate audio with a
variety of on-screen icons simulating
traditional editing controls. The
machines use Musicam compression to
store audio and allow users to perform
multiple functions simultaneously,
such as recording one news feed while
editing another audio clip. The list
price is $35,000 per station.

Familiar icons such as mixers, tape
recorders and carts, Chase says, offer
broadcasters familiar controls.
“They’re not threatened by it.”

Not threatening broadcasters will
be a theme at other workstation
booths as well. Pacific Recorders &
Engineering Corp., for instance, plans
to mtroduce a new version of its work-
station that allows broadcasters to use
their current mixing panels with the
computers. The company, says Pacif-
ic’s Mike Dosch, is introducing the
unit at the request of clients who

already have a production conscle and
do not want to buy another.

The new version will represent the
middle ground in what Dosch
describes as a three-tiered product
offering. Other offerings include a
basic recording/editing system and
the high-end ADX8 digital multitrack
system, which carries a mixing panel.
The systems, which do not compress
audio, come with 2.4 gigabyte hard
drives. Applications, Dosch says,
range from spot production to long-
form programing, including one two-
hour music program now being pro-
duced on the machine.

Other workstation sellers, Dosch
predicts, also will be plugging hard-
ware-based controls over keyboards
and mouses this week.

“That’s a_major decision,” Korg’s
Rod Revilock says of the distinction
between computer controls and edit-
ing consoles. Revilock, manager of
Korg’s professional audio division,
also stresses his machine’s use of a
traditional editing console rather than

a PC keyboard. The Korg SoundLink
machine—aimed at those producing
sound for TV commercials as well as
for radio—holds about 240 mono
minutes of uncompressed audio.

Users of the machines differ on the
importance of the user interface.
WEBEZ’s Antlitz, for instance, says one
of his station’s digital audic worksta-
tions now is sitting largely unused
because operators have found it
quicker to go back to editing tape.
Antlitz, who attributes the machine’s
idleness to a lack of training on the
system, relates one instance in which
a frustrated producer stopped using
the machine midway through a project
and refused to go back to it.

Others say new equipment may be
tough to learn, but do not list the user
interface as a primary concern. “I've
learned to use a computer,” says
wQaM’s Corso. wpCH’s Gantner adds
that a traditional editing console may
be nice, but it does not come for free.
“You pay for all those bells and whis-
tles,” Gantner says. o
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Brasramis,
CBS, ABC juggle Thursday night

‘Hope’ moved out of competition with high-rated ‘ER’; ‘Matlock’ supplants ‘McKenna’

By Steve Coe

atlock is 1ejoining ABC’s
M schedule on Thursday nights

as a replacement for the low-
rated McKenna, and CBS decided dis-
cretion was the better part of valor in
its head-to-head matchup with NBC’s
ER on the night. ABC is also planning
a January juggle for the night.

As expected (BROADCASTING &
CABLE, Oct. 3), CBS has pulled the
critically acclaimed but moderately
rated Chicago Hope out of the Thurs-
day 10-11 time period and is moving
it an hour earlier, flip-flopping the
rookie medical drama with Eve to Eye
with Connie Chung. The move was
expected to take effect last Thursday.
In its second head-to-head matchup
with ER, Hope averaged a 9.0 rating
and 106 share versus ER’s 17.6/30.

The move does not give Hope much

‘Hope' moves to an hour earlier.

scheduling relief, however. The drama
will now go up against NBC’s Sein-

feld at 9 p.m. and Matlock on ABC.

Looking to shore up their low-per-
forming Thursday night, ABC is
bringing back the older-skewing but
solid household draw Matlock in the
time slot, effective Oct. 13. The net-

work will air a special two-hour epi-
sode from 8-10 p.m., and the drama
will assume its regular time slot of
Thursdays 9-10 the following week.

On pulling McKenna, Ted Harbert,
president, ABC Entertainment, said:
“Gil Grant and ABC Productions have
created a very gooed series in McKen-
na... We will look for a different time
period for the series to give it a better
opportunity to find an audience.” In
its three airings, McKenna averaged
an 8.0/12.

Once the Monday Night Football
season ends in January, ABC plans to
make a triple news magazine switch,
moving Prime Time Live from Thurs-
day at 10 opposite ER to the same
hour on Wednesday, to be replaced by
Day One. Making way for Prime Time
Live on Wednesday is Turning Point,
which will move to Monday at 10. B

Showtime boosts film production

Plans weekly slot in spring for new slate of made-for-cable movies

By Rich Brown
howtime plans to triple its film
s production slate to more than 40
original movies in 1995 and
intends (o program the titles in an
easy-to-find, regularly scheduled
weekly time slot.

“If we can go to weekly scheduling,
we are much more attuned to our cus-
tomers,” says Steve Hewitt, executive
vice president, Showtime Entertain-
ment Group, who says the regularly
scheduled weekly slot will debut in the
spring of next year. Theatrical movies
will continue to make up more than
50% of Showtime’s schedule, he says.

Showtime is budgeting more than
$150 million for its original movie
slate, with each title carrying a price
tag of $3 million-$5 million. The
movies will fall into five basic genres:
thrillers (12-135 titles annually); sci-
ence fiction (7-10); kids (6-8); come-
dy, presented under the National Lam-
poon banner (3-4), and drama.

Showtime Networks Inc. Program-
ing President Jerry Offsay says the
production schedule will make the
company the largest producer of inde-
pendent theatrical films in the world.
Showtime executives are hopeful the
titles will also get some theatrical
release.

Showtime movies currently in
development or production include
Down Came a Blackbird, with Laura
Dern, Raul Julia and Vanessa Red-
grave; Mrs. Munck, starring Diane
Ladd, who also wrote and directed;
Convict Cowboy, starring Jon Voight,
Marcia Gay Harden and Ben Gazarra;
Bible Stories, a film series produced
by CBS Entertainment, Showtime and
Dino De Laurentiis Communications,
in association with Viacom Pictures;
two Kurt Vonnegut works, Harrison
Bergeron and Welcome to the Monkey
House; Ruby Jean and Joe, produced
by Walter Shenson; Midnight in Saint
Petersburg, starring Michael Caine,

and The Trade-Off, with Theresa Rus-
sell and Adam Baldwin.

Other projects include Man in the
Attic, starring Anne Archer, Neil
Patrick Harris and Len Cariou; The
Courtyard, with Andrew McCarthy,
Madchen Amick and Cheech Marin;
Triple Cross, with Michael Pare,
Patrick Bergin, and Billy Dee Will-
iams; Bloodknot, with Kate Vernon,
Patrick Dempsey, Craig Sheffer and
Margot Kidder; Angel of Death, with
Thomas lan Griffith and Rutger
Hauer; Hands That See, with Jeff
Fahey; Heart Throb, produced by
Mark Frost; Wharf Rat, starring Lou
Diamond Phillips, and Tin Soldier,
directed by and starring Jon Voight.

Offsay says original Showtime
movies may be scheduled back-to-
back with episodes of The Outer Lim-
its, a new anthology series based on
the classic 1960s science fiction TV
show. Showtime plans to produce a
two-hour movie and 42 one-hour
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Jon Voight in ‘Convict Cowboy’

episodes of The Quter Limits along
with pariners Trilogy Entertainment
Group and Atlantis Films.

Other Showtime series in produc-
tion include 100 Years of Sex and the
Silver Screen, featuring six one-hour
shows looking at sex and censorship
in the cinema, and returning series
Directed By and Fallen Angels.

Offsay says Showtime has more
than a half-dozen series in develop-
ment, mostly original anthologies
along the lines of Showtime series
Fallen Angels and Red Shoe Diaries.
He says the network is thinking about
developing two half-hour series that
could serve as companion shows to
both Angels and Diaries. |

Jacobson to
head Tribune
Entertainment

Former Viacom executive
succeeds Don Hacker

By David Tobenkin

Jacobson, former Viacom Enter-
tainment Co. president of do-
mestic markets, as president of its Tri-
bune Entertainment syndication wing.
Jacobson, who has already joined
Tribune, replaces Donald Hacker,
who left the company in July. Jacob-
son will direct television program
development, distribution and adver-
tising sales at the entertainment unit,
headquartered in Chicago.
The new Tribune Entertainment

T he Tribune Co. has named Rick

USA tops ad-supported basic nets

USA led the ad-supported basic cable networks in third quarter 1994 with a
2.3 prime time rating, labeled by the network as the widest margin of any
basic network since 1988.

An average 1,392,000 hecmes watched the network in prime time, accord-
ing to A.C. Nielsen Co. data supplied by various cable networks. Particular-
ly strong USA performers included criginal series Sifk Stafkings, WWF Mon-
day Night Raw wrestling and hit theatrical movies like Coming to America,
Crocodile Dundee Il and Die Hard.

Superstation wras, which usually competes neck-and-neck with USA for
the top slot, suffered a sizable ratings setback with the loss of Atlanta Braves
games from its schedule. The network saw its prime time rating drop from a
2.510a 1.8 in a year-to-year comparison.

ESPN has also taken a hit during the baseball strike, seeing its ratings
drop from 1.8 tc 1.6 in a comparison with the third quarter last year.

Among those networks on the rise, CNN enjoyed a ratings boost during
the quarter with its coverage of the O.J. Simpson trial. CNN saw its third-
guarter ratings climb from 0.9 to 1.2 compared with the same period last
year.

A&E, which has enjoyed consistent ratings growth for several quarters,
once again saw a climb, from 0.9 to 1.1. Another consistently strong per-
former, Nickelodeon, jumped from 1.3 to 1.5. The Nashville Netwerk, which
has retooled its prime time schedule since last year, saw a boost from 0.9 to
1.0. And Lifetime, under the new leadership of programer Judy Girard, saw

its ratings climb from 1.1 to 1.3. —RB
Basic Cable Ratings: 3Q 1994 vs. 3Q 1993
Primetime (Mon-Sun 8-11 p.m.) Mon-Sun 24 Hours
3Q 1994 3Q 1993 3Q 1994 3Q 1993
HH HH HH HH

Rating (000) ARating (000)  Rating (000) Rating (000)
USA 23 1,431 23 1,392 1.1 682 1.1 668

TNT 19 1,178 1.8 1,045 0.9 571 0.9 534
TBS 1.8 1,135 25 1,529 1.2 730 1.4 838
ESPN 1.6 983 1.8 1,118 0.7 468 0.8 496
NICK 1.5 891 1.3 739 1.1 694 1.0 574
LIFE 1.3 771 1.1 654 0.7 404 0.5 297
CNN 1.2 745 0.9 529 0.7 435 0.5 322
ASE 1.1 620 0.9 515 0.8 458 0.6 327
DISC 1.0 599 1.0 583 0.5 310 0.5 310
TNN 1.0 599 0.9 519 0.5 297 0.5 276
FAM 0.8 477 0.8 492 0.4 220 0.4 251
MTV 0.7 435 0.8 461 05 318 0.6 324
WGN 1.0 358 1.0 NA 0.6 214 0.7 NA
BET 0.6 227 NA NA 0.4 156 NA NA
HLN 0.4 190 0.4 193 0.3 169 0.3 173
CNBC 04 188 0.2 110 0.3 135 0.2 98
TOON 14 154 1.3 81 0.8 93 1.1 65
VH1 0.3 149 0.3 125 0.2 113 0.2 98
PREVUE 0. 140 0.3 102 0.2 77 0.3 75
COM 0.4 124 04 112 0.2 62 0.3 84
TLC 0.4 121 0.3 54 0.3 89 0.3 51
SCIFI 0.5 91 0.7 75 0.4 42 0.4 42
CMT 0.3 77 04 85 0.3 70 0.4 72
E! NA NA  NA NA NA NA NA NA
COURT NA NA  NA NA NA NA NA NA

USA's prime time is 7-11 p.m.; Family's is 7-10 p.m.; CNBC’s is 8-11:30 p.m. Mon.-Fri.; Discovery’s and
TNN's full day is 9 a.m.-3 a.m.; BET’s is 9 a.m.-4 a.m.; Family's is 7 a.m.-1 a.m.; Lifetime's is Mon.-Fri.
7:30 a.m.-1:30 a.m. and Sat.-Sun. 10 am.-1 am.; A&E’sis B am.-4 am.; El's is 6 am.-3 a.m., Mon.-
Sun.; TLC's is Mon.-Fii. 12 p.m.-3 a.m. and Sat.-Sun. 9a.m.-3 a.m.; all other networks' are 6 a.m.-6 a.m.
Source: A.C. Nielsen Co. data supplied by various networks. All ratings based on caverage homes for
each network, NA—not available. J
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president said that Tribune’s eight
owned-and-operated television sta-
tions will be used as a base of clear-
ance to help launch new shows.

“Tribune already has a wonderful
foundation with Geraldo, and we want
to build on that foundation by work-
ing with the eight O&Os to launch
programing,” says Jacobson. “We
want the shows to have national impli-
cations, and with those stations we
have approximately 25% of the coun-
try”’

Jacobson, who will report to Tri-
bune Broadcasting Executive Vice

President Dennis FitzSimons, helped
launch cable projects Nick News and
Nick Toons in syndication at Viacom,
Earlier, while vice president and gen-
eral sales manager/West at Buena
Vista Television, he helped launch
The Challengers, the Disney After-
noon, and Empty Nest.

Tribune Entertainment’s one suc-
cessful veteran strip is Geraldo. The
company also produces the weekly
Soul Train, Apollo Comedy Hour and
U.S. Farm Report. The company
launched weekly country music show
The Road this fall.

Despite Tribune’s participation
with Warner Bros. in launching a fifth
network, Jacobson said that Tribune
remains committed to syndication.

“If Dennis didn’t have a commit-
ment to syndication, he wouldn’t have
hired me,” says Jacobson. “This was
an opportunity to go in another direc-
tion, and he made the choice of build-
ing up syndication to make us a major
factor.”

Jacobson’s appointment to the Tri-
bune post is a homecoming of sorts;
he is a Chicago native whose father
worked for Tribune for 30 years. |

New Line to strip ‘Inside America’s Courts’

New Line’s Court TV weekly is converting to strip

By Steve McClellan

work Court TV’s syndicated week-

ly show, is expanding to a weekday
strip in fall 1995. Tt will be offered for
cash-plus-barter.

“Viewers want this kind of pro-
graming,” says Robert Friedman,
president of New Line Television, co-
producer of the syndicated show with
Court TV.

The expanded program’s staff will
grow from about eight to 50, and will
be housed 1n separate studios at Court
TV’s home base of New York. The
show will continue to have access to

I nside America’s Courts, cable net-

Court TV resources.

The weekly show was basically a
week-in-review of what Court TV
aired on a 24-hour basis. The syndi-
cated strip, says Friedman, is being
positioned as a new program form—
court news—that will offer stories,
analysis and coverage of court trials
not seen on Court TV. “It’s basically
going to be a staight-ahead news pro-
gram about the courts,” he says.

Friedman says viewer fascination
with the O.J. Simpson case and other
celebrity trials had some influence on
the decision to go to strip. “They have
taught people how to watch what is

going on in the courtroom,” he says.
“Local news every day is talking
about something that has happened in
the courts. The timing is perfect for
us” to expand the show.

The strip is being pitched as an
early fringe or access companion to
evening newscasts. Andy Regal, exec-
utive producer of the weekly show,
will also preduce the strip. Gregg Jar-
rett will remain anchor when the show
expands.

Now in its second season, the show
was the top-ranked new weekly and
sixth-ranked weekly overall of the
1993-64 season. |

L

Hall of Famers—The Academy of Television Arts & Sciences inducted new members into its hall of fame at ceremonies at Walt
Disney World in Orlando Oct. 1. The class of '94 (above) comprised Alan Alda, Barry Diiler, Fred Friendly, Oprah Winfrey,
William Hanna, Joseph Barbera and (not pictured) Howard Cosell. Cosell could not attend because of ill health.
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COUNTRYIS |

HOT

NON-STOP

The only network that plays country music videos, 84 hours a day.
Nothing else like it. Nowhere else to get it. Subscribers will love the

video network that’s as individual as they are.

CMT: Country Music Television.

!
l 1[ For more information, call Francie Leader, in the East at (203) 865-8427, or

e Craig Chambers, in the West at (303) 771-9800.
S0 AL DAY, ALL NIGHT. ALL VIDED. ALL RIGHT! lm.
11...5 COUNTRY MUSIC TELEVISION.

[ © 1994 Group W Satellile Communicotions, CMT, the CMT logo and THE OTHER SIDE OF COUNTRY are registered service marks, and COUNTRY MUSIC TELEVISION is a service mark, of Counlry Music Television, Inc.




KTTV moves

Fox 0&O kTTv(TV) Los Angeles has
moved 1ts Twentieth Television divi-
sion’s syndicated talk show Gordon
Elliott from 10 a.m. to noon daily
beginning Monday, Oct. 17. The station
is also moving Multimedia’s Dennis
Prager talk show from 11 a.m. to 11:30.
The Elliotr upgrade may also benefit the
progam during the O.J. Simpson trial;
KTTV, like all but one other station in the
market, 1s considering preempting regu-

larly scheduled programing to provide
gavel-to-gavel coverage but would
return to regular programing at noon
during the court’s lunch break.

Syndicated Sullivan

Anchor Kathleen Sullivan is negotiating
with Fox Television Stations Produc-
tions to host a first-run syndicated talk
show to be distributed by Twentieth
Television for the 1995-96 season. The
strip could be among the first projects

"And the winners are ..."

Award of Excellence, WBAL-AM, Baltimore, "The Jackie McLean Controversy”
Best Radio Spot News, WCBS-AM, New York, “The World Trade Center Bombing”
Best Television Spot News, KCAL-TV, Los Angeles, “Southland on Fire"

Best Radio Enterprise, WBAL-AM, Baltimore, "The Jackie Mclean Controversy”
Best Television Enterprise, KSNW-TV, Wichita, "The Healing Journey”

CONGRATULATIONS TO THE WINNERS OF
THE NATIONAL ASSOCIATED PRESS BROADCASTERS AWARDS
FOR WORK IN 1993.

_ Associated Press |

deal, which gives the broadcasters the
power to launch shows in about 40% of
the country using their combined sta-
tion groups. Sullivan is co-anchor of
the syndicated Life Choices and earlier
was host of CBS This Morning.

Good debut for ‘Dove’

Rysher Entertainment’s Lonesome Dove
first-run syndication action hour
debuted the week of Sept. 26-Oct. 2 to
one of the stronger beginnings this sea-
son for new weekly syndicated shows.
The show earned a 4.3 Niclsen metered
market rating and a 9 share in 32
metered markets, equal to the 9 share
of the prior week’s programing in the
time period. In Friday evening slots in
the top three markets, the show’s start
was mixed. It had a 3.2/5 on WwOR(TV)
New York at 8 p.m., off sharply from
the 8 share lead-in and the 10 share of
the predecessor last November in the
time period. However, in Los Angeles
on KCOP(TV) at § p.m., the show earned
a 5.6/10, nearly equalling its 11 share
lead-in and was up from the 8 share of
its November predecessor. It earned a
2.3/4 on wpwr(TV) Chicago at 7 p.m.,
down sharply from its 10 share lead-in
and down somewhat from its 5 share
November predecessor.

Rocktoon for Yule

Hanna-Barbera Cartocns Inc.’s 90-
minute special, A Flintstones Christmas
Carol, has been cleared by Tumer Pro-
gram Services in 146 markets repre-
senting 87% of the country for a Nov.
21-Dec. 18 window. Major market sta-
tions on board include KCAL(TV) Los
Angeles and wpwr(Tv) Chicago, and a
New York clearance is expected soon.

In ‘Business’

Randolph Media will debut the weekly
syndicated 30-minute Getting Down to
Business with Entreprenewr Magazine
in January. The show, already cleared
on WABC-TV New York, wDIV(TV)
Detroit and wusa(Tv) Washington, fea-
tures profiles of small and medium
sized business successes and failures
and is targeted at business owners. The
show, produced by New York-based
Alpert Productions Inc. in association
with Enirepreneur magazine, will be
launched with 40% to 45% of the
country cleared. The show’s 26 original
episodes will be sold on a 3 1/2 minute
national, 3 1/2 minute local barter split.
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Wherever. Whenever.
There is always HCI.

A leader is defined l)y

its vision, its range, and
its resourcefulness.
Hughes Communications
excels at each.

With the largest fleet of
commercial satellites in
the world, we can offer the
broadest possiLle range of
services at unequaled levels
of quality‘

To maintain that lead-
ersllip position, we've
invested more than a bil-
lion dollars in spacecralﬁt
and grouncl reclunclancy to
make sure our customers
have reliable service,
wherever and wlienever
they need it.

Which is exactly what

yOu']cl expect from
a leader.
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COMMUNICATIONS
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A unit of GM Hughes Electronics
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Top cable shows

Following are the top: 15 basic cable pregrame for the week of Sept: 26-Oct. 2, rankad by house-

hoids tuning in, The cable-network ratings are percentages of-the total households each

net-

work reaches. The U:S. ratings are percentages of the 95.4 million households with TV sels.

15. Boxing: Tuesday Night Fights USA Tue 900p 16768 27

Source: Nielsen Media Research. HHs. Hatfng
Program Network Time:(ET): = (000) .Cable U.S.
1. NFL Football TNT  Sun 8:00p 5802 94 6.1
2. CFA Prime Time ESPN Sat 7:30p 2729 435 29
3. NFL Prime Time ESPN Sun 7:.00p 2688 .43 28
4. CFA Prime Time ESPN Thu 7:56p 2203 35 23
5. Movie: ‘Midway, Pt 2’ TBS Tue 10:05p 2,043 83 .24
6. NFL Gameday ESPN Sun 12:00n 2,001 32 21
7. College Football Score ‘ESPN  Sat 10:53p 1,926 3.0 2.0
8. NASCAR Winston Cup ESPN Sun 1:.00p 1912 3.0 20
9. Larry King: UFO Cover-up TNT Sat 8:00p 1874 3.1 20
10. Rocko's Modern Life NICK Sun 11:304 1,854 31 189
11. Movie: ‘She’s Out of Centrol’ TBS  Sun 10:35a 1,732 28 18
: 11. The Ren & Stimpy Show NICK = Sun 11:00a 1,724 28 1.8
i 13. Big Ten College Faotball ESPN Sat 12:30p 1,71t 27 1.8
- 14. Silk Stalkings - USA Sun 1100p. 1,685 27 1.8

1.8

" Following are the top five pay cabie programs for the week of Sept. 26-Oct. 2, ranked by the num-

ber of households turing in during prime time (8-11p.at.).-Source; Nielsen Media Research,

Program Network = Time (ET) {0D0) Cable U.S.
1. Movie: ‘The Fugitive’ HBO Sat 8:00p 3,865 169 3.7 -
2. Boxing: Whitaker-McGirt HBO Sat 10:15p 2,694 128 2.8 |
3. Movie: ‘Striking Distance HBO Tue -8:00p 2,213 105 23 |
4. Movie: ‘Striking Distance HBO Sun BLOOp 2187 1073 22
5. Movie: ‘True Romance' HBO . Sun 10:.00p 1,978 94 21

Our customers say

we provide
. p %
the best service (\\\?
in the business g

At GLOBAL ACCESS, our regional managers and transmission
coordinators are specially trained to solve your communica-
tions problems. We offer 24-hour service, an 800 number
plus a special line for emergencies, and immediate
attention to your transmission reguirements.

Our new operations facility uses a state-of-the-art

computerized scheduling system and customized

monitors to respond quickly to your needs and track

our services for quality control. Whether it's satellite or

fiber optic transmissions, occasional or full-time

domestic or international links, we'll get your messages—

video, data, and voice—where they need to go, error-free,
and always at competitive prices.

*

Global Access

TELECOMMUNICATIONS SEAVICES

All domestic C-and Ku-band satellites w international satellite service a nationwide fiber optic circuits

fixed and transportable uplinks » videoconference coordination » syndication services

Boston = Washington DC = Kansas City m Los Angeles
1.800.648.3333 within the United States
+617.367.0500 Internaticnally

USA movie deal

USA Network is said to be spend-
ing about $75 million on new
movie packages with MCA Televi-
sion and Paramount Pictures Tele-
vision that will bring 49 block-
buster titles to the cable network.
The post-network, pre-syndication
movie packages give the network
multiple runs over five years.
Titles include “Patriot Games,”
“Backdraft,” “Sneakers,”
“Wayne’s World,” “Frankie and
Johnny,” “Star Trek V1,” “The
Addams Family,” “Beethoven,”
“Indiana Jones and the Temple of
Doom,” “Fried Green Tomatoes”
and “Cape Fear.” Fifteen of the
titles will be available to USA in
1995, with the remaining titles
available in subsequent years.

CMT gets day in court

Canada’s Federal Court of
Appeals has granted Country
Music Television an expedited
hearing on its appeal of the recent
decision by the Canadian Radio-
television and Telecommunica-
tions Commission to remove the
network from the list of services
allowed in the country. The hear-
ing is set for Nov. 22.

Baseball rebate

The Time Warner New York City
Cable Group says a $1,045,000
license fee credit received from
Madison Square Garden Network
for canceled Yankees games will
be passed on to system customers
as credits on their cable bills dur-
ing the next several weeks. The
company group previously an-
nounced that all existing Sports-
Channel subscribers on the first
day of the baseball strike (Aug.
12) would receive the network free
from that date through the end of
September, also in the form of
credits.

Helping hands

More than 5 million kids called to
pledge more than 31 million hours
of volunteer service during Nick-
elodeon’s Big Help-a-thon, a 12-
hour live telethon that aired on the
network the weekend of Oct. 1-2.
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With all the media attention on sex, ctrime and violence, it seems like all you hear is the negative.

But we believe positive messages make a difference in people’s lives. That's why we created
Z Music Television, the world’s only 24-hour contemporary Christian music video network. Z offers
entertaining videos with positive values representing all styles of contemporary Christian music
ranging from adult contemporary, to rock, pap and country.

Millions are already feeling the strength of Z Music. Reinforce your cable line-up. Call _ ]
our Affiliate Relations office at (214) 631-1155. And prepare yourself for positive results. MUSIC

© 1994 7 Music, Inc. A GAYLORD ENTERTAINMENT COMPANY
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SATURDAY
8:00
8:30
9:00
9:30

10:00

10:30

MONDAY

ABC |

14.0/22

..CBS

13.9/21

15. 5;'24

49. Coach 10.5/17 | |28. The Nanny 12.9/20 | |45. Fresh Prince  10.8/17
67. Melrose Place 9.0/14
84. Blue Skies 6.6/10| [18. Dave’s World 14.3/21 | |41. Blossom 11.1/17
13. Murphy Brown 15.1/22 .
9. NFL Monday Night 22 Love & War __13.9/20 | | 5 NBC Monday Night 93. Party of Five  5.4/8

Foothall—Denver Broncos

Movies—A Friend to Die For

vs. Buffalo Bills  16.3/27 | | 25. Northern Exposure 17.7/27
10:30 13.7/22
TUESDAY 15.8/25 12.8/20 0,/189 :
- 24. Full H 13.8/22 22. Wings 13.9/22
8:00 7 ome / 38.Rescue 911  11.5/18 g /
14. Me & the Boys 14.9/23 41. Martin Short 11.1/17 | |95. Fox Night at the
1. Home Improvmt 21.6/31 19. Frasier 14.0/20 | |Movies—Mr. Baseball 5.1/8
3. Grace Under Fire 20.5,/30 | | 25- CBS Tuesday Night 40. J. Larroquette 11.2/17
5.0 h 12.0/20 Movie—Shadows of Desire
. Coac .
13.5/21| |43. Dateline NBC 11.0/18
. Blue Skies 10,2/18

59. Thunder Alley 9.6/16 | [56. Boys Are Back 10.0/17| | 36. The Coshy Mysteries 33. Beverly Hills 90210
39. All American Girl 11.3/18 | |63. Daddy’s Girls  9.2/14 12.1/19 12.5/20
4. Roseanne 18.6/28
/ 62. Touched by an Angel 45. Dateline NBC 10.8/16 | |76. Models Inc.  8.1/12
11. Ellen 15.9/24 9.3/14
47. Turning Point  10.7/18| | 74. 48 Hours 8.2/14 | |17. Law and Order 14.6/25

THURSDAY

16.9/27

- 14. Mad About You 14.9/25 | |78. Martin 7.5/13
84. My So-Called Life 27 Due South 13.0/21 : / - _ /
6.6/11 19. Friends 14.0/22 | [72. Living Single 8.4/13
43. Eye to Eye with Connie 2. Seinfeld 21.0/32| |81. New York Undercover
79. McK 7.4/11
enna / Chung 11.0/17 | [10. Madman,/People 16.2/25 7.3/11
58. Primetime Live 9.9/17 59. Chicago Hope 9.6/16 6. ER. 17.6/30
10.4/19 6.7/12 7.3/13
32. Family Matters 12.6/25 i i
amily Matters 12.6/25 | | 48. Diagnosis Murder 84 Dateline NBC  6.6/13| |93 MAN.T.LS.  5.4/10
31. Boy Meets Wid 12.7/24 10.6/20
29. Step By Step 12.8/23| |67. Under Suspicion :
83. NBC Movie of the 85. X-Files 8.1/16

33. Hanginw/Mr. C 12.5/22

9.0/16

29.20/20 12.8/24

37. Picket Fences 11.7/22

Week—Justice in a Small

Town

6.8/12

63. ABC Saturday Family 35. Dr. Quinn Medicine 77. Something Wilder* 5.8/11 | |88. Cops 6.5/12
Movie—Homeward Bound: Woman 12.2/23 | 188. Empty Nest 8.5/12 | |84, Cops 6.6/12
The Incredible Journey 49. Five Mrs. Buch  10.5/19 88. America’s Most Wanted
71. Sweet Justice 8.6/15 '
9-2/17 | 755 Hearts Afire  9.1/16 / 6.5/12
56. The Commish 10.0y18 | |49 Walker, Texas Ranger | o, giyopg 10.3/19

10.5/19

TELEVISION UNIVERSE ESTIMATED AT 95.4 MILLION HOUSEHOLDS; THEREFORE ONE RATINGS POINT IS EQUIVALENT TO 954,000 TV HOMES

SUNDAY 12.4/19 13.1/21
. 72. Am Fun Hm Vid 8.4/15 i
700 4 7. 60 Minutes 16.8/29 76. Unsolved Mysteries 92. Fortune Hunter 5.6/9
7:3079. On Qur Own 7.4/12 8.1/14
: 67. Simpsons 9.0/14
8:00 154 Lois & Clark 101715 | | O Murder, She Wrote 54. seaQuest DSV 10.1/15 P /
8:30 18.5/25 82. Hardball 7.1/11
9:00 70. Married w/Chldr 8.8/13
9:30 12. IABC Sunday Night 61. CBS Sunday Movie— 14. NBC Sunday Night 74. Married w,/Chldr 8.2/10
' Movie—For the Love of The Gambler V, Part 1 Movie—Jack Reed: A e
10:00 | Nancy 15.7/24 9.5/15 | |Search for Justice 14.9/23
10:30
WEEK'S AVGS 12.2/20 11.7/19 12.0/20 7.4/12
SSN. TO DATE 12.4/20 11.7/19 12.2/20 7.4/12
RANKING/SHOW [PROGRAM RATING/SHARE| (nr}=NOT RANKED *PREMIERE  SOURCE: NIELSEN MEDIA RESEARCH YELLOW TINT IS WINNER OF TIME SLOT
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WHICH PIECE ARE YOU
SERVING YOUR AUDIENCE?

New York
Stock Exchange
(excluding DJIA)

42.4%

Nasdaq \
Stock
Market

Dow Jones
Industrial

%1993 Trading Volume in Shares

Covering only 30 blue chip stocks, the Dow Jones Industrial Average represents
just a sliver of the market. The Nasdaq Composite Index, which tracks more than ~ °
4,800 innovative growth companies, tells the other side of the story. Give your J ;
viewers what they tuned in for — the big picture, not merely a small piece of the pie.'t'ﬂzl{
For more information call 1-800-777-NASD.

The stock market you can’t afford to ignore.
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BC Cable dons seven-league boots

Expands aggressively in international arena

By Rich Brown

mid rumors of a possible change
Ain NBC ownership, the network

is proceeding with aggressive
expansion plans overseas.

Two weeks ago, the company
struck a three-year deal with Thames
Television division’s Financial Times
Television to produce a daily, five-
hour live business report for its NBC
Super Channel. Just last week, Peter
Sturtevant, founding manager of
CNBC'’s news operations, was named
NBC Cable senior vice president,
international business news.

In the months ahead, plans include
expanding the company’s NBC Desk-
top Video computer service into
Europe and Asia.

Worldwide expansion has become
one of the top priorities for NBC,
says Tom Rogers, president of NBC
Cable and business development.
The growth potential for any U.S.

media company is
bigger overseas than
it is domestically, he
says. It is also impor-
tant for U.S. media
companies to take
both offensive and
defensive positions
as foreign media

companies make
their moves into the
U.S., he adds.

A key part of
NBC’s international
strategy is NBC Super
Channel, the Pan-
European channel
purchased about a year ago. The net-
work, which features a mix of Euro-
pean programing and shows from
NBC and CNBC, is currently available
in 60 million homes and 32 countries.
Distribution of the service is growing
at the rate of 90,000 new homes per

The most interesg poplelome and g0

at Washington International Teleport.

When it's your job to deliver the feed, join the major broadcast and cable networks,
pay-per-view producers, and leading U.S. and international news services who rely on
WIT for dependable, world-class service.

A single call is all it takes.

WASHINGTON INTERNATIONAL TELEPORT

800-828-4226
Fax: 703-658-4919
Sales and Corporate Offices

800-243-1995
Fax: 703-642-8672
24-hour Technical Operations Center

Images courtesy of The Washirgion Baltet; C-SPAN. CES

NBC News target Asia with its new ANBC service.

week, says Ruud Hendricks, manag-
ing director of the service.

The Financial Times programing,
which will be packaged as the “Euro-
pean Money Wheel,” debuts on NBC
Super Channel in January 1995. The
package will include live coverage of
the European markets; combined with
existing live coverage of the U.S. and
world trade markets, this will give the
service 10 hours a day of up-to-the-
minute reports.

Also new tc the NBC Super Chan-
nel lineup in January will be three in-
house productions—~Entertainment X-
Press, Executive Lifestyle and Talkin'
Jazz. Other new shows on the channel
will include live Notre Dame football,
NBC import McLaughlin Group and
Tycoons, a documentary series on the
rich and famous.

Elsewhere in the world, NBC in
early 1995 plans to broaden the reach
of its fledgeling Asian operation,
ANBC. The satellite-delivered ser-
vice, which Jaunched on Aug. | in 5
countries, will expand to all of Asia
via the soon-to-be-launched Apstar-2
satellite.

Rogers says NBC in one year has
extended its reach from just one
country—the U.S.—to a host of
countries reaching [70 million
homes worldwide, Other operations
include Mexico-based Television
Azteca and Canal de Noticias NBC.
Canal de Noticias NBC currently
reaches three million homes in Latin
America and Spain and is scheduled
to launch as a Spanish-language ser-
vice in the U.S. on Oct. 1. [ |
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1e Poynter Institute, great
our goal. We look
celebrate it. We help 1N
create it.

We pay tuition and hotel

:osts for many of our broadcast
seminars. We keep programs s
small, and hold them in our stunning,
harbor-side building. We feature -
case study, small group work, and role-
playing exercises rather than lectures.
We form personal networks designed to
last a lifetime.

Poynter is nonprofit and financially
independent. All we need is your application,
and we’ll prepare you to do better work the day
you return ta your newsroom. It's an experience
that can shape your entire career.

‘CALL FOR FREE CATALOG AND APPLICATIONS.

B The Poynter Institute

801 Third Street South * $t. Petershurg, FL 33701
Phone (813) 821- 9394 « Fax (813) 821-0583

STATION LEADERSHIP
IN THE 21ST CENTURY
JAN. 11-13, 1995
[ )

NEW LEADERS
IN THE NEWSROOM
JAN. 22-27, 1995
L]

NEWS LIBRARIES:
MANAGEMENT FOR
THE YEAR 2000
FEB. 26-MARCH 2,1995

ETHICAL DECISION-MAKING
MARCH 12-17, 1995
0CT. 15-20, 1995

NEWSROOM
MANAGEMENT
MARCH 19-24, 1995

CDMPUTER ASSISTED
JOURNALISM
APRIL 2-7, 1995

[ ]

NATIONAL WRITERS'
WORKSHOP
APRIL 22-23, 1995
{ONE SITE ON APRIL 1-2)

CONVERGING
TECHNOLOGIES
CONFERENCE
MAY 18-20, 1995

SURVIVING THE NEWSROOM:
ACHIEVING A BALANCED LIFE
JUNE 14-18, 1995
*

PRODUCING NEWSCASTS
JUNE 18-23, 1995
L

STORYTELLING IN TEAMS
AUG. 27-SEPT. 1, 1995

L
WRITING NARRATIVES
ON DEADLINE
SEPT. 10-15, 1995
INVESTIGATIVE REPORTING
SEPT. 17-22, 1995

L
SUSTAINING SUCCESS:
CHALLENGES FACING
MINORITY MANAGERS
0CT. 5-7, 1995

*
INTERACTIVE MEDIA
OCT. 30-NOV. 1, 1995

CRAFT IN DEPTH:
REPORTING & THE
RELIABILITY OF FACTS
NOV. 26-DEC. 1, 1995
L

NEWS RESEARCH
& THE NEWSROOM
DEC. 3-7,1995

POWER REPORTING
DEC. 3-8, 1995

The Poynter Institute maintains employment practices and admission policies that do not discriminate on the basis of race, color, religion, sex, age, national origin, or physical handicap.
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THE INTERACTIVE WORLD OF VOICE, DATA AND VIDEO

SNET claims 40%
market share in
West Hartford

Connecticut telco blazes trail into video ahead of other indies _

ing the first six months of service.

SNET is outpacing other independent telcos by offering
both traditional broadcast and cable television programing, as '
well as a variety of pay-per-view and video-on-demand offer- :

ings.

cos near the end of the decade.

on weekends, similar to pay-per-view usage.
Serrano refused to divulge “very critical and proprietary

data” regarding consumer demand for specific video services
and prices that are being tested. He says the most current :

movies are offered for $3.95, while other video titles residing
in SNET’s server cost less.

SNET began the West Hartford trial six months ago, and °
continued on page 93

MCI invests $30 million
in Interactive

MCI Communicaticns Corp. is paying $3C millicn for a
minority stake in Interactive Cable Systems Inc., a small
cable and telephone company owned by Adelson Enter-
tainment. ICS offers a local telephone service called
Active-Tel, which serves more than 200,000 apartment
units around the country. ICS will distribute some MCI ser-
vices and will work with the long-distance carrier to offer
both loca! phone and cable services. ICS and Adelson are
owned by Gary and Andy Adelson, veteran TV and film
producers. —MB
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not hesitating to enter the video service = |
business by taking on Tele-Communica- @ @
tions Inc. in West Hartford, Conn. The telco claims : |
it has stolen 40% of the cable operator’s customers dur- |

SNET S outhern New England Telephone (SNET) is -

Ronald Serrano, SNET’s senior vice president for corpo-
rate development, is one of the principal architects of the new :
video network and is convinced video and interactive ser-
vices will become increasingly important to Connecticut tel- |
“The demand curve appears highly predictable,” Serrano Discovery delves into "Sharks!',
says. “You can predict by day of the week and hour of the day
demand for titles.” He says the heaviest ordering tends to be :

: By Mark Berniber

j everal cable programers .
Sthat generate nonfiction- :
al, niche programing are :

- finding their video content is :
- an excellent resource for cre- |
ating multimedia CD-ROM :
. of hundreds of hours of high-
© Although the CD-ROM
- market is still relatively :
- small, it is growing quickly
. and may provide consider- :
- able ancillary revenue for :
¢ cable programers trying to :
. create new products.
i The most ambitious cable :
. programer to delve into CD- :
- ROM s The Discovery :
- Channel. Discovery plans to :
‘ release a series of 10 CD- ¢
. ROM software titles within :
- the next year, and already has :
. alibrary of six titles. :

”

TIAWS: THEN AND NOW

= R

Just what is i about this creature of the deap

irdrsts 25 well?

§  Ever since words and pictures have told stopies,

that evokes such foreboding feelngs of doom?

B Wiy s 1 that pesple can't think of ocean
syimming without the warmy of encousd ering 2
shark? How did we allows this “Wing™ of the ocean
to rule gver the enjayment of our beaches.. sl

o

 Peter Benchley offers shark info from Discovery.

Cable finds ready source
for CD-ROM titles

Turner runs with ‘The People vs. 0.J. Simpson’

products.

Discovery’s movement

. into CD-ROM production is

an outgrowth of developing
tities for home video over the
past five years. When Dis-
covery considers a CD-ROM
project, it turns to its library

quality video of nature, sci-
ence and historical subjects
to find topics it thinks will
work in the multimedia CD-
ROM format, says Thomas
Porter, vice president/general

i manager, Discovery Multi-

media, a division of Discov-

ery Communications Inc.
The disks are targeted to
the educational market. Dis-
covery’s most recent title is
Sharks! An Interactive Jour-
ney, which displays extensive
continued on page 95
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SNET
continued from page 92

Serrano says the company has “just under :
400 customers, or over 40% market share, 1n .
an area with around 1,000 total cable sub- !
scribers.” SNET is competing directly with :

TCI Cablevision of West Hartford.
“There’s no way to compare what SNET is

doing for a 500-home neighborhood and -
what we’re doing for 170,000 customers,”
says Tad Diesel, TCI Cablevision’s director
of community and government affairs. “In .

the long run, in terms of price, value and cus-
tomer service, we will not be beat.”

guess” is that SNET will be able to control

¢ independent telco has ambitions to win a

“sizable portion of the market.”

SNET plans to quickly expand its video
network throughout Connecticut to 30,000
customers by the end of this year, 150,000
“by some(ime next year” and 500,000 by the

- end of 1996. The telco plans to connect every

home in the state of Connecticut by late 1996
or early 1997 and says it will invest $4.5 bil-
lion over the next 15 years in its telephone
and video network.

Serrano says SNET has a contract with

. Disney to put Disney’s video library on its
. server, SNET also has programing deals with
Serrano, on the other hand, says his “best :

Universal, Paramount, Columbia, MGM and

{ Warner Bros. and continues to negotiate with
between one-third and one-half of the video

other film, television programing and video

services market in Connecticut. He says the °

content providers. |

Liberty primed for
interactive challenge

Barton: Programing will have to appeal to narrow interest groups

By Mark Bersibien

eter Barton, president of :
PLiberty Media Corp., :

says his company is
ready to “prime the pump” to !
the tune of $200 million for
new interactive television
services that will run on
evolving cable and telco :

broadband networks.

“We want to nurture and in- :
cubate new programing that :
will be the next set of brands :
for the latter part of this
decade,” Barton said during :

his keynote speech at Conver-
gence "94: Interactive Televi-

sion Conference and Exposi-

tion, in Santa Clara, Calif,

Barton admitted it will be
a challenge to “fill the .
pipeline” of hundreds of
channels with 24 hours of
programing 365 days a year, :
but his company is prepared
to “spur the development of

multimedia applications.”

There are a lot of miscon-

ceptions of what interactive
television may become, Bar-

movies on demand, time shift-

x

Peter Barton

ing, home shopping and video
games to invent new “partici-
patory” products and innova-
tive fransactional services.

tion that has no experience
being interactive. They go to
television as a refuge from
activity,” Barton said. Never-
theless, he encouraged the
audience to “believe in your
hunch and press forward.”

1

casting,” or television pro-

- graming for specific niche
- audiences, and a set of ser-
ton said, adding that people -
will want “something famil- :
iar, but different.” The chal- :
lenge will be to go beyond :

vices that will revolve
around the “multilayered
exploitation of interest
groups™ such as women’s
sports or international chess.

Broadcasting & Cable Oct 10 1984

“The real payoff is going

‘1o be exploitation down the
direct-marketing food chain,”
: Barton added.

While would-be providers

. are dreaming up every con-
. cept under the sun for new
. cable programing channels

and interactive television ser-

{  vices, “the rubber meets the
| - road with consumer accep-
. tance and marketing,” he said.

However, Barton said,

Liberty Media and its parent,
¢ Tele-Communications Inc.,
¢ will “underwrite quality and

quantity progranmung to sell

: on our networks.”
“We have a vast popula- :
i than 175 partnerships and
: owns or has investments in
. most of the major cable pro-

Liberty Media has more

graming networks. It also 1s

: “heavily invested in transac-

tion processing and direct

- markeling.”
Barton envisions “sliver- :

Barton said his company is

¢ prepared to invest in new
¢ programing ideas and real-
. izes it may have to develop
. some “unconventional finan-
i cial models” for interactive
 television because of the

near-term difficulties of cre-

~ ating new digital networks. m

Discovery, Learning

on America Online

The co-owned Discovery Chan-
nel and Learning Channel are
going on America Online. Discov-
ery Communications’ area on
AOL will allow for online users to
converse electronically with pro-
ducers for the cable networks.

Sun shines on video
server market

Sun Microsystems will be the
latest computer manufacturer to
enter the video file server busi-
ness. Sun will provide computers
for corporations interested in
transmitted video over their pri-
vate networks. Its video server
will work with software from
Starlight Networks, a Silicon Val-
ley start-up. Both companies are
based in Mountain View, Calif.

Interactive net delays
national launch

After receiving an influx of capital
from investors, Interactive Net-
work said it is delaying a nation-
wide launch of its play-along
gaming network until next year.
The company also said that it is
cutting its staff by 17% and that
Peter Sealey, IN’s president/CEQ,
is leaving, effective immediately.
Dave Lockton, chairman/CEQ of
Interactive Network, will assume
Sealey’s position.

GCTA rallies against
Pac Bell

The California Cable TV Associa-
tion said the San Diego City
Council should withhold judg-
ment for 60 days regarding
Pacific Bell's proposed commer-
cial video dialtone rollout. The
association said the telco’s plan
is “untimely and will cement in
place a dramatically unfair dis-
parity” with local cable operators.

BroadBand, AT&T
launch switched digital
video system

BroadBand Technologies and
AT&T Network Systems are cre-
ating a system that will enable
both telephone networks and
cable operators to connect
homes and offices to switched
digital video services. The two
companies are fusing AT&T’s
switching and access system
with BBT’s fiber-based transport
technology. The system will
compy with emerging standards,
including SONET, TR303, MPEG-
2 and ATM. —DT
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Oct. 10-13—The Conference on
Interactive Marketing/West,
sponsored by Interactive Mar-
keting Inc. The Camelback Inn,
Scottsdale, Ariz. Contact: Andy
Batkin, 310-798-0433.

Oct. 11-13—Seventh Annual
MultiMedia Expo, sponsored by
American Expositions Inc. Mos-
cone Center, San Francisco.
Contact: Victor Harwood, 212-
226-4141,

Oct. 17-18—Hollywood 2000:
The Future of Home Entertain-
ment, sponsored by Advanstar
Associates, Sheraton Universal,
Universal City, Calif. Contact:
Susan Dobak, 714-513-8406.

Oct. 18-20—Defining the Elec-
tronic Consumer, sponsored by
Jupiter Communications. Park
Central Hotel, New York. Contact;
David Schwartz, 212-941-9252.

Oct. 25—Eighth annual
Advanced Television Update,
sponsored by the Association for
Maximum Service Television.
ANA Westin Hotel, Washington.
Contact: MSTV, 202-861-0344.

Oct. 26-28—Wireless Data "94,
sponsored by Probe Research
Inc., Sheraton Palace, San Fran-
cisco. Contact: Ted Sienicki,
201-285-1500.

Oct. 27—Television Program-
ming...The Next Generation,
sponsored by The New York
Chapter of The Society of Satel-
lite Professionals International,
New York. Contact: Nancy Sal-
vati, 202-945-3547.

Oct. 27-28—Converging Oppor-
tunities in the Interactive Market-
place: From Sitiwood to the
infobahn, sponsored by Strategic
Resources Institute, Hotel Inter-
Continental, Los Angeles. Con-
tact; 800-599-4950.

Mov. 1-3—The Media Alliances
Conference, sponsored by The
Kelsey Group, Editor & Publisher
and Prodigy, Hyatt Regency La
Jola, San Diego, Calif. Contact:
Natalie Kaye, 609-921-7200.

Nov. 3-4—0nline Interactive Ser-
vices, sponsored by Institute for
International Research, Walt Dis-
ney World, Lake Buena Vista, Fla.
Contact: 800-345-8016.

E—" g"\.; ‘4"“-‘/ I‘*-

Tlme Warner
Full Service Net
drops initial goal

Pushes back estimate on connecting all homes

in Orlando test by launch
Ey Mark Berniden

ime Warner Cable will :
Tnot be able to connect all :
of the 4,000 households
it planned to link to its Full :
© tions,”

Fla., during the fourth quar-

Service Network in Orlando,

ter of this year.

“It is not possible to say :
exactly how many customers :
will be hooked up when we :

launch in the fourth quarter,”

says Tammy Lindsay, direc- :
tor of communications for :
. Lindsay says. The task of :
writing “millions of lines of
new software code with new
is technologically :
immense, and an undertaking :
© that no venture has attempted
' . paper will be part of the
Time Warner planned to :
- launch the Full Service Net- |
work in April, but delayed :
that, saying the network :
. would not be ready until the :
fourth quarter because of :
refinements needed to the :
¢ vices.

the network.

Lindsay says some, but not :
all, customers will go online :
before the end of the year. :
“We’re going to take as long :

as it takes to get it all right,”

says Lindsay, shying away :
from giving a date for having :

the households connected.

Time Warner will try to get all :
4,000 Orlando households

hooked up to the service “as

quickly as possible,” she says.
The Full Service Network .
is “up and running” in Orlan- :

i do and at Silicon Graphics’ :
site: :
“We’re continuing to digitize :
movies and proceed with our
development of new applica-
Lindsay says. Movies :
on demand, interactive shop- :
- ping and video games are :
among the services initially !
i for 85% of its subscribers
The main reasons for not :
© getting all the homes con- |

nected on time are “software | . .
. The Tribune connection

California testbed

being offered.

and hardware integration,”

chips”

before.

software and set-top box.

Independent telco
video trial begins

Rochester Telephone and USA Video say their FCC-sanc-
tioned video dialtone trial in Brighton, N.Y., is up and run-
ning, with customers subscribing to the service. The part-
ners turned on service for “approximately half of its poten-
tial 100 customers,” according to a company statement.

Rochester Telephone has negotiated deals with 24 pro-
graming providers, including Universal Pay Television,
Paramount Pictures, Warner Bros., Orion Pictures, HBO
Enterprises, Showtime Event Television, New Line Cine-
ma and Phoenix Communication Group, which distributes
Major League Baseball Productions.

Consumers have access to a variety of video service
offerings, including movies, music videos, games, sports,
educational programs, home shopping and how-to videos,
all priced from 49 cents to $3.99.
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US West
begins
Omaha test

US West has begun the
technical testing phase
of its interactive video
network in Omaha. The
Denver-based telco
says its first trial cus-
tomers will begin receiv-
ing new video services
within the next month;
the full market trial is
expected to begin on
Jan. 1, 1995. —MB

Time Warner Cable is
upgrading its cable systems
nationwide. These systems
serve 7.2 million customers
in 36 states, and Time Warn-
er plans to make them “Full
Service Network-capable”

(more than 6 million) by the
end of 1998.

In a related development,
Time Warner says Tribune
Co.’s Orlando Sentinel will
supply news and other local
information over the Full
Service Network. The news-

news-on-demand offering
next year that is expected to
include global, national and
local information, as well as
a local movie and entertain-
ment guide, video personals,
heroscopes and other ser-

In a sign of Tribune’s

- movement into this new mar-
. ket, the Chicago-based me-
© dia conglomerate announced
i that Eugene Quinn will
. become general manager of
i its Tribune Interactive Net-
i work Services unit.

Quinn was involved in the

¢ launch of Chicago Online,
. the Chicago Tribune's elec-
: tronic newspaper available
¢ through America Online. In
. his newly created position,
: he will be responsible for
! developing and managing
¢ Tribune’s online and interac-
i tive television services,
i according to a company
. staternent. |
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CD-ROM

continued from page 92

information on the varieties of sharks
through a combination of video clips, !

high-resolution color photographs,
sound and text.

Video quality is high

The video quality on Discovery’s CD-
ROM is far superior to that of many :
“CD-ROM users will :
demand more video, and better-quality .
Porter says, adding that the .
MPEG boards to be built into future per- :
sonal computers will be able to run full-

other titles.

video,”

screen, full-motion video.

Company of Whales, grew out of a 1992 :
television special that also was released :
on videotape and laser disk. It rose to

No. 4 on Baker & Taylor’s CD-ROM /% 5y Uhiid the multimedia disk |

~ stores video clips, animation segments,

software sales chart.
With the Whales disk, Discovery

~built a software engine,” and now it is a | online platform serves as a way to stay
lot easier to build titles based on original : abreast of the latest information and to
- Channel, also is producing a CD-ROM
¢ title, with Byron Preiss Multimedia,
- Byron Preiss will produce a series of
Several cable programers entering elec-

. disks for the cable channel. [ ]

shows, Porter says. He compares the
cable programers’ role in the CD-ROM
production process as similar to that of a ¢
broadcast network working with an out-

side production firm.

developing a range of CD-ROM titles,

the company also plans to add interactive .
elements to television programing, |
Porter says. Discovery is participating in
several interactive television trials, but is :
not free to discuss them, he says. Discov-
ery did participate in GTE’s interactive
television experiments in Cerritos, Calif. :

The Discovery Channel also is explor- :
ing online services and has created an :

area on America Online.

The interest in CD-ROM software is
feverish. Retailers are having trouble :
keeping up with the explosive demand :
for hot titles, Porter says. He adds that

the retail environment is “chaotic”

because CD-ROM “caught on so big in
such a hurry.” He expects this Christmas
season to be much larger than last year, :
when CD-ROM software sales had just

begun to take off.
Other programers enter fray

Discovery is not the only cable pro-
gramer jumping on the CD-ROM band- :
wagon. Turner Interactive, a division of
Turner Home Entertainment, has just :
released The People vs. O.J. Simpson: An
Interactive Companion to the O.J. Simp-
son Trial. There also is an online compo- :
nent with CompuServe. The CD-ROM
contains an interface and extensive
background information, while the .
online connection will provide viewers °

with trial updates and supplemental
Broadcasting & Cable Oct 10 1994

Although The Discovery Channel is tronic
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The Incarcaration

Turner's interactive O.J.

between CD-ROM and online services.

generate communication between users.

Interactive TV software foreseen

publishing say the CD-

. ROM/online connection may be the pre-
. cursor to interactive television software

running over broadband networks.
Several other cable programers also are
producing CD-ROMs and hope to con-
nect to online services en route to creat-
ing interactive television programing.
CNBC is about to release Your Portfo-
lio, a CD-ROM software package that
will allow multimedia computer users to

¢ track stocks, bonds, mutual funds and
¢ - other financial properties. CNBC has
' been working closely with Prodigy to

- link its television programs and the
“information. Multimedia enthusiasts :
Discovery’s first CD-ROM, In the vs_/ho buy the CD-ROM will be able to -
- sign up for CompuServe for free.

CNN Interactive is one of the first :
electronic publishers to create links

country’s largest online service.
ESPN is ambitiously creating sports

- software titles. ESPN has several CD-

ROM titles in development and also is
working with Sony Imagesoft on a num-
ber of interactive games for the Sega CD
platform, These include ESPN Baseball

- Tonight, Pennant Fever Edition, ESPN
background photos and data, while the .
: day Night NFL.

National Hockey Nighr and ESPN Sun-

USA Networks, through its Sci-Fi

CD-ROM science-fiction trivia game
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Appraisals

Valuations
Business Plans
Market Research
Litigation Support
Bank Presentations

Acquisition Consulting

BIA Consulting,
broadcasting’s valuation
and appraisal experts,
has been providing
this dynamic industry
with credible, reliable
financial consulting
services for the
past eleven years.

Thomas J. Buono, ASA
President/CEO
William Redpath, CPA, ASA, CFA
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Peter Bowman, ASA
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BIA CONSULTING
PO, Box 17307
Washingfon, DC 20041
Phone: 703-818-2425
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Center Tower, Suite 3178

and Booth 1701 at the
Los Angeles
Convention Center

By Julie A. Zier

apital Cities/ABC and Granite
c Broadcasting spent a combined

$209 million buying TV stations
last week, unseating a network in one
market and solving an affiliation
dilemma in another.

Capital Cities/ABC purchased
wIRT-TV (ch. 12) Flint, Mich., and
wTvG-TV {ch. 13) Toledo, Ohio, from
George Lilly. It is a stock sale at $155
million. The anticipated 1994 cash
flow of the two stations exceeds $15
million, Lilly says.

Flint is the country’s 60th-largest
market and Toledo is the 64th. How-
ever, both are two-VHF markets, Lilly
says, which affected the price. Indeed,
“the VHF stations have stronger sig-
nals, better channel positions and are
. better positioned to raise audience
share,” says Capital Cities/ABC
spokeswoman Julie Hoover,

NBC and Fox also had expressed
interest in Lilly’s stations, according
to Todd Benson of Salomon Bros.,
who handled the sale. In Flint, the
Meredith-CBS alliance left NBC out
in the cold. In Toledo, ABC’s pur-
chase of wrvG-Tv bumps NBC from a
VHE. Fox is on UHFs in both markets
and, according to Fox Inc. Chairman
Rupert Murdoch, is always looking to
upgrade.

ABC’s household reach inches
closer to FCC limits, with 10 stations
(including one UHF) and 24.2% cov-
erage.

Lilly’s last two properties—
KSNW(TV) Wichita and KSNT(TV)
Topeka, both Kansas—will begin

Biisiness
ABC, CBS make market moves

Capcities buys Michigan, Ohio stations,
CBS goes UHF in switch with Fox in Austin, Tex.

recelving bids Oct. 11. Both are NBC
affiliates, but only KsNw is VHE.
Wichita’s expected cash flow is $4.8
million and Topeka’s is $1.1 million.
With the money from these sales,
Lilly will part with his investors and
create a new station group by the
beginning of next year.

“M\C Partners [Lilly’s investors])
are driving this sale,” Lilly says. “To
M\C Partners, the stations are more
valuable sold.”

In Austin, Tex., CBS bounces back
from the loss in May of its outlet to
Fox in the New World-Fox agreement.
CBS will switch to UHF kBvo(TV)
(ch. 42) in a straight swap with Fox,
which is moving to KTBC-TV {(ch. 7).

The affiliation change is accompa-
nied by an ownership change. KBVO-TV
is being sold by Cannan Communica-
tions and Beard Management to minor-
ity-controlled Granite Broadcasting for
$54 million cash and a tax certificate.

KTBC-TV is Austin’s only VHF sta-
tion, carrying CBS programing. Fox is
moving to the VHF, but Granite Pres-
ident Stuart Beck is not worried about
shifting to UHF with the other two
networks. CBS still has the dominant
programing in the market, he says.

The group plans to build a news
operation at KBVO-Tv, which did not
have one as a Fox affiliate.

Cannan Communications President
Darrold Cannan Jr. says he and partner
Steve Beard are selling the station they
built in 1983 to do estate planning.
Cannan intends to hold on to his Amar-
illo station, KamMR-Tv. Larry Wood of
Wood & Co. Inc. brokered the sale. m

ever to a law school.

Hausers donate to Harvard

Longtime cable executive Gustave M. Hauser and his wife, Rita, have donated
$13 million to Harvard Law School, Cambridge, Mass. It is the largest cash gift

A ceremony announcing the couple’s gift was scheduled for last Friday, and
the school will name its new classroomy/office building Hauser Hall. Hauser and
his wife met and married at the law school in the mid-1950s.

The February 1993 purchase of Hauser Communications Inc. by South-
western Bell Corp. was worth $650 million. Before forming his own company,
Hauser was chairman/chief executive officer, Warner Cable Communications,
where he started the Qube cable experiment in Columbus, Ohio.

—EAR
_
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We insure
broadcasters
ainst
eir worst
nightm:

Dead air. Whether it’s from a lightning strike or technical difficulty, there’s
nothing worse. As a broadcaster, you have to do whatever it takes to stay on the air. As an
insurer, Chubb is there to help you do it.

Chubb offers one of the most comprehensive insurance programs, which is tailor-
made for the risks that broadcasters face (excepting primary libel and slander coverage).
With Chubb’s reputation for fast claim service, it’s everything a broadcaster could dream of.
For more information, call your agent or broker or 1-800-36 CHUBB.

Insure your world with Chubb

cHUBB

For promotional purposes, Chubb refers to member insurers of the Chubb Group of Insurance Companies who issue coverage.
Chubb is proud o participate in “American Plavhouse.” Warch for it on PRS.
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This week’s tabulation of station and system sales

WVUE(TV) New Orleans, WALA-TV
Mobile, Ala., and KHON-TV Honolu-
lu o Purchased by SF Broadcasting
(Tom Herwitz, president} from Burn-
ham Broadcasting (Peter Desnoes)
for $229 million. {(See BROADCASTING &
CaBLE, Aug. 29.) wvuE is ABC affiliate
on ch. 8 with 316 kw visual, 31.6 kw
aural, and antenna 990 ft. wALA-Tv is
NBC affitiate on ch. 10 with 316 kw
visual, 47 kw aural, and antenna
1,240 ft. kHon-Tv is NBC affiliate on
ch. 2 with 100 kw visual, 20 kw aural,
and antenna 59 ft.

KBVOQ-TV Austin, Tex. 0 Purchased
by Granite Broadcasting Corp. (Stuart
Beck, president) from Cannan Com-
munications Inc. and Beard Manage-
ment Inc. (Darrold Cannan Jr. and
Steve Beard) for $54 million. Buyer
owns KNTV(TV) San Jose and KSEE-TV
Fresno-Visalia, both California; wpTa-
Tv Fort Wayne, Ind.; weexk-Tv Pecria-
Bloomington, lil.; KBJR-TvY Superior,
Wis., and wTtvH-Tv Syracuse, N.Y_,

and has interests in wxsw-Tv Buffalo,
N.Y. Seller has no other broadcast
interests. kevo-Tv is Fox affiliate on
ch. 42 with 2510 kw visual, 251 kw
aural and antenna 1,290 ft. Broker:
Wood & Co. Inc.

KTHV-TV Little Rock, Ark. o Pur-
chased by Gannett Co. Inc. (Cecil
Walker, president/CEQ) from
Arkansas Television Co. {Chase
Berry, chairman, and Marcus George,
president) for stock transaction of $27
million. Buyer owns wxiA-Tv Atlanta;
KVUE-TV Austin, Tex.; kusa-Tv Denver,
wFrMY-Tv Greensboro, N.C.; wTLv-Tv
Jacksonville, Fla.; xare-Tv Minneapo-
lis; koco-Tv Oklahoma City; KPNX-Tv
Phoenix, and wusa-Tv Washington.
Seller has no cther broadcast inter-
ests. KTHV-Tv is CBS affiliate on ch. 11
with 316 kw visual, 38 kw aural and
antenna 1,709 ft.

KEZO-AM-FM Omaha o Purchased
by WTMJ Inc. {Doug Kiel, president),

JB Financial Advisors, Inc.

has a new hame. ..

CAFPITAL CORP

Investment banking exclusively for the !
communications industry. A

Advisory Services
Debt and Equity Placement

Gregg E. Johnson =

Thomas J. Buono

BIA CAPITAL CORP j

14595 Avion Parkway, Sufte 500, Chantiily, VA 22021
Facsimile: 703-803-3299

Phone: 703-818-8115

a subsidiary of Journal Communica-
tions, from Narragansett Radic LP
(Greg Burber and Jonathon Nelson)
for $9 million. Buyer owns wWTMJ-AM-TV
and wkTl-Fm Milwaukee and wsau(am)-
wiFc-FM Wausau, both Wisconsin;
wsyYM-Tv Lansing, Mich.; KQRC-FM
Kansas City, Mo., and kTnv-Tv Las
Vegas. Seller owns wyYNK-AM-FM
Baton Rouge; wpPrI-Tv Providence,
R.l., and wTkr-Tv Norfolk, Va.
KEZO{AM) has classic rock format on
1490 khz with 1 kw. kKEZO-FM has clas-
sic rock format on 92.3 mhz with 100
kw and antenna 1,250 ft. Broker:
Media Venture Partners.

WBNJ(FM) Cape May Court House,
N.J. 0 Purchased by Margate Com-
munications LP (Cleo Brooks, general
pariner) from The Acalon Group Inc.
(Michael Schatz and Estate of Ger-
hardt Klemm) for $490,000. Buyer
owns WTTH(FM) Margate City, N.J.
Seller has no other broadcast inter-
ests. wBNJ has hit country format on
105.5 mhz with 3.3 kw and antenna
295 ft. Filed Sept. 16 (BALH-
940916Gl).

WKEI(AM)-WJRE(FM) Kewanee, Ill.
0 Purchased by Virden Broadcasting
Corp. (Randal Miller, president) from
Miller Broadcasting Inc. (Howard
Miller) for $400,000. Shareholders of
the Buyer have interests in: wTiM(AM)
Taylorville, and wenL(Fw) Carlinville,
both lllinois. Seller has no other
broadcast interests. wxkel has
MOR/talk/news/AC format on 1450
khz with 500 w day and 1 kw night.
wJRE has AC format on 92.1 mhz with

Speed up delivery

BROADCASTING & CABLE is available via
hand delivery in the following cities. If
you presently receive your issue via
U.S. Mail at your home or office, you
may qualify for hand delivery at either
location.

Atlanta Los Angeles
Boston Miami
Chicago New York
Dallas Orlando
Denver Philadelphia
Detroit San Francisco
Houston Washington, D.C.

To inquire about changing, call
1-800-554-5729
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3 kw and antenna

_BUSINESS—
— =1 Buyer and seller

300 ft. Filed Sept. 7 | Proposed station trades ‘ have no other

(AM: BALS40907Gl; By dolfar valume and number of sales | broadcast interests.

FM: BALH9409- This week: wxKkL has reli-

07GJ). Broker: AMs1$22,070 0 3 gious/oldies format
; o Ao kw daytime, 44 w

WTKF(FM) Atlantic, Combos 11$9,400,000 o 2 . :

N.C. 0 Purchased by TVs5$310,000,000 0 3 nignt. Piled Sept. 12

Atiantic Ridge Tele-
casters Inc. (Casey
Wallington, presi-
dent) from Down
East Radio Commu-
nications inc.
(Joseph McClure,
president) for
$430,000. Buyer
and Seller have no
other broadcast interests. wTkr has
talk format on 107.3 mhz with 6 kw
and antenna 328 ft. Filed Sept. 19
(BALH940919GF).

WYNF(FM) Coral Cove, Fla. o All the
issued and outstanding shares of cap-
ftal stock of Coral Cove FM Inc. pur-
chased by D&F Broadcasting of Sara-
sota Inc. (Jon Ferrari, president) from
Donald Wilks and Michael Schwartz
for $207,500. Buyer owns WJLK-AM-FM
Asbury Park, N.J., and KROD{AM)-
kKLaa{FM) El Paso, and is pending
assignee of wsPB (AM)-wsRz(FM) Sara-
sota, Fla. Seller Michael Schwartz, as
part of new partnership, is purchasing
wBVP(AM)-wwKs-FM Beaver Falls, Pa.
WYNF is unbuilt, licensed to 107.9 mhz
with 3 kw and antenna 328 ft. Filed
Aug. 19 (BTCH940819GQ).

KHRN(FM) Hearne, Tex. O Purchased
by Pluria Marshall Jr. from Joseph Hill,
trustee, for $165,000. Buyer has no
other broadcast interests. Seller has
no other broadcast interests. Filed
Sept. 13 (BAL940913GH).

WKNL(AM) Knoxville, Tenn. 0 CP
Purchased by Thomas Moffit Jr. from
Tennessee Broadcasting Co.
(Michael Glinter) for $18,000. Buyer
has no other broadcast interests.
Seller owns wren(am) Topeka, Kan.,
and is permittee of wmiw(am) Atlantic
Beach and waauy(am) Blythewood,
both South Carolina; kaan(am) Glad-
stone, Mo.; and wrir(am) Winston-
Salem and wmiv(am) Fair View, both
North Carolina. wknL is unbuilt,
licensed to 760 khz with 2.5 kw. Filed
Sept. 6 (BAP940906EC).

WXKL(AM) Sanford, N.C. 0 Transfer
of 51% of shares of WGSE Inc. from
Jimmy Johnseon to James Thomas
and Dolphus Pearson for $12,000.

(BTC940912EC).

| WKSC(AM) Ker-
r shaw, S.C. o Trans-
fer of 100% of Ker-
| shaw Broadcasting
Corp. stock from
| Reba Tatum, Ollie
Baker, Nancy
| Phillips, Clifton Ba-
~ ker, Sandra Favor,
Estelle Blakeney Wilson and Grace
Bredie to Johnny Shack for $5,070.
Transaction will yield 97.5% voting
interest. wksc has southern gospel for-
mat on 1300 khz with 500 w day.

WMIM(AM) Mt. Carmel, Pa. o Pur-
chased by William Erdman from North
Penn Broadcasting Inc. (Harold Ful-
mer i, president) for $5,000. Buyer
has no other breadcast interests. Sell-
er owns wMRE(aM) Hughesville and
wMRE(FM) Salladasburg, beth Pennsyl-
vania, and is permittee of wMHU(FM)
Renova, Pa. wmiM has AC format on
99.7 mhz with 790 w and antenna 646
ft. Filed Sept. 2 (BAL940902ED).

KDBR(FM) Kalispell, Mont. 0 Trans-
fer of control from James Schaeffer
and Benny Bee Jr. to Bee Broadcast-
ing Inc. After transfer, Benny Bee Jr.
will own 100% of Bee Broadcasting
Inc. koBR has country farmat on 106.3
mhz with 3.9 kw and antenna 403 ft.
Filed Sept. 16 (BTCH940916GG).

WDNO(FM) Laurel, Del. o Pur-
chased by Samson Communications
Inc. (William Sammons, president)
from Dennis O'Neil for $500,000.
Buyer owns wxpz-FMm Milford, Del.
Seller has no other broadcast inter-
ests. wpoNO has AC format on 95.3
mhz with 6 kw and antenna 328 ft.
Filed Sept. 12 (BAL940912GI).

WPMR(FM) Tobyhanna, Pa. 0 Pur-
chased by TIAB Communications
Corp. (Jeff Woehrle, president) from
Crystal Castle Inc. (Stacy DeWitt,
president) for assumption of debt
worth $646,028. Buyer has no other
broadcast interests. Seller owns
wPMR(AM) Mount Pocono, Pa. wpMmR
has AOR format on 107.9 mhz with
5.7 kw and antenna 564 ft. Filed
Sept. 7 (BALH940907GF).

Total o $4,099,642,534 1 16
So far in 1994:
AMs0$111,212,636 5 127
FMs o $669,196,364 0253
Combos 0$1,168,069,700 o 122
TVsD$2,151,163,834 0 64

Total 0 $7,877,424,470 0 566 h

CLOSED!

KTEN-TV, Ada-Ardmore
QOklahoma from Eastern
Oklahoma Television,
Inc., William J. Doyle, I,
Successor Creditor Trustee to
KTEN Limited Partnership,
Tom L. Johnson, General
Partner.

Brian E. Cobb
Broker

GEORGE L. OTWELL
513-769-4477

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

RANDALL E. JEFFERY
RANDALL E. JEFFERY, JR.
407-295-2572

ELLIOT B. EVERS
415-391-4877
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Markey’s ‘on the warpath’

Broadcasters say lawmaker could block relaxation of ownership rules

By Kim McAvoy

roadcasters fear House Tele-
B communications Subcommittee

Chairman Ed Markey may dash
their hopes for deregulation at the
FCC.

“He’s on the warpath,” said one
broadcaster who heard Markey speak
last Tuesday at the Broadcasting &
Cable Interface VIII in Washington
(see story, page 18).

Markey (D-Mass.), who said it is
iime to “reinvigorate the social com-
pact between broadcasters and the pub-
lic,” also said that any deregulation of
the industry, such as repeal or modifi-
cation of the FCC’s broadcast owner-
ship rules, should be tied to that com-
pact. And, he said, it is essential that
the social compact include more chil-
dren’s programs, less violence on TV
and a commitment to minorities.

Markey also signaled
his desire to see the agen-
cy hold off on any changes
to the ownership rules.

Industry representatives
say Markey’s “fire and
brimstone” speech was a
clear warning to broad-
casters that he’s going to
be a “major player” in the
FCC’s ownership proceed-
ing. It has been expected
that the FCC would initi-
ate a rulemaking on its
multiple ownership rules this fall. But
pressure from Markey may put a crimp
in the FCC’s plans.

“Markey doesn’t want to see the
commission go forward without ex-
tracting his pound of flesh,” one
broadcaster said. “He’s saying that
unless the industry complies with the

Markey seeking “pound
of flesh,” broadcast
lobby says.

Children’s TV Act and
unless we cut back on TV
violence, he’s going to
delay changes to the mul-
tiple ownership rules,”
. another broadcaster said.
Capitol Hill insiders
! say Markey is taking on
the industry because he is
unhappy with broadcast-
ers over the issue of kids
TV and he is angry at the
broadcast networks for
refusing to support his so-
called V-chip bill. It would allow
viewers to block out violent pro-
grams.

Markey also said that if broadcast-
ers continue to take their responsibili-
ties to serve the public interest lightly,
the industry is inviting Congress to
react with a spectrum fee or auction

Count FCC Chairman Reed Hundt among those who
think that special interests and lobbyists run this
town. I[n remarks at BROADCASTING & CABLE’s Interface
VI last Tuesday, Hundt urged industry representatives to
support and responsibly explain the benefits of competition
in telecommunications legislation. Said Hundt: “Industry
carries a particular burden in this job of persuasion. After
all...only 6% of the people believe the president controls
the federal government in Washington, basically the same
under Bill Clinton as it was

under George Bush. Twenty-

six out of every 10 people—

public TV (see story, page 18).

As expected, SF Broadcasting last week respond-
ed with a counterclaim to NBC's charges that the
Savoy Pictures/Fox joint venture is evading own-
ership limits. NBC last month filed a petition with the
FCC alleging that SF Broadcasting was created

: by Fox and Savoy in an effort to exceed the 12-
station ownership limit. But SF says it’s a case
... of the pot calling the kettle black. “As NBC
. knows, the FCC expressly found that
NBC’s 49% nonvoting inter-

that it does not ‘count’ under

0?555?;C§1nt ;jhz"%mtagg;n‘ hln est in its Cleveland affiliate
g charge. bu . was non-attributable, i.e.,

believe that special interests and lobbyists run
this town. And you know, they’re right. The truth
is that the raw power in Washington, D.C., is pos-
sessed by the 200,000 lawyers, lobbyists and asso-

A /\/-

the national ownership rule,” states
SF’s petition, filed last week at the
FCC. NBC raised the issue in refer-
ence to SF’s plans to purchase NBC

ciated employes who ply their trade here.”

Moving information superhighway legisla-
tion through the House next year won’'t take
nearly as long as it did this year, says House
Telecommunications Subcommittee Chairman Ed
Markey (D-Mass.). Markey is optimistic about quick
passage because “members are committed to moving
forward.” And, he said after his speech at Interface
VIII, it will be easier next year to identify companies
that are opposed to the bill and talk about “what needs
to be done politically.” Swifter passage will give him
more time to devote to broadcast-related 1ssues such as
TV violence, children’s programing and the future of

Edited By Kim McAvoy

affiliate WLUK-TV Green Bay, Wis.
SF President Tom Hurwitz says
NBC is motivated by revenge. ““They are now in a position
of having to find another affiliate and paying compensa-
tion, some of it up front,” Hurwitz says. “Unfortunately,
we were there sitting at the FCC, so they could take their
frustration out on us.” In a related decision, the FCC grant-
ed NBC’s request for more time to comment on the pur-
chase of WLUK-Tv. NBC said it needed more time to exam-
ine the record because SF had waited until the last minute
to submit important information to the agency. In a deci-
sion released last week, the FCC extended the deadline for
filing petitions te deny until Nov. 2.

100
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proposal.

“That’s not an empty threat,” said
one industry source, who thinks that
congressional interest in spectrum
fees will grow.

Certainly Markey’s comments
were discouraging to broadcasters.
But many observers were encouraged
by the speech given by FCC Chair-
man Reed Hundt later that day.

Hundt also mentioned the social
compact, but he did not link it to the
broadcast ownership review. Nor was
it a major focus of his speech. “It was
a much softer presentation,” one
broadcaster said.

The FCC chairman at one time
seemed willing to link a review of the

social compact with broadcast dereg-
ulation. But broadcasters who have
talked with him said he dropped that
idea, hoping instead to move quickly
on the ownership issue without tying
it to any particular quid pro quo.

Now, one source said, “it looks like
Markey has lifted the mantle from
Hundt and assumed it for himself.”

There’s an even greater concern
that Markey’s stand on the ownership
issue will lead to enough controversy
that Hundt, who told broadcasters he
doesn’t want to “get bogged down,”
will walk away from the issue.

The bottom line, according to one
broadcaster: “Next year is going to be
a difficult year.” |

MCI joins cable,
consumer VDT effort

Groups want FCC to establish cost allocation rules first

By Christopher Stern

ublic interest groups have joined
P forces with MCI and the Nation-

al Cable Television Association
to urge the FCC to slow down its
pending video dialtone decision.

The Consumer Federation of Amer-
ica and the Center for Media Educa-
tion called on the agency to establish
cost allocation rules before coming
out with new VDT egulations.

MCI said it joined the effort
because local access charges account
for 40% of its costs. The long-dis-
tance company supports cost alloca-
tion out of fears that it also will have
to carry the cost of VDT network
construction, MCI’s Michael Pelcov-
its said last week.

A Bell Atlantic spokeswoman said
the news conference announcing the
joint effort was part of the cable ind-
sutry’s ongoing campaign to delay
competition.

Both the telco and the cable indus-
tries have been anticipating new
VDT ground rules since June. The
advanced network systems will pro-
vide hundreds of channels on a com-
mon-carrier video platform.

Jeff Chester of the Center for Media
Education called on the FCC to estab-
lish rules to insure that the telcos do

not omit the poor and disadvantaged
when they roll out their video net-

works. Chester’s group, along with
several other public interest groups, in
May released a study of VDT applica-
tions, which they said showed a pat-
tern of economic redlining.

The National Association of Regu-
latatory Utility Commissioners also
joined the effort with a letter asking
the FCC to give local authorities
some powers over VDT. Currently,
VDT is regulated exclusively by the
FCC.

Bradley Stillman of the Consumer
Federation of America said the telcos
plan to spend $400 billion on upgrad-
ing their infrastructures. The com-
bined capital campaign will increase
regular ratepayers’ bills by $16 per
month, Stillman said. He called VDT
“the single biggest pocketbook issue”
facing consumers.

Stillman also praised House
Telecommunications Subcommittee
Chairman Ed Markey (D-Mass.) for
recent statements about VDT.
Markey has urged the FCC to adopt
cost allocation protections similar to
those he proposed in his failed
telecommunications bill.

“Markey has a solid understanding
of the issue and a real sensitivity to
what it means to cable and con-
sumers,” Stiltman said. He will be
“encouraging Congressman Markey

to become even more involved.” B J
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From the publishers of
Investing in Radio
fnvesting in Television
BiA's Radio Yearbook
BIA’s Television Yearbook

At last, with the click of a
mouse, you can quickly
and inexpensively
produce customized:

B Mail lists any way or time
you want;

W Searches and reports by
your chosen criteria;

B Detailed ratings, revenue
and deal analyses on
markets, groups and
stations;

B And much, much morel

"You have to see it
to believe it."

Booth #1701

World Media Expo
Los Angeles, Oct. 13-15

PUBLICATIONS

or call BIA for a free demo disk
and brochure: 703-818-2425
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NTIA faults receivers for radar interference

Study says C-band units are not sufficiently discriminating

By Chris McConnell

roadcasters may want to add
Bsome new equipment to their
satellite earth station receivers.
In a report on interference to earth
stations receiving signals in the 4 ghz
band, the National Telecommunica-
tions and Information Administration
(NTIAY says the current crop of C-
band receivers are highly susceptible
to interference from radar systems
operating in adjacent bands. Even
when radar systems are operating
hundreds of megahertz away from the
broadcast and cable band, NTIA says,
the high-powered signals can interfere
with the satellite earth stations.
“Several hundred megahertz away,

the interference prob-
lem not to spurious
radar signals but to
earth stations that are
not selective enough in §
choosing which signals
to amplify. The report
recommends that broad- |
casters experiencing
such interference buy a §
“preselection filter” for |
their dishes to block the §
unwanted signals. ‘

) Such unwanted radar Fiers are keeping interfer-
signals, broadcasters ence out of Satcom C-5 sig-

say, can cause serious nals, Florida broadcasters say. only to find a series of
audio gaps. “It was perfect or gone.”

problems—especially 1if the desired
signal is digital. Florida radio broad-

some cases. The radio
feeds, coming off the
GE Americom Satcom
C-5 satellite, were
knocked out completely
for fractions of seconds
by the interference.

“It completely blew
away the digital recep-
tion,” says Lloyd Berg,
chief engineer at wWuUsA-
FM Tampa, Fla. Berg
says his station would
play back tapes of the
downlinked material

“Digital is great up to the point it

this problem should not be happen-
ing.” says NTIA Assistant Division
Chief Robert Hinkle, who attributes

casters, who prompted the NTIA
work, reported interference into their
satellite feeds, every 9.8 seconds in

crashes,” adds wrLa{AM) Chief Engi-
neer Wilson Welch. “Then it’s terri-
ble.” Welch, whose station was taking

By Chris McConnelf

Avid Technology last
week closed its deal to
buy the news division of
BASYS Automation Sys-
tems and Sof TECH sys-
tems. The company said it
completed the acquisition
for a combined sum of
about $5.5 million in cash
and stock. Avid this week
plans to present a paper
on its strategy for incarpo-
rating the newly acquired
automation companies
into its existing nonlinear
editing business.

Another newsrocom sofi-
ware provider, AP News-
Center, will be providing
software for ABC news
bureaus worldwide. The
software, which runs on
standard PCs using
Microsoft Windows, is
used in managing, editing

Cutting Edge

' power DBS frequencies
. from another would-be

- provider of the service.

i Tempo said the new fre-
. quencies will allow

and producing news pro-
grams. AP NewsCenter
says ABC will use the soft-
ware to replace the majori-
ty of systems it now uses
to produce news.

Primestar Partners has
officially announced its
plans to migrate to high-
power DBS. The compa-
ny, which currently oper-
ates a medium-power ser-
vice, plans to use the

+ orbital frequencies

controlled by TCI
subsidiary Tempo
DBS Inc. Tempo
DBS last week pur-
chased 27 high-

Primestar to provide more

than 200 channels of pro-
graming. Tempe also has
contracted with satellite
builder Space Systems/
Loral for two satellites, due
for delivery in 1996.

The other U.S. direct-to-
home competitors,
DIRECTV and United
States Satellite Broad-
casting (USSB), last
week announced the “na-
tional availability” of the
Digital Satellite System
(DSS) used in receiving
their programing. The two
companies, which have
been introducing their
high-power DBS service to
various markets since
June, said more than
6,500 consumer
. electronics and
satellite stores na-
tionwide will sell the
RCA DSS system and
offer the DIRECTV and
USSB services. RCA also
said it hopes to produce
600,000 of the DSS sys-
tems by year's end. The

i three companies plan to

support the national rollout
with a $50 million advertis-
ing campaign.

TV/COM International
says its proposed North
American Digital Group
(NADG) will hold its char-
ter meeting in Washington
on Oct. 26. The group, to
consist of representatives
from programing, con-
sumer electronics, satellite
and cable equipment com-
panies, will discuss estab-
lishing digital compression
standards for North Ameri-
ca. TV/COM has tapped
the Advanced Television
Systems Committee
{ATSC) to document a
standard for “digital stan-
dard definition television.”
The ATSC currently is
woerking on the documen-
tation of a standard for
high-definition television.
At the first NADG meeting,
participants will discuss
the group’s scope and pur-
pose as well as the
ATSC’s role in the docu-
mentation effort.
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digital feeds of Paul Harvey and Rush
Limbaugh off the Satcom C-5, also
reported taking an interference *‘hit”
about every nine seconds.

Welch and other Florida broadcast-
ers attributed the problem to military
radar planes in the Gulf of Mexico.
One broadcaster said he was able to
track interference by calling other sta-
tions and comparing the reports of
interference to the flight paths of
planes flying out of an Arkansas base.

Although the source of undesired
signals was airborne radar in the case

of the Florida broadcasters, other
types of radar also pose a threat to the
C-band earth stations, NTIA’s Hinkle
says.

“The key point is that the interfer-
ence is due to inadequate receiver sen-
sitivity,” Hinkle says, adding that
almost any S-band radar with enough
power can create interference to the
earth stations, citing as examples
radionavigation altimeters and mar-
itime navigation radars.

In addition to recommending that
ecarth station “site personnel” install a

preselection filter to guard against the
radar signals, the NTIA says it is call-
ing on manufacturers to install the fil-
ters as a standard feature on new 4 ghz
earth stations.

Broadcasters installing the equip-
ment say the recommended cure
works. “It was magic,” says WUSA-
FM’s Berg, adding that the additional
equipment cost his station about $700.
WFLA’s Welch reports similar results
but says his station still receives occa-
sional “hits” in its digital signal from
maladjusted maritime radars. n

ATV group
targets August

By Chris McConnell

dvanced television planners are
A setting their sights on next sum-
mer.

Participants in the FCC’s Advisory
Committee on Advanced Television
Service (ACATS) hope to conclude
their eight-year transmission standard-
setting effort in August with a recom-
mendation to the commission. The
committee’s Technical Subgroup set
the target at a meeting last week during
which participants agreed on a sched-
ule for wrapping up the group’s work.

“We're beginning to see the end,”
said ACATS Chairman Richard Wiley,
although he did not rule out the possi-
bility of further scheduling changes.

The group’s current plan calls for
technicians at the Advanced Televi-
sion Test Center in Alexandria, Va., to
begin lab tests on the Grand Alliance
HDTYV system Feb. 21.

While those tests will focus on
high-definition picture quality, partic-
ipants last week also raised the con-
tentious issue of digital, “standard-
definition” television. Although the
Grand Alliance system includes no
specifications for digital, 525-line
pictures, participants in the seven-
company consortium maintain that
their system can support multiple data
streams of standard TV.

The companies still do not plan to
incorporate a “standard-definition”
specification into their system, but
Technical Subgroup Vice Chairman
Mark Richer said he will produce a
white paper specifying how the Al-
liance system could be used to deliver

such services. [ ]

|
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DIGITAL

FiLm-To-TAPE
TRANSFER

Our TeLecine Rooms are

equipped with the latest

Rank Cintel URSA's, DaVinci
Renaissance Color Corrector,
Time Logic Editing Controllers,
Pin Registration, Aaton and bar-
code readers for Kodak keycode!
We also use Accom's digital still
stores & noise reducers.

SYNDICATION SERVICES
F Transmission & Satellite
services to and from anywhere.

Of course, we do Video Duplication—
Anything from 2" to Digital Betacam.
Plus volume 1/2", 24 hours a day...

But there's more:

LAYBACK
SERVICES

We provide Aubio
LAYBACK services
to and from PAL
and NTSC to
and from both
DIGITAL
and
ANALOG
formats.

Our new audio
rooms feature
vari-speed
technology and
provide for high
guality laybacks
and quick
turnaround.

STANDARDS CONVERSION
Any format to any format, any
standard to any standard.

WPOST

1220 NORTH HIGHLAND AVENUE « HOLLYWOOD, CA 90038
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Eiassifiesds

See last page of classifieds for rates and other information

RADIO

HELP WANTED MANAGEMENT

@ABCI!ADIO NETWORKS

is accepting resumes for management and staff positions in the following areas:

We will be filling current and future openings due to expansion. We are seeking
experienced and talented individuals with Network or local radio background.

Capital Cities/ABC, Inc., an equal opportunity employer, offers excellent benefits,
opportunities for advancement and a new state-of-the-art North Dallas headquarters facility.

Send resume and cover letter indicating area of interest, salary range (mandaiory)
and relocation availability to:

610 WTVN-AM
PROGRAM DIRECTOR

WTVN, one of America's prermier Full Service
radio stations, is currently accepting applications
for the position of Program Director. You must
be able to exhibit a successful track record in all
phases of Full Service programming. You must
be able to bring to the “tabie” athorough working
knowledge of Research, Strategic Planning,
Marketing, and Management Skills in order to
motivate and develop a very talented group of
on-air professionals. Please send all pertinent
information to
Perry FREY,
PresiDENT & GeNerAL MANAGER,
WTVN Ravio,
1301 DusLIN Roap,

Corumsus, OH 43215,
All inquiries wil be held in the strictest of confidence, Thank you. EOE.

General Sales Manager - Highly rated, award win-
ning AM/FM combo in Mississippi Delta needs
your assistance. Il's time for us to advance to the
next revenue level If you can recruit, train and
lead a sales staff by example, send us your re-
sume. Compensation package, including incen-
tives, will reflect your abilities and experience. Min-
imum 5 years radio sales experience preferred.
EOE. Reply to Box 00131.

General Manager: Unigue opportunity to run well
capitalized start-up C-1 FM in Southwest lowa for
nonresident owner. Sole competitor is AM
daytimer. Comnpetitive salary and equity interest
for the right person plus the opportunity to live in a
very nice community with good schools. Send re-
sume and pay history to Stephen O. Meredith, 85
Glen Cross Road, Wellesley, MA 02181, EQE.

L

P.O. Box 515969, Dallas, TX 75251

(Please make nole of new maiting address)

« P.O. BOX IN PREVIOUS AD IS NO LONGER IN USE »

News Director - Looking for experienced news
person for WSQR - Dekalb, lllincis. Send resume
to Julie Thanepohn, WSQR, P.O. Box 67,
Sycamore, IL 60178. Fax (815) 899-3000. EEO.
Affirmative action.

General Sales Manager for Hot Country WNWN-
FM and Oldies WFAT-FM Kalamazoo/Battle
Creegk, MI. Must be an organized, proven leader
with ideas, who can take charge of a good sales
department and inspire it to excellence. Send re-
sume to: Bill Hennes, General Manager, 6021
South Westnedge, Kalamazoo, MI. 49002. EOE.

General Manager for New England AM/FM sta-
tions. Innovative sales leader with tremendous
people skills and the ability to develop and sustain
a sales organization a must. We're a great com-
pany offering a tremendous lifestyle, top pay and
benefits, and a great opportunity. Resumes and re-
ferences to Box 00139 EOE.

General Manager Position - Radio station in Tex-
as Panhandle, FM, AOR format, Class C station,
Organizational and sales skills required. An equal
opporiunity employer. Mail or fax resume to Meyer
Communications, inc., P.O. Box 3676, Springfield,
MO 65808, Fax: 417-868-7675. Phone: 417-862-
3990.

Eastern Long Island, New York, Duopoly, WBAZ
Southold-WLIE Bridgehampton seeks General
Sales Manager to provide intelligence, leadership,
hands-on revenue generation and general man-
agement potential. We'll provide competitive
salary, generous bonus, opportunity for equity,
and general management within two years. EOE. In-
terviewing at Convention. Call 516-765-1017.

General Manager for AM/FM in faniastic Midwest
growth market. Must be sales intensive and prog-
ressive, with track record in budget management,
sales performance, and marketing creativity. Qual-
ity group owner with big pay and benefils.
Minorities and women encouraged to apply. Send
resurne and references to Box 00138 EQE.

HELP WANTED SALES

NJ FM needs sales talent. Double-digit sales
growth, unduplicated format. $50K-$75K. Resume
to Box 00137 EOE.

International Syndication of Radio Pro-
gramming. Major entertainment company seeks
an experienced International Sales and Marketing
pro. We are looking for someone with (1) A proven
ability to close new business and (2) A solid track
record in International Sales. Knowledge of for-
eign markets and experience negotiating cash
and/or barter deals is invaluable. Foreign lan-
guage a plus. Some international travel. Base, com-
mission and excellent benefits. EOE. Resume and
cover letler to Box R1.

HELP WANTED TECHNICAL

Assistant Chief Engineer for Atlanta AM/FM com-
bo wanted. Must be computer literate, capable of
unsupervised set-up of digital audio remotes, main-
tenance of multiple studios and high power AM
and FM transmitters. This is not an entry level posi-
tion. Send resume with salary requirements to:
Chief Engineer, 209 CNN Center, Atlanta, GA
30303. Equal opportunity employer.

HELP WANTED NEWS

ProducerfAnchor, Immediate opening. The
person we're looking for knows how to lay oul a
fast-paced cast, is a great writer, and knows how
to communicate, on camera. One to two years ex-
perience preferred. Send tape (3/4" or VHS), re-
sume, and writing samples to: Jim Harmon, Eagle
Communications, P.O. Box 5268, Missoula, Mon-
tana 53808. No phone calls. EOE.

North Jersey FM needs experienced
newscasters for fill-ins. Tape, resume to: Jukebox
Radio, Box 888, Paramus, NJ 07653, Att'n: David
Matthau.

HELP WANTED PROGRANMIMING
PRODUCTION & OTHERS

Non-commercial WCAL (100kw FM serving Min-
neapolis/St. Paul market, #14 ADI) has an open-
ing for the full-time, salaried position of Music
Producer. Requires: Outstanding, seasoned ca-
pability in post-production of classical music for
broadcast of whaole concerts and excerpis; ex-
tensive experience in field recording of classical
music (or significant exposure and extraordinary
potential to be trained); strong communication and
organizational skills. Desirable: Advance expertise
in production of brief features (mostly arts related),
familiarity with digital auto technology, announcing
capability. BA preferred. Applications should in-
clude relevant work samples, e.g., tapes of record-
ings and productions. Successful candidate will
have affinity for public broadcasting mission, de-
sire to work with imaginative, dedicated team of
19 {full-time). WCAL, America's first listener sup-
ported station, offers excellent salary and benefits
and an outslanding technical facility. Applications
received by October 31 will receive fullest con-
sideration. Resume and work samples (which will
not be returned) to: Assistant Director of Person-
nel, Sl Olaf College, 1520 St. Olai Avenue,
Norihfield, MN 55057. EOE/AA.

Morning Show Producer. Minimum 3 years ex-
perience in radio. Good technical production skills,
Must be able to demonstrale broadcast writing abili-
ty. Assist Morning Show Team with show prepara-
tion and production. Submit resumes to: KSTP FM
(KS85), Amy J. Stedman EEO - 12694, 3415 Uni-
versity Avenue, St. Paul, MN 55114. No phone
calls please. Equal opportunity employer.
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SITUATIONS WANTED MANAGEMENT

CLASSIFIEDS

SUCCESSFUL TALK,
NEWS, FULL SERVICE
PROGRAM DIRECTOR

Major market pro available (o join your team

¢ Guided Several Major Markel Suceesses

v All Stations Increased Ratings And Revenue

v Architect Of Amcrica’s Hotlest And Most
Taiked About Talk Station

¢ Several National And International News
And Programming Awards

v Extensive: Research, Sirategic Planning,
Marketing, Expense Management

v Excelient Coaching And Management Skills
CALL 800 864 - 9469

Problems with ASCAP, BMI, SESAC? Fees t00
high, audit claims, annual and per program re-
ports. Call for help today. Bob Wamer 609-395-
7110.

Hands on GM, over 20 years experience includ-
ing ownership. Urban my specialty. Absentee
owners look no further. Will consider consulting.
Prefer Top 100 market. Reply to Box 00134.

Knowledge and solid business approach to re-
versing low ratings and revenue is this GM's
specialty. Lel's communicate now. Reply to Box
00135.

ON-AIR PROMOTION
MANAGER W

DIRECTV, Inc., a unit of GM Hughes Electronics, is North America's
first high-powered, direct-to-home satellite service, offering up to 150
channels of premium entertainment programming via a small 18-inch
sateliite dish installed on homes throughout the U.S.

We are seeking an individual to assist the Dirsctor of Program Planning and
Promotion. Responsibilities include the daily management of on-air promotions
which include pay-per-view movies, special events, sports, etc.; generate
menthly work order; coordinate production schedules; and overses special
production projects.

This is an extremely hands-on, detail-oriented position requiring muttiple task
juggling and the ability to work in a fast-paced environment with multiple exter-
nal and internal departments. Viable candidates must have a minimum of 5-10
years broadcast, pay television, home video or studio experience. Strong on-air
prometion or theatrical trailer production experience is essential. Excellent pre-

SITUATIONS WANTED PROGRAMMING
PROMOTION & OTHERS

PD or Operations Manager for Oldies or AC. Ex-
perienced. Computer-literate. Let's talk! Jim
Ayers. 404-933-0147.

sentation, oral and written communication skills are required.

DIRECTV offers an exciting compensation and flexible bengfits package, along
with a rare opportunity to make a major impact in a developing industry. For
immediate consideration, please send your resume with salary history to;
DIRECTV, Inc., Attn: Employment-CL, P.O. Box 915, RE/R8/N301,

El Segundo, CA 90245. An Equal Opportunity/Afiirmative Action Employer.

DIRECTV.

SITUATIONS WANTED ANNOUNCERS

Play-by-Play, color, sideline coverage and gener-
al sports reporter looking for the high school/
college entity in search of major sports experience
with personality. Ten years experience. Location
not a problem. Tape and resume upon request.
Please calfl (912) 488-2475 for Mike.

Jazz Radio Announcer. Looking to relocate back
to the US. Currently presenting “Jazz Now and
Then” on the BBC World Service radio. Green
Card available. Contact George Reid, telephone
(Engiand) {44) 81 968-9630.

TELEVISION

HELP WANTED MANAGEMENT

TV News Assistant News Director/Assignment
Manager. Need a seascned, competitive
newsroom leader with strong writing and man-
agement skills to guide aggressive weekday cov-
erage from story selection through final product
oversight in computerized newsroom with multiple
live trucks and bureaus. No beginners, no phone
calls, no faxes. Send letter, resume and 3/4 or
VHS tape. Enclose self-addressed stamped
envelopa for tape return. Send to: Asst. ND,
WVIR-TV, 503 East Market Street, Charlottesville,
VA 22902. EQE.

Business Manager: Top Fox affiliate located in
the Gainesville-Ocala market is seeking an expe-
rienced hands-on Manager to replace the current
manager who has been promoted within the com-
pany. This person will be responsible for the com-
plete financial management of the station includ-
ing preparation of budgets, monthly reports and
audits, as well as managing the accounting and
traffic departments. Must be computer literate and
be able to meet deadlines. Please send resume
and salary requirements 10 Robert Salat, Vice
Presiden¥General Manager, WOGX-TV, P.O. Box
3985, Qcala, FL 34478. Women and minorities
are encouraged to apply. EQE.

Marketing/Promotion Director. We're looking for
an organized individual with excellent leadership
skills to manage our promotion department. The
successful candidate must have strong on-air
creative skills and sales promotion experience.
The successful candidate will be an individual com-
mitted to continued excellence in the promotion of
Albuquerque's #1 television station. A desire for
mild weather and breathtaking Southwestern sun-
sets is helplul, but not required. Resume and cov-
er letter stating salary requirements. No phone
calls, please! Peter Smith, VP/Promotion, Pulitzer
Broadcasting Company, 101 South Hanley Road,
Suite 1250, St. Louis, MO 63105-3428. Women
and minorities are encouraged to apply. Equai op-
portunity employer.

" For all your Classified ﬂgeds
. Call Antoinette Fasulo N
200 2006301

Creative Services Director. WVIT, Connecticut's
NBC station seeks overachievers with successful
track records including at least two years as pro-
motion manager or senior promotion producer at a
major market broadcast station promoting news.
Responsibilities include overseeing all on-air pro-
motion, advertising, graphics, publicity and
strategic planning for the station including a
dynamic news organization and new LMA venture.
Resumes and tapes to Al Bova, VP/General Man-
ager, 1422 New Britain Avenue, West Hartford,
CT 06110. EQE.

Industry Affairs Manager. Lead broadcast indus-
try affairs at the digital television industry leader.
Represent DIRECTV in broadcast and consumer
electronics (CE) standards development. Develop
strategies for all standards bodies. Provide in-
ternal continuing education. Coordinate in-
tellectual property (IP) issues. Provide expertise to
evolution of the DIRECTV digital infrastructure. Re-
quires at least 10 years broadcast or CE lead-
ership. Knowledge of standards and P issues.
Send resume {o: DIRECTV, Inc., Attr: Employ-
ment-JJG, P.O. Box 915, RE/R8/N301, EI
Segundo, CA 90245. Proof of legal right to work in
U.S. is required. Equal opportunity/affirmative ac-
tion employer.

WKBN AM/FM/TY, CBS affiliate in Youngstown,
Ohio, seeks senior managet for Director of Market-
ing. Extensive skills in management, planning and
sales required, Responsible for advertising, promo-
tion, special events, community service, and re-
search functions. Agency and broadcast experi-
ence desirable. EOE. Send resume to J.D.
Williamson I, WKBN, 3830 Sunset Boulevard,
Youngstown, OH 44512. No phone calls please.
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Local Sales Manager. Challenging opportunity
for a highly motivated team player to join Chica-
go's new independent television station. Candi-
date will possess excellent people skills and
strong discipline-work ethic. Must be organized,
creative and have a minimum of 5 years experi-
ence in local sales or station management. A
talent for generating non-traditional revenue
streams and local sales promotion excellence is a
plus. Resume: Julie Bermudez, Director of Sales,
WCIU-TV, 141 West Jackson Boulevard, Chicago,
iL 80604. EOE.

WSVI-TV, the only commercial television station in
the U.S. Virgin Islands is seeking a General Man-
ager. Applicants must have small market local and
national sales and management experience, must
be a leader whe is able to create and execute
budgets; must have a stable track record and
good interpersonal skills. Only applicants who are
genuinely willing to relocate 1o the Caribbean
need to apply. Benefits will include salary and com-
mission over-ride. EOE. Send resume and salary
requirements to: General Manager, WSVI-TV,
P.O. Box 7112, Sunny Isle, St. Croix, U.S. VI
00823.

Operations Manager - WMAR-TV is seeking a
talented and experienced manager with the pro-
ven leadership abilities to manage this dynamic
station's programming, production, creative ser-
vices, public relations and community affairs.
Team-building skills are essential, as well as the
ability to be heavily involved in the community.
Our operations manager must have a thorough
grasp of FCC rules and regulations and be able to
assist the general manager in a wide range of sta-
tion matters. Send resumes only to Brenda Mus-
tian, WMAR-TV, 6400 York Road, Baltimore, MD
21212. WMAR-TV is an equal opportunily
emplayer; women and minorities encouraged to
apply.

Engineering Manager - Solid project manage-
ment skills including facilities construciion and
equipment installation; high level of computer lit-
eracy in station automation and newsroom
systems; knowledge of FCC rules and regulations;
intimate knowledge of station operations with
strong news emphasis. 10 years experience (at
least 5 in management) in major market broadcast-
ing facility; exceptional communication, in-
terpersonal, and organizational skills; strong capi-
tal budgeting and inventory management skills
essential. Send resume to Jim Chase, KYW-TV, In-
dependence Mall East, Philadelphia, PA 19106.
EOQOE. M/F, ADA.

HELP WANTED NEWS

WOIO/WUAB in search of one News Promction
Producer with minimum 3 years broadcast promo-
tion experience, heavy emphasis on news; and
one promolion writer/producer with minimum 2
years broadcast promotion experience. College
education and good writing skills required. Produc-
lion experience preferred. Job available immedi-
ately. Send resume and tape to Judy Hackett,
General Markeling Manager, Channel 19, Inc.,
WOIO Channel 19, 2720 Van Aken Boulevard,
Cleveland, Ohic 44120. Equal opportunity
employer.

Reporter, WYFF, the NBC affiliate in Greenville,
SC is searching for a great storyteller with ex-
cellent live skills who knows what it means to en-
terprise and can demonstrate it on tape. College
degree and at Jeast two years experience. Tapes/
resumes to Human Resources Manager, WYFF,
P.C. Box 788, Greenville, SC 29602. EOE.

— CLASSIFIEDS

thallenging projects.

takes?

and Digital Disk Recorders.

and personality o communicate that fact.

arganization in the business.

Reasonoble real estate. Wonderful lifestyle.

reel in strictest confidence fo:

ARE YOU THE JOE MONTANA
OF SENIOR EDIT

NFL Films is ready ta droft an All-Pra coliber seniar level Videotape Editar, with 5 to 7 years of
anline editing experience. You'll join a team of highly-skilled Senior Editors working on a variety of
Fram original TY programs to commercials, music videos, infomerdials,
instructiongl videos and corporcte image pieces.

= An extensive knowledge of digital effects, multi-layer compositing, Digital VTRs, DVEs
o A team ployer wha doesn’t treat ciients like appanents, and has the verbal skills, tact

= An All-Star without an aftitude, who hasn't lost that “rookie enthusiasm”. Willing to
share ideas and experience with younger players.

If yau're our Number One draft pick, you will be campensated actordingly, ond work with the best

= Humanistic, family atmasphere. Politics are discouraged. Quality ond innovetion encouraged.
* Unparalleled financial stability with the resources and commitment fo remain competetive.

= A career opportunity with all NFL benefits including health, disability and pension plan.

= 70,000 sq. ft. facility 15 minutes from Philadelphia and beautiful suburbs. Low taxes.

If you're a senior level editor who's no ardinary Joe when it comes to editing, send yaur resume and

Operations Department, NFL Films , 330 Fellowship Road, Mt. Laurel, NJ 08054.
PLEASE, NO PHONE CALLS!
EQE

NELFILMIS

ORS?

As well as foothall. Do you have what it

Are you one of the best reporiers in the busi-
ness? i so, you'll work well with the rest of our
team. Exiremely committed and well-equipped
CBS affiliate in one of the most competitive
markets in the country is looking to add to its
already great reporiing staff. Aggressiveness, en-
terprise and a demonstrated ability to humanize
the story are the requirements for this general
assignment position. If you've got these talents
along with at leasl three years experience, please
send non-returnable tape and resume to: Phil Bell,
Executive Producer, WTVF, 474 James
Robertson Parkway, Nashville, TN 37219. WTVF
is an equal opportunity employer and encourages
applications from members of minority groups. No
phone calils, please.

News Producer. Oversee the writing and various
production elements of fast-paced, highly visual
daily newscasts. Must have excellent writing, or-
ganizational and pecple skills. Prior experience pro-
ducing daily newscasts required. Send resums, non-
-returnable broadcast beta or 3/4" tape and letter
explaining how you would do the job (no calls) to
Edward B. Schimmel, Assistant News Director,
WPVI-TV, 4100 City Line, Suite 400, Philadelphia,
PA 19131. EOE.

Has videotape editing got you down? It doesn't
have to be a thankless job. Nashville's leading
news station is looking for a Chief Videotape
Editor to manage our newly renovated editing
area. If you are an experienced videotape editor
with leadership ability and ideas ready to be
listened to in a teamwork environment, send a non-
-retumable tape and resume to: Phil Bell, Execu-
tive Producer, WTVF-TV, 474 James Robertson
Parkway, Nashville, TN 37219. No calls, please.
WTVF is an equal opportunity employer.

TV News Evening Anchor. Camera charisma
isn't enough. You also need solid writing and re-
porting skills. Will produce and anchory our primary
newscasts at 6 and 11 pm weeknights. 3 years pro-
fessional on-air work required including experi-
ence in producing and anchoring half-hour
newscasts. No beginners, no phone calls, no fax-
es. Send letter, resume and 3/4 or VHS tape.
Enclose self-addressed stamped envelope for
tape return. Send to: Evening Anchor, WVIR-TV,
503 East Market Street, Charlottesvilie, VA 22902,
EOE.

Sports Producer. Oversee production of fast-
paced, highly visual sports segments of daily
newscasts. Successful applicant must be able to
create and write interesting features and daily
sports news. Prior broadcasting experience and
strong knowledge of sports required. Beta video
editing ability a plus. Fiexible hours, including
nights and weekends. Resume, non-returnable
broadcast beta or 3/4" tape and letter detailing
your qualifications (no calls) to Edward B. Schim-
mel, Assistant News Director, WPVI-TV, 4100 City
Line, Suite 400, Philadelphia, PA 19131. EOE.

On-Line Editor. WPIX, Tribune Broadcasting's
flagship television station in New York, is locking
for a Promo Editor. We are looking for a techno-
artist with a flare for graphic design. You should
know D2, 1*, Beta, Sony 9100’s, 8000's, DME
5000's, Grass Valley 100’s, and DPM 700's. The
Quantel Paint Box and Picture Box along with the
DFX are at your disposal too, If you combine
technical mastery and creativity, come see our
toys. WPIX is an equal opperiunity employer.
Send resume and demo reel (not returnable} to:
WPIX, Inc., 220 East 42 Sireet, New York, New
York 10017. Employment E.
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TV Sports Reporter. Community, High School
and College sports. Write, shoot and edit. Possi-
ble anchoring and play by play. Rush resume/tape
1o Gary Brauer, KNKT, 222 West Sixth Street,
Junction City, KS 66441. EQE.

Newscast/Production Director: Position avail-
able immediately at WTLV Jacksonville. Applicant
must be experienced in directing live newscasts
and facilitating the production of commercials, pro-
motions and special projects. Send resume to
Mike Baer, Production Manager, WTLV, P.Q. Box
TV12, Jacksonville, FL 32231. Gannett. EOE.

Promotion Writer/Producer. KETV has an im-
mediate opening for a writer/producer with two
years experience in television promolion. We're
an aggressive depariment with a great news
product and a plan on how to promote it. Send re-
sumesf/tapes to Phil Clark, KETV, 2665 Douglas
Street, Omaha, NE 68131. No phone calls please.
EQE.

Anchor/Reporter needed for African-American
public affairs program. Position requires skills in
field productions, news, writing, and beta editing.
Send resume and lape to Prince Wooten, CN 777,
Trenton, NJ 08625,

Anchor/Producer/Reperter and Photographer
sought by Mid-Atlantic ABC affiliate. Anchor must
have 2 years on-air experience. Photographer/
editor must have 1 year newsroom experience, be
creative, excellent editing skills and live truck ex-
perience a plus. Send non-relurnable tapes on 3/4”
to: Neil Bayne, ND, WMDT-TV, P.O. Box 4009,
Salisbury, MD 21803-4009. EOE/M-F. No phone
calls.

Anchor/Reporter. WIS, the dominant TV station
in South Carolina’s state capilal, is looking for so-
meone to anchor our hour-long Saturday morning
newscast as well as to work as a general assign-
ment reporter. Previous TV reporting and anchor-
ing experience required. Send non-returnable tape
and resume to Randy Covinglon, WiS-TV News
Director, P.O. Box 387, Columbia, SC 28202.
EOE.

KTVT-TV, the CBS affiliate in the 8th market, is
dramatically expanding its news operations. We
are hiring the following people: 1) Assistant News
Director, 2) Anchor/Reporters, 3) Meteorologists,
4) General Assignment Reporters, &) Sports
Photographer/Reporter, 6) Sports Anchor/
Reporters, 7) Producers, 8) Associate Producers,
9) Photojournalists, 10} Videotape Editors. We
want aggressive, talented and experienced people
who understand contemporary broadcast journal-
ism. Send tape and resume lo: News Director,
P.O. Box 2495, Fort Worth, TX 76113. No phone
calls please! We are an equal opportunity
employer!

News Producer. Denvers NBC 0O&0, KCNC,
seeks experienced, crealive news producer.
Absolutely no tapes or phone calls. Send resume,
stalemeni of your production philosophy, sample
rundown and three wriling samples that reflect a
variety of story types. Mail lo: John Haralson,
1313 Williams #901, Denver, Colorado 80218.
EOE/MF,

News Producer-- For #1 early newshour in top
100 market. Applicants should write well, edit tape
and stack show; newsroom compuler experience
preferred. Resume before October 21 lo Judy
Baker, WCYB-TV, 101 Lee Street, Bristol, VA
24201. No phone calls. EQE/M/FH.

WLNE-TV seeks an Experienced Photo-
journalist. Are you the very best photographer in
your newsroom? The one every reparter wants to
work with? WLNE-TV 6 News is looking for a full-
time photojournalist for its award-winning team.
Applicants should have at least three years' pro-
fessional experience in local television news.
We're looking for somecne who brings a “48
Hours Flair” to a tough, competitive market. Send
tape and resume to: Scott James, News Director,
WLNE-TV, 10 Orms Street, Providence, Rl 02904.
No phone calls please. WLNE is an equal op-
portunity employer.

News Photographer. Fox 45 News At Ten is look-
ing for a Photographer to join our talented staff of
NPAA award winning photojournalists. If you're a
creative shooter who knows how to use pictures
and not sound to tell stories, we want to see your
tape. Qur pictures stand out from the rest..yours
should too. Send tape and resume 1o: Joe DeFeo,
News Director, WBFF-TV, 2000 Wesl 41st Street,
Baltimore, MD 21211. No phone calls, please.
EOQE.

Need dynamic Weekend Anchor for regional
powerhouse station in South. Musl be strong com-
municator with great delivery, as well as a good re-
porter and writer. Lots of “live” work for this work-
ing anchor person. 3-5 years experience. Tape/
resume to: Martha Smith, Business Manager,
WTVM-TV, P.O. Box 1848, Columbus, Georgia
31902-1848. EOE.

Executive Producer - KABB, in beautiful San An-
tonio, TX (Market 39} is starting a News Depart-
ment from the ground up and we need the best
We're seeking an E.P. with a special talent for writ-
ing. graphics, and formats to be second in com-
mand to the News Director. If you think you have
what it takes, have at least 4 years line producing
experience, are a take charge person with great
people skills, and have a high energy level, send
your resume, references and non-returnable VHS
tape to: KABB-TV, News Director, 4335 NW Loop
410, S.A., TX78229. No calls or faxes, please. An
equal opportunity employer.

Desk Assistant: Entry-level position for an
energetic, self-starting, highly organized individu-
al. Responsibilities include script organization, file
tape distribution and other general newsroom func-
tions. Previous newsroom experience a plus.
Send resurne to: Bart Feder, WABC-TV, 7 Lincoln
Square, New York, NY 10023. No phone calls or
faxes please. We are an equal opportunity
employer.

Entertainment Reporter wanted to cover the
Night Scene in New Orleans. Qur person is off to
Los Angeles and we are looking for someone who
can step in and cover “The Big Easy.” Send re-
sume and tape to Tom Rosenbaum, News
Director, WVUE-TV, 1025 South Jefferson Davis
Parkway, New Orleans, LA 70125. No calls
please. EOE, M/F,

KETV, Omaha, Nebraska, has an immediate
opening for a specialty reporter to cover stories on
government mismanagement, fraud and waste.
Qualified individual will have at least three years
broadcast news experience with demonstrated in-
vestigative ability. Must be thorough and creative.
This is a high profile position. Applicants must
have extensive on-air and live background. A col-
lege degree is required. Send resume and non-
returnable tape to: Rose Ann Shannen, News
Director, KETV, 2665 Douglas Street, Omaha,
Nebraska 68t31. ECE.

A LA S S 1IF 1 E D S

Missouri affiliated television station expanding
news department. Accepling applications for:
Weekend anchor/reporter; weekend weather/news
reporter; videographers (2); reporter. Minimum
three years commercial TV news experience. Re-
sumes and non-returnable tapes to Box 00128
EOE.

Co-Anchor. Named the Best Newscast in Florida
by the Associaled Press, Fox News at Ten needs
a Co-Anchor for the Weekend Newscast. Three
years experience, college degree preferred. No
phone calls please. Send non-returnable tape and
resume to: Mark Pierce, Stalion Manager, WFTX-
TV, 621 SW Pine Island Road, Cape Coral, FL
33991. We are an equal opportunity employer.

Anchor: Are you extremely credble and knowl-
edgeable, have a mature yet youthfully vigorous
presence, at least 3 to 5 years experience, ready
for a top 20 market, write well, enjoy writing your
own copy as well as reporting, like 1o be part of a
team and can complement our female anchor?
Send letter, resume, references, salary history
and tape to Box 00136 EQE.

NBC Affiliate, WNDU-TV is looking for a creative,
energetic photojournalist who loves his/her work.
We need a photojournalist who likes doing
packages with a reporter and alone, comes up
with story ideas, and wants to be a part of a win-
ning team. One year experience shooting news re-
quired. Send your resume, references and non-
returnable reel to: The WNDU Stations, Position
#00105, Altention: Human Resources Manager,
Box 1616, South Bend, IN 46634. No phone calls
pleasel

WVTM-TV, a NBC affiliate, in Birmingham, Ala-
bama has the following job openings. 1) Tape
Edilor Part-Time. Edit video tape for daily
newscasts. College degree preferred, broadcast-
ing experience. 2) Weekend Producer AM. Pro-
duce weekend AM. newscasts, fill in weekdays.
College degree. 2 years broadcasting experience.
3) Anchor/Reporter Weekend A.M. Anchor 8 A.M.
newscasts weekend reporting 3 days per week.
College degree. Two years experience. 4} Pro-
ducer Weekend P.M. Produce weekend 5 and 10
P.M. newscasts, fill in produce as required. Col-
lege degree. Two years experience. 5) Associate
Producers Part-Time. Assist weekend and week-
day newscast producers with all aspects of news.
College preferred. 1 year in broadcasting. EOE.
Send resume to: Kerry Oslund, News Department,
WVTM-TV, Inc., 1732 Valley View Drive, Birm-
ingham, Alabama 35209.

Wanted - Editors: Fast growing, well-established
Post Production House in Bristol, CT is looking for
experienced editors for National and International
clients. Sony 8100, GVG Switchers, D-2, DPM-
700, Infinit!, and Avid. Please fax resume to (203)
584-4130.

HELP WANTED TECHNICAL

Maintenance Technician with five years experi-
ence in hands-on, component level troubleshool-
ing broadcast equipment including Sony Beta
VTR's, Odetics library machines, Panasonic D3
VTR's, and other state-of-the-art equipment. Ex-
perience in digital video switchers and DVE's
necessary. Familiarity with petsonal computers
and local area networks a musl. FCC license or
SBE certificate required. Send resume to Jim
Chase, KYW-TV, Independence Mall East, Phila-
delphia, PA 19106. EOE, M/F. ADA.
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Chief Engineer. Central lllinois' fastest growing
Fox affiliate is looking for an individual with a
strong engineering and management background.
Seeking a hands-on Chief Engineer with transmit-
ter, and studio R&M. FCC license and knowledge
of FCC rules and regulations required. Send re-
sume/salary requirements to: General Manager,
WRSP-TV, 3003 Oid Rochester Road, Springfield,
IL 62703 or fax (217) 523-4410.

Maintenance Tech: Must be capable of trou-
bleshooting studio equipment. Requires FCC
General Class License. SBE certification desira-
ble. Shift position. VHF iransmitier operation ex-
perience a plus. Send resumes only, no phone
calls please, to Mr. Ken High, C.E., KAMR-TV,
Box 751, Amarillo, Texas 79189. Female and mi-
nority applicants are encouraged to apply. KAMR-
TV is an EQE.

Engineering Maintenance Technician: CBS af-
filiate has an immediate opening for an Engineer-
ing Maintenance Technician. Mostly Grass Valley
and Sony equipment. Applicant should have a
minimum two years experience repairing broad-
cast systems, with strong emphasis in the repair
and alignment of News ENG equipment. SNV and
personal computer experience a plus. Applicanl
should have FCC General Class License, SBE
certification or Associates Degree in electronics.
Send resume, salary requirements to Michael De-
Wire, Chief Engineer, WTVR-TV, 3301 Wesl
Broad Street, Richmond, VA 23230. No phone
calls. M/F/EQE.

Chief Engineer WLFL-TV. individual must be
highly qualified in studio and transmitter main-
tenance and installation. Will be responsible for
staffing, supervision, budgeting and planning.
Must be computer literate and have strong man-
agement and interpersonal relations skills. Send
resume to Don Ingram - Chiet Engineer, WLFL-TV
Fox 22, 1205 Front Street, Raleigh, NC 27608, No
phone calls please. EOE.

WSAZ-Television 3, a division of Lee Enterprises
and a top NBC affiliate, has an immediate opening
for a Manager of Engineering. Responsitilities in-
clude the administration of personnel and equip-
ment in the Engineering Department and the pro-
per operation of the station in accordance with
SOP and FCC rules and regulations. FCC Gener-
al License or SBE certification required. Five years
previous experience in electronic equipment repair
with emphasis on television preterred. Five years
previous experience with management of person-
nel, budgeting and planning required. A thorough
understanding of personal computers and com-
puter networking required. A commitment to ser-
vice and quality, as well as strong interpersonal
and communications skills is essential. Please
send resume to: Jill DeKeyser, Human Resources
Manager, WSAZ-Television 3, 845 5th Avenue,
Hunlington, WV 25701, WSAZ-Television 3 is an
equal opportunity employer.

HELP WANTED PROGRAMMING
PRODUCTION & OTHERS

€XECUTIVE PROPUCER
-Special News Program

To head unit looking at life in the

community as it has never been done

before. :

Must be experienced, creative,

fearless and able to prove it.

Send . non-returnable tapes and
resumes to:

News 15-Special News Programs |
“ KNXV-TV |
4625 5. 33rd Place
Phoenix, AZ 85040
No calls please. €0E.

RACING PRODUCER

Producer/director with experience in live and
packaged horse racing productions. Must have
full command of all levels of modemn
production techniques, including program
formatting, editing and graphic design. Must
also have strong management/organizational
skills and workingknowtedge of the capabilities
of state of the art technical equipment. High
production stanclards a must.

STEVE SCHWARTZ,
Box C-200
EasT RutHErRFORD, NJ 07073

Programming Assistant. If you're interested in
assisting the Program Manager in the nation's
third largest market, here's the deal. WCHKJ has an
immediate opening for a programming assistant.
To qualify you must have some background of
programming operations. Send resume to Dave
Ward, wWCIU-TV, 141 West Jackson, Chicago, IL
60604. EOE. (No phone calls please.)

Special Projects Producer. WVIT-TV News -
Must be able 1o supervise and manage simulia-
necus projects and do investigative stories,
newscasi producing. Resumes to Steve Schwaid,
News Director, 1422 New Britain Avenue, Wesl
Hartford, CT 06110. No calls. EOE.

Production Company seeking motivated self-
starter to fill opening as producer. Qualified candi-
date must have 2 years experience magazine
format production and ability to produce segments
from beginning to end. Experience with Betacam,
Sony BVES10 and Dubner Character Generator
preferred. Send resumes and tapes to: Karl
Kirschenman, Production Manager, Envision
Broadcast Productions, P.O. Box 2401, Sedona,
AZ 86336.

"WE’LL GIVE YOU
: VISA

rwe

Antoinette Fasulo 245 West 17th Street New YQ[KJ NY 10011

. MC

I Fax: 212-206-8327 or mail to:

"ALL THE CREDIT
AMEX

e C LA S S IFIE DS

WFSB-TV, Hartford has an opening for design
director. Quantel, sgi 2-d and paint, infinit, k-
scope are some of our toys. It's a fast paced
environment and we need someone to oversee
the look of our station, set design, print, supervise
staff and pilot us into the 21st century. WFSB-TV
is a Post-Newsweek Station and EOE. Send re-
sumes to Don Graham, 3 Constitution Plaza,
Hartford, CT 06103-1892.

Video 8/KPTS - TV. Producer/Director. Seeking
an aggressive, self-starting Producer/Director. A
creative thinker and team player with strong “peo-
ple skills.” A professional video production com-
municator who truly enjoys his/her work. An idea
generator with strong visualization and conceptual
skills, willing to develop and oversee several video
projects al one time. Primary duties/
responsibilities include proposal deveiopment,
scriptwriting, producing, directing and editing of
training and marketing industrial video produc-
tions. Associative knowledge and capabilities in
videography, lighting and audio. College degree or
equivalent with minimum of 4 years paid full-time
experience. Send letter of application, resume, re-
ferences and VHS production tape to Carl
Chance, KPTS-TV, 320 West 21st Street, Wichita,
KS 67203. Open until October 31, 1994. EOE/AA.

Designer... Midwest ABC affiliate looking for out-
standing Designer. Two years Paintbox experi-
ence wilh news and promotion graphics. Send re-
sume and tape no later than October 18 to Jeff
Patterson, Art Director, KAKE-TV, P.O. Box 10,
Wichita, KS 67201. No phone calls. EOQE.

Broadcast Designer. KARE Television is locking
for a full time motivated enthusiastic graphic de-
signer. Must be able to create distinctive, conlem-
porary graphic design for print, animation and on-
air graphics for promotion and news. Must also be
a team player and be able to handle deadlines. 2-
4 years experience in graphics is requested. Col-
lege degree is necessary. Hours could wvary.
Please provide resume and non-returnable tape
to: Roger Becker, Design Director, 8811 Olson
Memorial Highway, Minneapolis, MN 55427. No
phone calls please. We are an equal opportunity/
affirmative action employer. Women and
minorities are encouraged to apply.

Graphics Designer. WCIU, Chicago's newest in-
dependent station is seeking an experienced
graphic designer for work on all on-air and print
projects. Must be able to compose ads, one sheet,
etc. on desktop as well as operate a video toaster
or comparable video graphics system. Must work
fast and meet deadlines. Send tape, samples and
resume. Reply to Box 00141 EQE.

Account Executive. WCIU-TV Chicago's new in-
dependent television station is looking for an ex-
perienced local salesperson. If you have a mini-
mum of 3 years local sales experience, are a team
player who is willing to accept chaltenges, can de-
velop new business, is creative. If you also have ex-
cellent communication skills, send your resume to:
Dirsctor of Sales, WCIU-TV, 141 Wesl Jackson
Boulevard, Chicago, IL 60604. EOE.

3-D Animator. We are looking to add an
animatorfartist to our creative staff. The successful
candidate for this position must have at least three
years of post college experience working in a com-
ptete film/video production company. Experience
with 3GI: Softimage is a plus. Please send re-
surne, demo reel and salary requirements to: Jim
Dornety, General Manager, Venture Productions,
16505 NW 13th Avenue, Miami, Florida 33169/
Fax 305-621-0803.
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HELP WANTED SALES

Are you at a dead end selling dead air? There is
more money, freedom and security if you can han-
dle steady regional travel presenting polished
multi-media advertising campaigns to car dealers.
DMA-based territories open nationwide. Join an in-
novative company with a solid national reputation
for quality production and results. Submit resumes
and earnings goals to: ECI, 301 Canberra Court,
Hermilage, TN 37076 or Fax to 615/254-8925.

Account Executive. Sell and service local
advertisers and agencies. Maintain and improve
bifling levels of existing accounts within station
pricing policies, as well as the development of
new accounts. There will be heavy emphasis on
sale of special programming and promotions and
the development of new and existing retail ac-
counts. Minimum of 2 years previous lelevision
radio and/or ad agency sales experience, and/or
college graduale with courses in advertising,
marketing, business or economics. Available im-
mediately. Conlacl: Jerry Harbin, Local Sales
Manager, WRTY, 1330 North Meridian Street, In-
dianapolis, IN 46202. Equal employmeni opporiuni-
ty. M/F.

Account Executive, KLJB Davenport. If you
have TV sales experience, are computer literate,
possess analytical skills, are aggressive, have a
great attitude, can grow existing accounts and de-
velop new business, and want to learn and eamn,
rush your resume to: Matt Pryor, GSM, KLJB-TV,
937 Easl 53rd Street, Davenport, 1A 52807. EQE.

TV Sales Account Executive. Medium market
Southeastern affiliate has immediate opening for
an innovative, dynamic and experienced TV Sales
Rep who excels at agency and direct business
and can sell special projects to both. We offer ex-
cellent lifestyle, compensation, and the most com-
prehensive sales toocls/tesources to be found
anywhere. Reply to Box 00107 EOE.

Supervising Producer/Writer. Superb wriler,
strong producer/director, 5-7 years experience in
high-end industrial production to oversee agency
video, concept, scripting, creative. Television ex-
perience a pius. Resume, tape, salary require-
ments and references. Reply to Box 00140 EQE.

Producer/Director - Need versatife and crealive
person to work with creative services team. Must
be able to oversee and execute commercial pro-
ductions from concept 1o completion. Candidates
need experience in all aspects of video production
including: copy wriling, local photography, editing,
etc. Must work well with clients. Must be willing to
work flexible hours including weekends and holi-
days as required. Applicanls should forward in-
quiries to Bill Gilbride, Production Manager,
WALB-TB, P.O. Box 3130, Albany, GA 31708-
3130. ECE.

HELP WANTED PROGRAMMING
PROMOTION & OTHERS

Topical News Promotion Producer. Immediate
opening in Promotion Department of local network
affiliate. Responsible for writing and producing dai-
ly topical news promotion. Individual will work close-
ly wilh news producers lo create targeted
messages lor daily newscasts. Must be able to
work well under pressure and tumn projects around
quickly. Creativity, effective writing skills, a strong
visual sense and good inlerpersonal skills are a
must. Send resume and salary requirements to:
TNPP-B&C, P.O. Box 77010, Atlanta, GA 30308.
EQE.

News Promotion
Writer/Producer

CREATIVE DYNAMO WANTED!
We're the top news station in the top
news market, and we're looking for a
WRITER/PRODUCER to join our award-
winning team. You must have at least
two years experience in TV news
promotion, great writing obility and
production skills. If you have terrific
ideas and know how to execute them,
send your best spots and resume to:

Lindy Spero, VP Creative Services,

WTTE Fox Television

5151 Wisc. Ave., N.W. MS
Washington D.C. 20014

AN EQUAL OPPORTUNITY EMPLOYER WITG

CLAS S| FIIE D

SITUATIONS WANTED PROGRAMMING
PRODUCTION & OTHERS

Calling All Muppets and Toons and their
creators. Molivated beginner seeks entry position
in children's TV production or program devel-
opment. NY area. Vassar graduate with back-
ground in kidvid. Call Metissa Morgeniander at
(914) 478-0037.

SITUATIONS WANTED NEWS

KTVN-TV has an immediate opening for a Promo-
tion Writer/Producer. Duties include writing and pro-
ducing daily news topicals, sales promotion and
public service announcements; promotion sched-
uling and coordinating community events. One
year experience in TV promotion, production or
creative services required. College education
beneficial. Send resume and non-returnable tape
promptly to Cecilia Adams, Promotion Manager,
P.O. Box 7220, Renc, NV 83510. No phone calls.
KTVN-TV is an equal opportunily employer.

Promotion Writer/Producer. Make history!
WCIU, Chicago's newest independent station will
be signing on soon and you could be part of the ex-
citement. We have an immediate opening for an
experienced promotion writer/producer. To qualify
you musi be able to work in a fasi-paced, highly
creative environmeni, have copywriting skills and
be able to edit...a lot! If this sounds like the op-
portunity of a lifetime, send your tape and resume
lo Dave Ward, WCIU-TV, 141 W. Jackson, Chica-
go, IL 60604. EQE. (No phone calls please.)

Promotion Whiz Wanted. Chicago's CBS O&0.
WBBM-TV, Chicageo's CBS owned slation, is look-
ing for a top noteh Promotion writer/producer to
join our creative team. Candidates must have a
creative imagination, superior writing skilts, know!-
edge of film, video and audio production, a great
sense of graphic design, and most importantly you
musl be a team player. If you want to be a part of
the best crealive staft in Chicago, send your reel
io: Lori Terwell, Promoticns Manager, WBBM-TV
Chicago, 630 North Mclurg Court, Chicago, IL
60613. Equal opportunity emptoyer.

HELP WANTED ADMINISTRATION

P/T Mature Gal Friday for TV distribution compa-
ny. 2 days 9am/5pm. Computer knowledge,
phones. Call Dolly at 212-683-8220.

Miss Universe finalist from Caribbean, 2 years
anchor/reporting/hosting. Management: Cathy St.
George, P.O. Box 93773, LA, CA 90093 (213)
883-1651.

Award-winning News Director/Correspondent
with 18 years experience. Business news a special-
ty. Took elilte 20-man team 10 the top at major
broadcasting organization. Reply io Box 00143.

RESUMES

If your resume isn’t a "WINNER”, it's a
"KILLER”, Do it right, call: Career
Resumes — Free consultation,
800/800-1220. Free Critique and price
quote, 800-927-4611 Fax.

WANTED TO BUY BUSINESS

SITUATIONS WANTED TECHNICAL

Technical Manager seeks challenge. Computer-
literate eader, good people and money manager.
Excellenl negotialor, bargaining units and
purchase. Experienced in RF and Studio Facilities
design/construction, ongoing management.
Startup or upgrade ideal. Available near future. Re-
ply to Box 00132.

SEEKING ACQUISITION

Short form program development &
satellite firm seeks to acquire a television
syndication/program development and
(or) satellite transmission company. NYC
area, Atlanta area or LA area preferred.

Call: 601-352-6673

SEMINARS

INCREASE THE PRODUCTIVITY
OF YOUR SALES STAFF -

In today’s ultra-competitive and changing
environment being smart and aggressive is not
enough. Performance levels must be raised.
Make the most of your most important resource,
your salespeople with a customized-

SALES IMPROVEMENT SEMINAR
by MARTIN ANTONELLI
{over 20 years-in the TV Industry)
Call for free information packet

ANTONELLI MEDIA
TRAINING CENTER
(212) 206-8063

HOSTS

Kids Club Host/Coordinator. Fox 55/27 in cen-
tral lllinois seeks host/coordinator for growing Kids
Club. Dynamic on-air presence and sclid organi-
zational and operational skills required. Fuli-time
position includes numerous weeknights and
weekend appearances. Send tape, resume and let-
ter to: General Manager, WR3P-TV Fox 55, 3003
Old Rochester Road, Springfield, IL 62703.
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CABLE

HELP WANTED PROGRAMMING
PRODUCTION & OTHERS

HOME & GARDEN=
TELEVISION NETWORK

Has immediate openings for the following
creative positions:

« A Creative Services Director who can
work with Marketing and Programming to
create and maintain a strong network
identity. Candidate musthave atleastthree
: years experience as a creative team leader
; g g G and a proven track recard directing graphic
To qgualify, you must have a mini- artist, set designers and producers.
mum of 5 years' customer service * A Senior Promotion Producer with at
: ament experience; Cab'e least four years experience, a strong grasp
Ce. of marketing and a reel that demonstrates
top of the line program and image
campaigns.
« Two Writer/Producers with three plus
years of experience and a reel that
demonstrates great selling ideas and
experience withstate ofthe artequipment.

We offer a comprehensive salary &
benefits package. Cualified candidates
should send a resume, reel and salary
requirements to:

HELP WANTED MANAGEMENT

" Ensuring that thousands of cable sub-
scribers receive prompt, reliable and
courteous service is not easy. It.1aki

a lot of effort. A tremend

of skill. And the kind:p

re essential, as is
le many projects

‘ferred. We offer a
ive'salary and comprehen-
benefits. Please forward your
confidential resume, which must

encompasses developi
|ng, planning, man

Service Supervisors to track include salary requirements, to: HGTV
an Resources Manager, Time .
monltorlng call VO!Ume Yo Y N 20 P"]mutlﬂns Depanme"t
play a key role in ensuring that our amner Gable of New York City, 1
East 23rd Street, New York, NY P0. Box h0970

service exceeds our customers'
highest expectations. Some budget
responsibility is also required.

10010. We are an Equal

Opportunity Employer M/F/D/V. Knoxille, TN 37950

Equal Opportunity Employer

TI MEWARNTEHR e —
€ A B L E OF NEW YORK CITY ALLIED FIELDS
EMPLOYMENT SERVICES

s

Discovery Networks, Producer, The Learning h HELP WANTED PROGRAMMING ot \%{\{; ooty \{ Bt
Channel. Supervise all aspects of the production PROMOTION & OTHERS Iuﬂ‘gJobOyenfngs, Natkmwide

and post-production of commissioned and co-
produced series/specials white ensuring technical
and editorial standards. Create and manage
budgets. Edit and write scripts. Assist in program
development and negotiation of production con-
tracts. Manage outside producers and talent.
Supervise reversioning of acquisitions, Require-
ments: Minimum 5 years hands-on experience in
field and studio as producer. Broad knowledge of
all aspects of post production. Strong communica-
tion skills and ability to handle muitiple projects un-
der light deadlines are a must. If interested send
cover letter and resume to: DCI, Human Re-
sources, 7700 Wisconsin Avenue, Bethesda, MD
20814,

For all your Classified Needs
(Call Antoinette Fasulo
Tel: 212-337-7073
Fax: 212-206-8327

TNN: The Nashville Network, located in
Nashville, TN is locking for a talented, experi-
enced Promolions Writer/Producer. Re-
sponsibilities include creating, planning and de-

1 veloping on-air promoctional and adverlising

materials for TNN. Successful applicant will have
at leasl one year experience in creating, writing
and producing on-air campaigns. Send resume
with cover letter and lape to: TNN, Human Re-
sources, 2806 Opryland Drive, Nashville, TN
37214, We are an equal opportunily employer.

BLIND BOX
RESPONSE

Box Number

245 West 17th St.
New York New York 10011
Tapes are now accepted

PRESS @ Radin Jobs, updated daity
€ Television Jebs, updated daity

[ @ Hear “Talking Resumés”
€ To record “Talking Resumés ™ and
YEAR employers to record job openings

€ Eniry feve! positions
1-900-726-JOBS

3495 B8F MM, J0BPHONE, NEWPORT BEACH, GA
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NEWSEARCH

Telovision iManagement

s Producers = Executive Producers
e Assignment Managers « News Directors
We arethe only television executive recruitment
firm that specializes in placing you. Forward
resume and job requirements to:
PO. Box 3026
Seal Beach, CA 90740-2026

.TEMPS,INC'i A

Chicago » New York - (800) 556-5550

Innovative lemporary
staffing solutions for
A Sales
A Promolions
a Traffic

A Research

E

~ o
a Sales assistants

JOB OPPORTUNITIES NATIONALLY

w Professional, Technical & Production
m Cable & Broadcast TV, Film...
2x month, 6 issues/$35, 12/$60, 22/$95.

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

ANCHORS-REPORTERS-PRODUCERS

COVER LETTERS » RESUMES « TAPES
NEWS DIRECTOR / STATION GUIDE

Call CJ: 603-888-6788

.. .MarkETING WORKS

"Together, we will pui your besi-self forward”

Get an edge!

ProVision produces quality resume tapes. Service
includes on-camera coaching and job search
assistance. Great track record.
phene: (408} 399-8811

Entry-level TV News and Sperts Reporters. We
offer a weekly lead sheet consisting of confirmed
full-time openings only. One week-5.50, four
weeks-19.95. Send check to M.C.S., Box 502,
Santa Ysabel, CA 92070. 619-788-1082.

GOVERNMENT JOBS $16,040-$59,230/yr.
Now Hiring. Call (1) 805-962-8000
Ext. R-7833 for current federal list,

Just For Starters: Entry-level jobs/internships in
TV and radio news. National listings. For your first
job call: 415/566-7513

TV Reporters, Anchors and Producers!!! You
deserve the best chance 1o achieve your career
goals. NewsDirections can help. Affordable, pro-
fessional. (800) 639-7347.

HELP WANTED INSTRUCTION

Assistant professor, television, to teach classes
in production, writing and corporate television and
assist in laboratory tefevision station manage-
ment; effective January 1, 1995 or August 17,
1995; nine months, tenure track, with possibility of
summer employment. Minimum requirements:
master's or other advanced degree, three years pro-
fessional production experience at a U.S. televi-
sion station, evidence of ability to teach and de-
velop scholarly ressarch or creative projects. Re-
quest position description form and send letter of
application, vita and names of three references to:
Mrs. Mary Wallace, School of Journalism, Univer-
sity of Kansas, 200 Stauffer-Fiint Hall, Lawrence,
KS 66045-2350. Phone: (913) 864-4755. Fax:
913-864-5318. Applications are due by November
15, 1994, if the position remains unfilled, applica-
tions received after that will be reviewed every two
weeks until April 15. An AA/EO employer.

Baylor University. The Department of Communi-
cation Studies at Baylor University invites applica-
tions for an assistant professor in Telecommunica-
tion. This is a tenure track position, requiring a
Ph.D. in Telecommunication, Communication
Studies, or related field. Responsibilities include
leaching classes and conducting research in mass
communication theory and research methods, in-
cluding mass media effects and socia! impact.
Applicants should be willing to develop under-
graduale and graduate courses and direct gradu-
ate theses. Salary is competitve depending on
education and experience. Applicants should sub-
mit a letter of application, complete VITA, and
three letters of recommendation by December 1,
1994, {o Dr. Lee R. Polk, Chair, Department of
Communication Studies, Baylor Unjversity, P.O.
Box 97368, Waco, TX 76798-7368. Baylor is a
Baptist university affiliated with the Baptist Gener-
al Convention of Texas. As an affirmative action/
equal employment opportunity employer. Baylor
encourages minorities, women and persons with
disabilities to apply.

EDUCATIONAL SERVICES

LEARN TO SELL
TV TIME
Call for FREE Info Packet

ANTONELLI MEDIA
TRAINING CENTER
(212) 206-8063

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

WANTED TO BUY EQUIPMENT

Used and new video and computer equipment
wanted. Tax deductible. Randolph Middle School.
201-366-8700. Rich Christie.

Equipment Wanted: 2GHZ portable ENG gear.
Gary Kabrick, 2201 North Vickey Street, Flagstaff,
AZ 86004, Fax: 602-526-8110. Phone: 602-526-
2232.

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

CLAS S| FIE DS '

FOR SALE EQUIPMENT

AM and FM transmitters, used, excellent condi-
lion, tuned and tested your frequency. Guaran-
teed. Financing available. Transcom. B800-441-
B454, 215-884-0888, Fax 215-884-0738.

Used FM transmitters for sale. 1kw Harris, 1kw
CSI, 1.5kw BE, 20kw RCA, 500 BEXT, and 20kw
Harris. Call 800-438-6040 for details.

Lowest prices on videotape! Since 1979 we
have been beating the high cost of videotape. Call
Carpel for a catalog. B00-238-4300.

Broadcast equipment {used): AM/FM transmit-
ters, RPU's, STL's antennas, consoles, pro-
cessing, turntables, automation, tape equipment,
monitors etc. Continental Communications, 3227
Magnolia, St. Louis, MO 63118. 314-664-4497,
Fax 313-664-9427.

MISCELLANEQGUS

Consultants: Communications firm leoking for in-
dividuals with international media and public in-
formation experience for short-medium term
assignments in Easlern European and former Sov-
iet Republics. Specialties include media project
management, marketing, writing, photography,
adverlising, location video directing, camera and
audio operators: foreign language helpful. Send
CV to GVC, 1433 Powhatan Street, Alexandria,
VA 22314 or Fax lo (703) 836-8297.

Audio Cassette Duplication 1-800-834-6997.

FINANCIAL SERVICES

Immediate Financing on ail broadcasting equip-
ment. If you need $2,000-$500,000. Easy to
quality, fixed-rate, long term leases. Any new or
used equipment & computers, 100% financing, no
down payment. No financials required under
$50,000, refinancing existing equipment. Call
Mark Wilson at Exchange National Funding BOO-
275-0185.

AWARDS

THE PRIMARY CARE
JOURNALISM AWARDS

Two $2500 awards (printand broadcast)
for outstanding journalism that
contributes to public awareness and
understanding of primary care. Entry
deadline: May 1, 1995. Sponsored by
The Pew Charitable Trusts and Pew
Health Professions Commission. For
information/ entry form, contact:

THE PRIMARY CARE

JOURNALISM AWARDS

(415) 476-8181

For all your Classified Needs
“Call Antoinette Fasulo
Teli 2l 233 r=p07 3 1!
Fax: 212-206-8327 .~
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CLASSIFIEDS

MANCHESTER

FOR SALE STATIONS ITLEY
GAClass A ... 1.5 million ec MEDTIA NEW HAMPSHIRE AM
FLA AM Fulltime ... WKBR 1250 (ON AIR)
FLAFM. .o 1 mili + New Mexico Metro Market on 2000 WATTS DAY & NIGHT
FLAFM oo, , iversi )
GA Cormbo , P O o e COMOO | | 1§ 250l o v 17:449.5618
GAAM & FM CP K o i .
GAFM... o, , 12770 Coit Road Suite 1111
AL AM Fulltime , Dallas, TX 75251
GA Combo 214 788 2525 Must sell. Rocky Mountain FM. Needs owner/
GAAM operator in booming ski and resort area. 602-6845-
The Thorburn Company, Inc. 8181.
5465 Young Deer Drive
Cumming, GA 30131 —
Bob Thorburn, President 404-781-8740 £ FLORIDA
Lydia Thorburn, Associate FM 100 KW Gulf Coast $4.5M For Sale 50kw AM and Class C FM in fast grow-
AM/EM Great Caéh-Ffow $1.9M ¢ ing Southwestern Top 50 market city. Serious
; ; ¢ buyers only. Call 808-845-1111. P.O. Box 25670,
\ . = AM Fulltimer Cent. Hf :$195K : Honolulu, HI 96825,
At NAB Radio Show in LA, HADDEN & ASSOC.
Contact at Westin Bonaventure .~ PH407-365-7832 FAX 407-366-8801 . | | oty population. Firm
or call for appointment. $250k. P.O. Box 160583, Austin, TX 76716,

BARRY Priced to sell. Two AM/FM combos in Oregon.
SKIDELS Y : One power giant. Positive cash flows. Principals
[( only. 819-772-1715.

W. John Grandy

Atorney at Law
655 Madison Ave,, 19th Floor BROADCASTING BROKER
New York, NY 10021 117 Country Club Drive WANTED TO BUY STATIONS
(212) 832-4800 San Luis Obispo, CA 93401 ) ’
Phone: (805) 541-1900 Two professional broadcasters looking for small
The |nduSTry'S L[jwyer, Fax: (805) 541-1906 station in the Garolinas. Will purchase if terms are

good. Fax or calt (704) 293-3466.

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, 245 West 17th Street, New York, NY 10011, For information call (212) 337-7073 and ask for Antoinette Fasulo.

Payable in advance. Check, money order or credit card {Visa, Mastercard or American Express). Full and correct payment must be in writ-
ing by either letter or Fax (212) 206-8327. If payment is made by credit card, indicate card number, expiration date and daytime phone num-
ber.

New Deadline is Monday at 9:00am Eastern Time for the following Monday’s issue. Earlier deadlines apply for issues published during a
week containing a legal holiday. A special notice announcing the earlier deadline will be published. Orders, changes, and/or cancellations
must be 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, etc. If this information is omitted, we will determine the appropriate category 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, alter 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 minimum. All other classifications: $1.70 per word, $34 weekly minimum.

Word count: Count each abbreviatian, initial, single figure or group of figures or letters 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 anly 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 advertisement must have a separate box num-
ber. BROADCASTING & CABLE will now forward tapes, but will not forward transcripts, portfolios, writing samples, or other oversized mate-
rials; 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
{number), cfo Broadcasting & Cable, 245 W. 17th Street, New York, NY 10011

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

For subscription information call 1-800-554-5729.
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NEW STATIONS ’

Applications

San Ardo, CA (BPED940316MB)—Pata-
physical Broadcasting Foundation Inc. seeks
91.7 mhz; 2.7 kw; ant. 542.7 m. Address:
P.0. 423, Santa Cruz, CA 95061. Applicantis
headed by Jane Wade and owns KUSP(FM)
Santa Cruz, Calif.

New London, NH (BPED3S40922MA)—
Colby-Sawyer College seeks 90.9 mhz; .625
kw; ant. 90.6 m. Address: 100 Main St., New
London, NH 03257. Applicant has no other
broadcast interests.

Marion, OH (BPED940920MD)—Ohio State
University seeks 91.1 mhz; 2 kw; ant. 96 m.
Address: 2400 Olentangy River Rd., Colum-
bus, OH 43210. Applicant is headed by John
Kessler and owns WOSU-AM-FM-TV Colum-
bus, WPBO-TV Portsmouth, WOSV-FM
Mansfield, and WOSP-FM Portsmouth, all
Ohio.

Belleview, FL (BPED940919MA)—Walker
Information and Educational Institute Inc.
seeks 91.3 mhz; 0.2 kw; ant. 100 m. Address:
Box 237, Wildwood, FL 34785. Applicant is
headed by Keith Walker and has interests in
WHOF Wildwood, FL.

Fairmead, CA (BPED940606ME)—

Educa-

- e

—

Oct. 9-12—Inferactive Marketing\Wast '94 con-
ferenca, Marriott Camelback Inn Hesort, Scotts-
dale, Arlz. Contact: (310) 798-0433,

Oet. 10-12—KMB Video Journal contererice on
“What Needs 1o Change in the Federal State
Regulatory Systems in the Multimedia Age,” Don
CeSar Conferernice Center, St. Petarsburg, Fla,
Contact! Mike Beilis, (813) 864-2983.

« Det. 10-14—MIPCOM, international film and
program market for TV, cable, video and satel-
ite. Palais des Festivals, Gannes, France. Con-
tact: Bamey Bamhard, (212) 889-4220.

Oct. 11—Cable TV rate filings seminar, Shera-
ton Gity. Centre, Washington. Presented by
URBAN/Telecommunications. Contact: (202)
416-1640.

Oct. 11-13—Broadcast Cable Credit Associa-
fion seminar, The Sheraton Chicago, Chicago.
Contact: Cathy Lynch, {708) 296-0200,

Oct. 11-13—Mid-America Cable TV Associa-
tion 37ih anaual meeting & show, Kansas City
Merchandise Mart & Convention Center, Over-
land Park, Kan. G-untaci Paity O'Connor, (913)
B41-9241.

« Det. 12-15—National Association of Broad-
casters Radio Show, Los Angeles. Contact: Rick
Dobson; (202)429-5350. :

» Oct. 12-15—Radio and Television News Dir-
ectors Association international conference, Los
| Angeles Contact: Dave Bartlett, (202) 659-8510.
+ Dct. 12-15—Sociely of Broadcast Engineers
engineering conference, Los Angeles. Contact:
John Poray, (317) 253-1640,

+ Oet. 1215 _SMPTE 136th annual tef:hmcal
conference, Los Angeles, Contact: Blaine Bark-
er, {916) 761-1100.

Oct. 13-14—"Csable 101: The Basic Package,”
| sponsofad by Women in Cable, Long Beach
Hilton, Lang Beach, Calif. Contact: Christine Boi-
letting, {312) £34.2335,

Oct. 13-15—National Religious Broadcasters’
Eastern chapter's annual convention. Sandy
Cove Ganfarence Center, Nurth East, Md. (.-on

e —

“ THIS WEEK
|
|

28 e ——

Abbrevialions: AFC—Antenna For Communications:
ALJ—Administrative Law Judge: ali.—alternate:
ann.—announced: anl.—antenna: aur.—aural: aux.—
auxiliary: ch.—channel: CH—critieat bours: chg.—
change: CP—conslruction permit: D—day: DA—direc-
lional antenna: Doc.—Docket: ERP—effective radiated
power: Freq—Ifrequency: H&V—horizontal and verli-
cle: khz—kilohertz: kw—kilowatts: lic.—license: m—
meters: mhz—megahertz: mi.—miles: mod. —modifica-
tion: MP—medification permit: ML—muodification
lieense: N—nighl: pet. for recon —petiion for reconsid-
cration: PSA—presunrise service authority: pwr.—
power: RC-—remote control: S-A—Scicntific-Allanta:
SH—specificd hours: SL—studio location: TL—irans-
mitier focalion: trans.—lraosmitter: TPO—transmiuer
power update: U or unl—unlirited hours: vis.—visual:
w—wats: *-—neoncommercial. Six groups of numbers al
end of facilities changes iterns refer 10 map coordimales.
One meter equals 3.28 Feer.

tional Media Foundation Inc. seeks 91.1 mhz;
15 kw; ant. 78 m. Address: 1425 N. Market
Bivd., Ste. 9, Sacramento, CA 95834. Appli-
cant is headed by K. Richard Jenkins and
owns KEZF(AM) Tigard, OR; KLVR-FM
Santa Rosa, KXDA-FM Chowchilla and
KWXP-FM Maga, all California.

State College, PA (BPED940823MQ)—The
Board ot Trustees of the Pennsylvania State
University seek 90.7 mhz; 0.1 kw; ant. 26 m.
Address: 202 Wagner Building, University
Park, PA 16802-3899. Applicant is headed by
William Schreyer and has no other broadcast
interests.

Barrow, AK (BPED940825MQ)—Silak-

kuagvik Communications Inc. seeks 91.9
mhz; 0.89 kw; ant. 22 m. Address; P.O. Box
109, 1695 Okpik St., Barrow, AK 99723.
Applicant is headed by Donovan Rinker and
has no other broadcast interests.

Corpus Christi, TX (BPED940815MA)—
World Radio Network Inc. seeks 91.1 mhz; 3
kw; ant. 91 m. Address: Box 3333, McAllen,
TX 78502. Applicant is headed by Abe Van-
DerPuy and owns KVMV(FM) MacAllen,
KBNR({FM) Brownsville, KBNJ(FM) Corpus
Christi, KBNL(FM) Laredo, and KVER{FM} El
Paso, all Texas.

Giddings, TX (BPED940822MO)—Wilder-
ness Educational Foundation seeks 91.5
mhz; 8 kw; ant. 102 m. Address: P.O. Box
387, Giddings, TX 78942. Applicant is head-
ed by Paul Jamar and owns KVYK{AM)-
KOKE-FM Giddings, TX.

Branchville, SC (BPH920925MD)—Eagle of
Orangeburg Inc. seeks 105.1 mhz; 6 kw; ant.
100 m. Address: P.O. Box 1546, Orange-
burg, SC 29115. Applicant is headed by Tom-
mie Love and owns KAFX-AM-FM Diboll, TX;
WIGL(FM) Orangeburg, SC; WMGU(FM)
Stevens Point, Wl; KDFX{FM) Dubuque, IA.

Forest City, IA (BPED940822MA)—Waldorf
College seeks 91.8 mhz; 0.1 kw; ant. 29 m.
Address: 106 S. 6th St., Forest City, [A
50436. Applicant is headed by Willlam Hamm

tact: Ward Childerston, (301) 582-0285.

Oct. 14-15—American Women fn Radio and -
Television south central area conference. Radis-
son Hotel, Austin, Tex. Conlact: Terr Dickerson-
Jones, (703) 506-3290.

OCTOBER
Oct. 18—Broadcast Cable Financial Manage-
ment Association regional seminar, Loews Holel
Mew York. Contacl: Cathy Lynch, {?1;18) 295-0200.
Oct. 18—IRTS Foundation dinner. “Tha Media
on Trial: Guilty of Innocent?" The Marriott Mar-
quis, New Yark. Conlact: (212} 867-6650,
Oct. 18-19—Midwest Talecommunications
Exposition, Grand Wayne Center, Fort Wayne,
‘Ind. Sponsared by the Indiana, Michigan and -
Ohic Telephone Association. Contact: Joan
Weston, (514) 221-3231.
Oct. 18-19—"The Law and Buslness of :
Hefranchising,” sponsared by Women in Cable.
Time Warner National Training Center, Danver.
Contact: Christine Bolletting; (312) 634-2335,
= Oct. 18-21—NIMA international 's fifth annual
meeting and trade exhibition, The Mirage, Las
Vegas. Contact: David Savage, (202) 962-8342,
Oct. 20-21—Cable Television Operators of
Okiahoma annual meeting and golf tournament,
Oak Tree Country Club, Edmond, Ckla. Contact:
Norita Bales/Jim Walker, (405) 843-8855. -
Oct. 20-22—15th annual Friends of Qld-time
Radio convention, Holiday Inn-North, Newark, -
N.J. Contact: Jay Hickerson, (203} 248-7887, ;
0Oct. 21-—NATPE exhibitor mesling, Sands
E\:po Center, Las Vegas. Contact: Jaff Eggle-

Nov. 7—BHOADCASTING & CaBLE 1994 Hall of
Fame dinner. New York Marriott Marquis.
Information: Steve Labunski, Gircle Special |
Events, (212) 686-2200.

"« Nov. 29-Dec. 2 Western Cable Show,
| Anaheim Gonvention Center, Anaheim, Cafif.

. * Nov. 30-Dec. 21994 Asia-Pacific Cable

tact: (+852) 525-5111 {Hong Kong). .

- {non-televised ceremony), Century Plaza Hotel, Los

ston, (310) 453-4440, |

NOVEMBER
* Nov. 6-9—Canadian Association of Broad-
casters/Wastern Association of Sroadcast Engi-
neers joint convention and national trade show,
Winnipeg Convention Centre, Winnipeg, Manito-
ba. Contact; Naihalie Sam&on. (F13) 233-4035,

Sponsored by California Cable Television Asso-
ciation. Contact: Mary Pittelli, (301) 206-5393.

and Satellite Summil, Hong Kong Convention
and Exhibition Centre, Hong Kong. Sponsored
by The Institute for Infernational Research. Con-

DECEMBER
* Dec. 1-3—MIP Asia, international film and
program market for TV, cable; video and sateliite;
Hong Kong Corwention and Exhibition Centra,
Hong Keng. Contact: Barney Bermhard, (212
689-4220.

JANUARY
+ Jan. 5-7—4th annual ShowBiz Expo East,
New York Hilton & Towers. Presented by
Advanstar Expositions. Contact: Gabrielle Bergin,
{800) B54-3112.
= Jam. 13—16th annual CableACE Awards

Angeles. Presented by. National Cable Television
Association. Contact: (202) 775-3628.

= Jan. 15—16th annual CableACE Awards
(televised ceremany), Willern Theatre, Los Angeles.
Presented by Natfonal Cable Television Associa-
tion. Contact: {202} 775-3629,

* Jan. 23-26—32nd annual Nafional Associa-
tion of Television Executives
(NATPE) program conference and exhibition, Sands
Expo Center, Las Vegas. Confact: (310) 453- !

4440,
=

» Major Meetings
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—FOR THE RECORD

Help us help you
get your magazine
delivered on time

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

and has no other broadcast interests.

Jena, LA (BPED940804MA)—Educational
Radio Foundation of East Texas Inc. seeks
88.1 mhz; 15.5 kw; ant. 307 m. Address:
2721 East Erwin, Tyler, TX 75708. Applicant
is headed by Shelley Chapin and has no
other broadcast interests.

Savannah, GA (BPED940815MZ)—Savan-
nah College of Art and Design seeks 88.1
mhz; 12 kw; ant. 59 m. Address: 201 W.
Charlton St., Savannah, GA 31401. Applicant
is headed by Nancy Weber and has no cther
broadcast interests.

Baldwin, KS (BPED940804MB)—Nation-
wide Inspirational Broadcasting seeks 90.5
mhz; 1.260 kw; ant. 78 m. Address: 503
Wood St., Fenton, MI 48430. Applicant is
headed by Michael Glinter and has no other
broadcast interests.

Sac City, IA (BPH940801MA)—KBJ Broad-
casting seeks 104.7 mhz; 6 kw; ant. 100 m.
Address: 2001 Pennsylvania Ave., Ste. 400,
Washington, D.C. 20006. Applicant is head-

ed by Kevin Lein and has no other broadcast
interests.

Babbitt, MN (BPH940902MB)—Eclectic
Enterprises Inc. seeks 106.7 mhz; 15.8 kw;
ant. 241 m. Address: 111 Marquette Ave.,
No. 501., Minneapolis, MN 55401. Applicant
is headed by Thomas Lijewski and has no
other broadcast interests.

Rockiford, IL (BPED240812MA)—Southeast
Bible Church seeeks 89.1 mhz; .1 kw; ant.
242.8 m. Address: P.Q. Box 692, Rockford, IL
61105. Applicant is headed by Robert
Hanserd and has no other broadcast interests.

FACILITIES CHANGES

Loogootee, IN WKMD(FM) 94.1 mhz—
Granted app. of Community Broadcast Ser-
vice of Loogootee Inc. seeks CP to change
channel from 232A to 231A (per docket 88-
315) and request 73.215 processing. Action
Sept. 13.

Albuquerque, NM KWQK(FM} 101.3 mhz-—
Abuquerque FM Inc. seeks CP to make
changes to ERP: 6 kw; ant. 100 m.; TL: 1.1
km ENE of intersection of 1-40 and US-66.
Action Sept. 12.

Palmyra, NM KICK-FM 97.9 mhz—Granted
app. of Bick Broadcasting Co. for CP to make
changes: ERP: 50 kw; ant. 106 m. Action
Sept. 14.

St. Marys, PA WKVE(FM) 97.5 mhz—Grant-
ed app. of Broadcast Communications Inc.
for CP to make changes; ERP: 19.5 kw; ant.
244 m., and to change antenna supporting-
structure height. Action Sept. 14.

Waco, TX KCKR(FM) 95.5 mhz—Granted
app. of KCKR-FM Inc. for CP to install auxil-

iary antenna. Action Sept. 8.

Kaneohe, HI KBLZ({FM) 104.3 mhz—Grant-
ed app. of Kaneohe Radio Inc. for mod. of CP
to make changes; ERP: 73.5 kw; ant. 645 m.
Action Aug. 26.

Davenport, |A KRVR(FM) 106.5 mhz—
Granted app. of K-River Broadcasting Inc. for
CP to make changes: ERP: 88 kw; ant. 312
m.; TL: Middle Rd. and Belmont Bd., Betten-
dorf, Scott Co., lA; antenna supporting-struc-
ture height. Action Sept. 8.

Ball, LA KWDF(AM} 840 khz—Granted app.
of Ball Broadcasting Co. for CP to make
changes in antenna system and reduce
power to 8 kw. Action Sept. 8.

Mt. Pleasant, Ml WCEN(AM)} 1150 khz—
Granted app. of Sommerville Broadcasting
Co. for CP to delete night service; change TL
to 5995 W Burns Rd., Coleman, MI, and make
changes in antenna system. Action Sept. 8.

Mayodan, NC WMYN(AM) 1420 khz—
Granted app. of Mayo Broadcasting Corp. for
CP to correct coordinates. Action Sept. 8.

Clovis, NM KICA(AM) 980 khz—Southwest-
ern Broadcasting Corp. seeks CP to operate
nighttime at .11 kw and make changes in
antenna system. Action Sept. 8.

El Paso, TX KSET(FM) 94.7 mhz—Granted
app. of Magic Media Inc., for one-step app. to
change channel to 234C. Action Aug. 19.

Burlington, VT WVPS(FM) 107.9 mhz—
Granted app. of Vermont Public Radio for CP
to make changes; ERP: 50 kw. Action Sept. 7.

Kimberly, Wt WHBY (AM) 1150 khz—Grant-
ed app. of Woodward Communications Inc.
for CP to augment nighttime license radiation
pattern. Action Sept. 8.

—
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Timothy Taylor Kelly

im Kelly gets a faraway look in
This eyes as he discusses his
recent trip to Botswana, where he
snorkled with crocodiles, evaded ele-
phants and viewed lion cubs close up.
Kelly is in his element out in the
field—and he may be one of the lucky
few whose job can take him to such
exotic fields. As senior vice president,
National Geographic Television,
Kelly oversees the company’s far-
flung—and growing—world of televi-
sion shows, specials and videotapes.

Kelly, 38, is focused on growth, and
on making National Geographic
familiar to more people than the read-
ers of the magazine. He has seen the
television division expand from four
staff members and no revenue to
about 180 staff members and annual
revenue of about $60 million.

Before Kelly’s tenure, National
Geographic produced four one-hour
Specials per year. In 1993, it will pro-
duce five one-hour Specials for NBC,
along with 88 hours of the weekly
Explorer series for TBS. Segments
from both series are syndicated and
also released on home video.

Plans call for continued work with
PBS, which had aired the National
Geographic Specials for 20 years
until NBC got the contract this past
May. The first multipart documentary
for PBS—China: Beyond the
Clouds— started airing last week.

This year, National Geographic
Television also got into the children’s
home video business. Really Wild
Animals is a seven-title series for chil-
dren ages 5-10, and Geokids offers
three titles for children under age 5.
The children’s area is key and will
continue to expand, Kelly says: “That
could dwarf a lot of the other things
we do now, straight documentaries,
for instance.”

Kelly is driven to succeed, says
boyhood friend Michael Mann of Dal-
las. If National Geographic were a
for-profit company, “he’d be like Ted
Turner,” Mann says. “He saw some-
thing that could be and he went
aggressively after it.”

Kelly continues to move aggres-
sively. He is considering making the-
atrical and Imax films to broaden
National Geographic’s reach among

the 40-and-under crowd. “The stories
they do in Hollywood are not as inter-
esting as the stories we come across
all the time,” he says.

The division also is developing
interactive games and participating in
several video-on-demand tests. Kelly

company then, but had big plans for
distributing the Bravo and American
Movie Classics cable networks, among
others. “That was just [at] the begin-
ning of the rush in basic cable,” Kelly
says. “It was obvious how dramatically
television was going to change.”

But Kelly wasn’t thrilled with the
subject matter at Rainbow. He settled
on National Geographic as a place
where programing opportunities were
more suited to his interests and began
bombarding Dennis Kane, then head
of the television division, with ideas.
“I got his name off the masthead and
started bugging him,” Kelly says.

“Tim really had a vision of himself
being part of that organization,” says
Jerry Maglio, Rainbow’s first presi-
dent and now senior vice president,
marketing, Tele-Trend Communica-
tions, Denver. “He almost felt he had a
calling.” Maglio found himself advis-
ing Kelly on how to proceed.

Kelly quit Rainbow and moved to
Washington for what he admits was a
not very solid consulting position
with the television division. But he

looks forward to a
“virtual National
Geographic store”
where viewers can
buy films, maps and
interactive games.
This future world
is a far cry from Col-
orado, where Kelly
grew up in the shad-
ows of the Rocky
Mountains. He and
his father, a chemist,
often went fishing,
bird hunting and

Senior vice president, National
Geographic Television, Washing-
ton; b. Oct. 27, 1955, Galveston,
Tex.; BS, University of Colorado,
1975; director of sales, planning
and administration, Rainbow Pro-
gramming Services, Denver, 1982;
National Geographic Television:
consultant, 1983; co-executive
producer, Explorer, 1984; associ-
ate director, 1985-88; vice presi-
dent/director, 1988-91; current
job since 1991; m. Suzanne Wills,
1984; children: Joseph Taylor, 10,
Katherine Wills, 7.

wanted to take the
risk: “I was so excit-
ed about the idea of
this place.”

He began his Geo-
graphic career in
1984 by helping
launch Explorer.
Kane says he wanted
an innovator for that
job, someone with
“fresh and new
ideas, because that’s
what we needed.”

Kelly provided

camping. “We were
just always in the mountains,” Kelly
says. “I’ve always had a real interest
in those things.”

Kelly graduated from college with
what he considers an all-around useful
degree in finance. He worked various
jobs, including marketing for a pub-
lishing company and political consult-
ing for a Republican candidate.

His first job in the TV business was
in 1982 as director of sales, planning
and administration for the newly
formed Rainbow Programming Ser-
vices in Denver. Rainbow was a small

that, along with film
sense and executive talents that made
him a natural successor, says Kane,
president of ABC/Kane, Washington,
since 1989. Along the way, Kelly has
won two Emmys.

National Geographic *“is the perfect
place for me,” Kelly confirms. Its
areas of expertise mesh with his inter-
ests: wildlife, the environment,
archaeology, adventure. “Our mission
is really to stimulate people about
these things,” he says. “We try to
make people care about what we have
left in the natural world.” —EAR
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] Global Television
How to Create Effective
Television for the 1990s
Tony Verna

Evolving technologies such as fiber optics,
high definition television, digital transmis-
sion, and computerization are expanding
possibilities, heightening audience expec-
tations, and driving producers toward creating
more complex and lavish, yet more cost-
effective international productions. This book
examines and explains how technology and
the demands of the marketplace are driving
television into becoming truly global.
1993 » 336pp * he » 0-240-80134-2 « $44.95

J The Broadcast
Century

A Biography of

American Broadcasting

Robert L. Hilliard and

Michael C. Keith

Blends personal insight and authoritative
scholarship, fact and anecdote to fully cap-
ture the many facets of electronic media. A
history of American radio and television
that relates events in broadcasting to major
events in the world.

1992 « 296pp « he * 0-240-80046-X = $41.95

1 Global
Telecommunications

The Technology, Administration

and Policies

Raymond Akwule

Telecommunications and computer tech-
nologies are shaping the way the world’s
population receives information. This book
looks at the demands created by dynamic
Wesltern countries, the needs of developing
Third-World countries, and the need to
develop networks that provide information
equally and fairly.

1992 « 224pp + he  0-240-80032-X + $32.95
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Available at book stores
or direct from Focal Press
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] Selling Radio Direct
Michael C. Keith

Cavers 1n pragmatic detail radio sales
fundamentals, from researching a buying
market and finding new clients to success-
fully employing rate cards and turning
rejections into selling points.

1992 « 117pp * pa * 0-240-80091-5 + $15.95

_] Electronic Media
Ratings
Karen Buzzard

Ratings are of vital importance to all
broadcasters and advertisers. This handbook
introduces the latest methods for gathering
proper data, and it analyzes the theories
behind the ratings process.

1992 « 119pp * pa + 0-240-80066-4 « $15.95

] International Television
Co-Production

From Access to Success
Carla Brooks Johnston

A groundbreaking, pragmatic guide to
success in the global TV marketplace of the
90s and beyond. This book explains the
legal, political, economic and technological
challenges of developing programming with
professionals from other countries. It covers
acquisition and distribution of internation-
ally co-produced programs and lists infor-
mation sources and contacts.
1992 « 108pp » pa « 0-240-80110-5 « $15.95

] Practical Radio
Promotions
Ted E.F. Roberts

Details the techniques, methods, goals,
and ethics of successful radio promotions
and explains the components of an etfective
promotions team. Discusses the planning,
coordinating, and implementation of a pro-
motion campaign using a learn-by-doing/
leam-from-the-experience-of-others approach.
1992« 92pp  pa * §-240-80090-7 + $15.95
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BROADCAST TV

Joe Levinsohn, consultant, international
programing, jeins Arrow Films Inter-
national, Los Angeles, as president.

Lauren Cole, VP, operations, Columbia
TriStar International Television, Cul-
ver City, Calif., named senior VP,
international operations.

Robert Allbritton, VP, director, Allbrit-
ton Communications Co., Washing-
ton, named executive VP/COO.

Emily Barr, assis-
tant general man-
ager, WMAR-TV
Baltimore, joins
WTVD(TV)

i Durham, N.C, as
8 president/GM.
Diane Galella Old-
ham, VP, sales
operations, Gene-
sis Entertainment,

Barr
New York, named senior VP, research.

Kim McQuilken, director, marketing, spe-
cial projects, Turner Home Entertain-

STATEMENT OF OWNERSHIP. MANAGEMENT AND CIRCULATION
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ment, Atlanta, named VP, sports and
brand licensing.

Rick Jacobson, president, domestic mar-
keting, Viacom Entertainment Group,
New York, joins Tribune Entertain-

ment Co., Chicago, as president/CEO.

Duane Lammers, VP/GM, KFDX-TV
Wichita Falls, Tex., joins WHTM-TV
Harrisburg, Pa., in same capacity.

Margaret Cronan, manager, news plan-
ning/head, special projects, WNEC-TV
New York, joins Kyw-Tv Philadelphia
as executive producer,

Ami Witt, VP, central and southeast
sales, Rysher TPE, Los Angeles,
joins Kelly News & Entertainment,
New York, as VP, eastern divisional
manager.

Cheryl McLean, marketing representa-
tive, Walt Disney Co., Los Angeles,
joins Rysher Entertainment there as
manager, marketing.

Gail Porter Long, director, educational
projects, Maryland Public Television,
Owings Mills, Md., named VP, edu-
cation and telecommunications.

Randy Smith, GSM, wSLs-Tv
Roanoke, Va., named VP/GM.

John Perez, direc-
tor, worldwide
sales and distrib-
ution, WNET(TV)
Newark, N.J.,
joins Grove Tele-
vision Enterpris-
es, Los Angeles,
as VP, worldwide
sales and distrib-
ution.

Perez

Appointments at Hearst Corp., New
York: Frank Biancuzzo, VP, marketing
group research and consultation, Frank
N. Magid Assoc., Marion, lowa, joins
as director, marketing and promotion;
Thomas Hughes, VP/GM, service center
division, Charlotte, N.C., named
VP/controller, Steven DeLorenzo, dircc-
tor, consolidation and corporate report-
ing, service center division, Charlotte,
named assistant treasurer.

Deborah Mitchell, producer, Geraldo,
New York, named VP, program
development, The Investigative News
Group, there.

Maria Beltran, director, traffic, KMEX-
TV Los Angeles, adds director, sys-
tems, procedures and sales service,
Univision Television Group Inc.,

Miami, to her responsibilities.

Appointments at Atlantis Films, Los
Angeles: Anne Yard, creative execu-
tive, New Line Television, Los Ange-
les, named director, development;
Susan Resnick, controller, Landmark
Theatres Inc., Los Angeles, named
corporate controller; Janine Coughlin,
director, literary development, named
director, development.

RADIO

7 Stephen DiNardo,

GSM, KCBS(AM)
San Francisco,

named VP/GM,

KRQR(FM) there.

Appointments at
Shamrock
Broadcasting
Inc., Burbank,
Calif .: Marty
Loughman, presi-
dent/COQO,
named CEQ; Julie Kahn, director, sales,
KNEW(AM) Oakland, Calif /KSAN-FM
San Francisco, named GM.

DiNardo

Tim Tobin, program director, WKXE(FM)
White River Junction, Vt., named
director, operations and programing,
wUVR(FM) Lebanon, N.H./WBFL(FMm)
Bellows Falls, Vt.

Martin Lessard, regional VP, New Eng-
land and the Midwest, Fuller-Jeffrey
Broadcasting Cos. Inc., Granite Bay,
Calif., named executive VP/CQO.

‘CABLE

Appointments at the Golf Channel,
Orlando, Fla.: Robert Greenway, VP,
sports programing, HBO, New York,
joins as senior VP, programing and
operations, Michael Whelan, director,
sports production, HBO, New York,
Joins as VP, production.

Appointments at The Family Chan-
nel, Virginia Beach, Va.: Stan Majkut,
manager, mid-Atlantic affiliate rela-
tions; Don Scott, manager, northeast
affiliate relations; Chip Fortier, manag-
er, affiliate relations; Tim Larson, man-
ager, midwest affiliate relations and
Janelle Slipp, manager, western region
affiliate relations, all named directors.

Jeffrey Elberson, director, investments,
Time Warner Cable Ventures, Stam-
ford, Conn., named VP.

Appointments at USA Networks, New
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The New York City chapter of American Women in
Radio & Television hosted its “Start of the Season”
reception in late September. AWRT recognized the
chapter’s sponsors and also reacquainted members [
with the New York media community. This season’s 8%
corporate sponsors include ABC Network Sales,
ASCAP, Blair Television, BROADCASTING & CABLE [
Magazine, Capital Cities/ABC, CBS Broadcast
Group, ESPN, Interep, Katz Television Group, Life-
time Televisicn, MMT Sales, Ogilvy & Mather, Petry
Television, Sandler Capital Management, Seltel,
WABC-TV, WNYW{Tv) and wQCD(FM)/WPiX(TV).
Pictured left to right; Krys Keller, Capital B

Cities/ABC; Jim Ganley, Petry Inc.; Beth Robinson, CBS
Radio Networks; David Westin, ABC; Bridget McCray,
ABC; Pier Mapes, NBC Television Netwerk; Debra
Schwartz, Interep; Lou Abitabilo, wnyw; Liz Bratman,
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Ogilvy & Mather; Raymond Johns, Seitel Inc.; Peggy
Conlon, BRoADCASTING & CaBLE Magazine; Jim Beloyian-
is, Katz Television Group; Camille Mileo, ASCAP; Bruce
Mitchell Sr., VP/CFO, MMT Sales Inc. —DS

York: Tom Smith, senior VP, marketing
and new business development, Multi-
media Cablevision, Wichita, Kan.,
joins as VP, affiliate relations, eastern
region, Peter Ruben, VP, sales, market-
ing and programing, Paragon Cable,
Manhattan, joins as VP, national
accounts, affiliate relations; Mary Beth
Pryor, account director, Mad Dogs &
Englishmen, there, joins as director,
advertising; Lisa Stewart, assistant pro-
gram administrator, named manager.

Appointments at The Sega Channel,
New York: Howard Burkat, marketing
consultant, named VP, affiliate mar-
keting and sales support; Nicholas Fiore,
director, new business development,
International Cablecasting Technolo-
gies, London, joins as VP/managing
director, international.

Appointments at Showtime Entertain-
ment Group, New York: Sharon Byrens,
director, original programing, West
Coast, named VP, motion picture
development, West Coast; Katy Coyle,
VP, movies and miniseries, Columbia
Pictures Television, Los Angeles, joins
as VP, motion picture development,
West Coast; Monica Foster, director,
program acquisition, USA Network,
New York, joins as VP, development,
motion pictures and series, East Coast.

MULTIMEDIA

Lohman, controller, broadcasting
operations, named VP/controller.

Patti Tufty, segment producer,
KP1X(TV) San Francisco, named exec-
utive producer.

Barry Stagg, marketing consultant, joins
Saban Entertainment, Burbank, Calif.,
as VP, publicity.

IESE TR

| Harriet Nelson, 85,
| actress, died Oct,
f 2 of emphysema
| and congestive
heart failure at
her home in
Laguna Beach,
Calif. For 14
years Nelson
starred with her
real-life husband
in the television
series The Adventures of Ozzie and
Harrietr. The show, which began as a

Nelson

radio show in 1944, was loosely
based on the couple’s experiences.
Nelson also starred in the short-lived
series Ozzie's Girls in 1973. More
recently, she appeared occasionally
on The Father Dowling Mysteries.
She is survived by a son, David, nine
grandchildren and one great grand-
child.

Jerry Washington, 64, disk jockey,
wPFW(FM) Washington, died Oct. 4 at
Walter Reed Army Medical Center in
Washington of a brain hemorrhage
and complications from several
strokes. Known to listeners as “the
Bama,” Washington was a weekend
volunteer disk jockey for 15 years.
He is survived by two daughters.

Dennis Wolfberg, 48, comic, died of can-
cer Oct. 3 in Culver City, Calif. In
addition to stand-up appearances,
Wolfberg played an eccentric scientist
on the TV series Quantum Leap.

—Compiled by Denise Smith

Stuart Young, VP/general counsel,
United Broadcasting Co. Inc.,
Bethesda, Md., joins Cox Enterprises
Inc., Atlanta, as senior counsel.
Appointments at Multimedia Inc.,
Greenville, S.C.: Thomas Magaha, VP,
finance and development/controller,
named VP, development; Frederick
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Tribune Broadcasting’s eight
television stations will launch a
young viewer-targeted talk show
strip hosted by bi-lingual host
Charles Dabney Perez for launch in
first quarter 1995. Perez, 31, is a for-
mer producer for talk shows Ricki
Lake, Montel Williams and Jane
Pratt. The show is a production of Tri-
bune Broadcasting in association with
Charles Dabney Perez Productions.

NBC blasted the competition
again last Thursday night.
Through two weeks and four days of
the new season, NBC is averaging a
12.7 Nielsen rating and 21 share, fol-
lowed by ABC’s 12.2/20, CBS’'s 11.8/
19 and Fox’s 7.5/12, Among adults
18-49, ABC is first with a 7.7 rating
followed by NBC's 7.5, CBS’s 5.4 and
Fox's 5.3. CBS and Fox have been
neck-and-neck among that demo-
graphic group. Last Thursday night,
NBC—despite a significant drop-off at
9:30 with Madman of the People, fol-
lowing Seinfeld—saw ER pull a
19.2/33 at 10-11. That number was
off only slightly from Seinfeld’s
20.3/32 at 9. For the night, NBC had a
17.0/28, CBS was second (10.4/17),
followed by Fox at 8.2/13 and ABC
with an anemic 6.8/11.

Bert Ellis is buying wway-Tv Wilm-
ington, N.C., from Paul Bris-
sette’s CLG Media for $25.25
million. CLG's partner, Chrysler
Capital, wants to liquidate its invest-
ment in the station, says Brissette. In
addition to owning six TVs and two
radio stations, Ellis bought sports pro-
ducer Raycom Inc., which holds the
rights to ACC basketball in a joint
venture with J.P. Sports.

ABC is rescheduling its news
magazines in January. PrimeTime
Live will move from Thursday, where
it has dropped about 6 Nielsen share
points this season against NBC's new
medical show, ER, to Wednesday at
10. Turning Point will leave that time

NATAS awards technologlcal Emmys

Engineers from the Big
Three TV networks were
honored with Lifetime
Achievement Emmys
last week.

At the National Acade-
my of Television Arts &
Sciences presentation in |
New York were (l-r):
Malachy Wienges, |
NATAS vice chairman;
Julius Barnathan, former
senior VP of technology
and strategic planning,
Capital Cities/ABC; CBS
Senior VP of Technology Joseph Flaherty; NBC Executive VP of Technology
Michael Sherlock, and NATAS President John Cannon.

Ten company winners of Technological Achievement and Scientific
Development Emmys were recognized for technological developments.
Broadcast Television Systems Inc. and Ikegami Electronics USA each won
awards for implementing “controlled edge enhancement utilizing hue key-
ing,” a technology aimed at improving skin contour systems..Sony Corp.
and Matsushita each netted Emmys for their work in implementing
microlens technology for broadcast CCD cameras, a development aimed at
improving camera light sensitivity.

Also capturing Emmys were AVS-Techniche, Laser Pacific Media Corp.
and Snell and Wilcox Ltd., for developing technologies to remove artifacts
that can appear when converting film-originated 525-line material to 625-
line video; Time Warner Cable, forimplementing AM fiber technology; East-
man Kodak Co., for implementing a system that places data onto film for
use in editing; and Pinnacle Systems, for-developing addressable com-

Darleen Rubin

pression technology.

—CM

slot for 10 p.m. Monday. Day One will
rejoin the schedule at 10 on Thurs-
day, while 20/20 will remain in its 10
p.m. Friday slot.

House and Senate staffers were
working furiously late last week
to try to reach an accommoda-
tion on FCC authorization legis-
lation. Once consensus was
reached, the measure was expected
to receive quick approval from the
House and Senate before Congress
recessed last weekend. The bill
would authorize agency funding of

$188,400 for fiscal 1995.

Multimedia Inc. projects that its
1994 earnings from ongoing opera-
tions will be between $1.95 and $1.97
per share, up about 4% from $1.88 in
1993, the company said last week.
Operating cash flow from continuing
operations is expected to be up 5%,
to $250 million. Those projections
exclude about $9 million in expenses
tagged to Multimedia’s new cable
service, The Talk Channel, but the
company said those costs will be
“‘more than offset by the sale of radio

“Reg. U.G. Patent Office
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stations and wireless operations.”

UK satellite pay service BSkyB has
confirmed that it is considering
an initial public offering of its
shares on the London and New York
stock exchanges, possibly by Christ-
mas. Goldman Sachs is lead manag-
er in the offering, with Lazard Broth-
ers as joint adviser. The deal could
see News Corp. reduce its stake in
the pay network to 40% while raising
some $7.8 billion. The funds would
presumably help finance News Corp.
owner Rupert Murdoch’s Star TV
satellite enterprise in Asia.

Global trading company Active
International has formed a new
children’s TV syndication divi-
sion, Active Entertainment, under
former Bohbot Entertainment senior
VP/GM Adrien A. Seixas. The divi-
sion will seek to develop and market
kids shows that meet the require-
ments of the Children’s Television
Act. Seixas is president of the new
company, which is negotiating to
launch three new shows in January.

Court TV has ended its affilia-
tion with CBS Radio and signed
an exclusive agreement with the
ABC Radio Network to broadcast
the audio portion of its coverage to its
ABC Radio news affiliates. ABC will
also carry a weekly court feature pro-
duced by Court TV correspondent
Fred Graham.

Jed Petrick has been named to
head media sales for the WB Net-
work. Petrick, who has been VP,
sales, The Baseball Network, is an-
other Fox veteran joining WB. He
spent five years there.

NSS POCKETPIECE

{Nislsen’s top ranked syndicated shows for.
the week ending Sept. 25. Numbers represent
average audience/stationsfi coverage.)

1.'Wheel of Fortune 12.6/224/38.
‘2. Jeopardy! 10.9/217/99
‘3. Oprah Winfrey Show 8.8/238/99
4, Entertainment Tonight ~ 8.2/173/93

5. Star Trek: Next Generation 8.1/239/99

'6.Roseanne 7.1 83797

7. Hard Copy B4IT77/93

7. Inside Edition 64171194

9. Married...With Children 5.9/178194

10. Wheel of Forfune—wknd = 5.8/169/76
11. Family Matters. 5.7/193/93
12, Baywatch 541210196
12, Imagination | 5.1/195/97
14. Cops . 50170094
14, Fresh Prince of Bel-Air ~ 5.0/152/86

N

Payback time

Don't get mad, get even. The Bell operating companies appear to be on
the receiving end of that philosophy following their opposition to the Sen-
ate infohighway bill. Many Hill insiders think last week’s virulent attack by
House Energy and Commerce Committee Chairman John Dingeit (D-
Mich.) on Pacific Telesis is a sign of things to come. Dingell was furious
with PacTel for an ad it ran in the Washington Post attacking provisions in
the GATT treaty making pioneers pay up to 80% of the value for a per-
sonal communications license. Dingell, the author of those provisions,
called a last-minute Qversight and Investigations Subcommittee hearing
to chastise PacTel for an “ignorant and vicious” ad. House Judiciary Com-
mittee Chairman Jack Brooks (D-Tex.) has already stated his intention to
make the RBOCs pay. And there are some in the Senate, like Commerce
Chairman Ernest Hollings (D-S.C.), who sponsored the scuttled bill, who
are unlikely to look fondly on the local telcos next year.

—KM

SAN ANTONIO
Changing partners

San Antonio, Tex.-based Clear
Channel Communications is negoti-
ating new affiliation agreements in
Memphis and Mobile, Ala. CC’s
WPTY-TV Memphis is losing its Fox
affiliation following Fox’s purchase
of WHBQ-TV in mid-August. In
Mobile, SF Broadcasting’s purchase
of Burnam Broadcasting’s WALA-TV
pulls the Fox affiliation from CC’s
WPMI(TV). Dan Sullivan, president
of CC’s TV group, says the stations
most likely will pair up with the
ousted networks, ABC in Memphis
and NBC in Mobile. “We're the
only girl who doesn’t have a date
for the dance,” he jokes.

NEW YORK

Oracle Set-Top Alliance

On Oct. 17, Oracle Corp. will an-
nounce its Set-Top Alliance pro-
gram, which will provide a forum
for a number of set-top vendors and
companies developing both hard-
ware and software for interactive
television systems. Oracle said it
will debut some interactive TV ser-
vices—from movies on demand
from HBO, to weather updates and
forecasts from The Weather Chan-
nel.

Family movies

A game show network 1s not the
only new cable network idea being
kicked around at Family Channel
parent company International Fami-
ly Entertainment. Senior Vice Presi-
dent of Programing Paul Krimsier

says the company would someday
like to launch a family film channel
featuring general audience versions
of top movies.

The doctor is in

Comedy Central has begun produc-
tion on its first animated series, Dr.
Karz, Professional Therapist, pro-
duced by Popular Arts Entertain-
ment and software producer Tom
Snyder Productions in association
with HBO Downtown Productions.

WASHINGTON
Legal bills

Some attendees at last week’s Fed-
eral Communications Bar Associa-
tion party commemorating the com-
mission’s 60th anniversary suggest-
ed the organization change its name.
Despite charging an entrance fee,
the Mayflower Hotel party had a
cash bar. That led to a call for the
FCBA to change its name to
FCCBA, or the Federal Communi-
cations Cash Bar Association,

sepneT

Drawn for BROADCASTING & CABLE by Jack Schmidl
“Well, Senator, with a campaign fund of a
million dollars, we can make you look
poor.”
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COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

The sky’s the limit

By the time the FCC gets around to re-examining the
multiple ownership limits, the question won’t be whether
12 is enough but whether 85 is too many. The combina-
tion of attribution practices that allow Rupert Murdoch to
own an infinite number of properties as long as his voting
control is less than 50%, and FCC Chairman Reed
Hundt’s determination to advance minority ownership at
any price, is creating an explosion of ownership changes
that’s not about to wait for the rules.

We’re all for it. This magazine has been preaching the
doctrine of free enterprise and marketplace since the
Communications Act was a pup. We applaud Murdoch
and company for exploiting an advantage that cthers
ignored. The rules, anachronistic as they are, had
allowed nonvoting ownership on a non-attributed basis
for years, but it generally wasn’t done. Then Murdoch
set up SF Broadcasting, under Tom Herwitz, to put $100
million into non-attributed interests, and Capcities/ABC
put over $25 million into Young Broadcasting for non-
voting interests and a pact to buy even more. Last week,
Fox struck again, venturing with minority-owned Black-
star Communications to acquire upwards of $20 million
worth of stations. At press time we were reporting Tri-
bune Broadcasting venturing with a group of minorities
in a compact that might be leveraged to half a billion.

As often happens, the marketplace has moved into a
vacuum left by governmental inertia. The landscape of sta-
tion ownership in this country is about to be fundamental-
ly redrawn. Let’s hear it for Yankee ingenuity.

Antisocial compact

The social compact theory of broadcast regulation
regained some momentum last week—this time from

Congressman Ed Markey, speaking at BROADCASTING &
CABLE’s Interface VIII. Markey, who talked glowingly of
broadcasters’ 500-channel future, also threatened them
with spectrum auctions if they did not embrace the theory.
The social compact, as championed by the congressman,
is little more than the “government content regulation by
intimidation” theory that is all too familiar to this page.
The congressman later told BROADCASTING & CABLE that
he planned to hold hearings on the compact when Con-
gress returns next year.

For his part, FCC Chairman Reed Hundt, who has
recently affiliated himself with the theory, told the same
conference audience that he was for “sensible rules and
sensible deregulation,” which certainly sounds, well, sen-
sible, but is the kind of generic statement that leaves plen-
ty of room for the devil that lurks in the details. Hundt
also referred to the compact, but only to say that while he
liked the idea, he could not claim authorship.

Whoever’s idea it was, it was a bad one. These shotgun
marriages between the media and the social engineering
theories of the reigning political powers reek of potential-
ly damaging content regulation. Enveloping them in
rhetorical bouquets doesn’t make them smell any sweeter.

Headline hunting

The Luddites are at it again. The Center for Science in the
Public Interest, which got a lot of publicity by attacking
movie theater popcorn a few months back (too fattening),
is planning a turn-off-the-TV day sometime next year to
draw attention to the medium’s “harmful effects.” We've
got a better idea. Let’s leave the TVs on and turn off the
poverty, hunger, discrimination and other social problems
that are the seeds of c¢rime and violence.

Straw men, by definition, make much easier targets, but
attacking them is a waste of energy.
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THANKS to .
all the stations
and people
involved in our
successful

“trial” run!

KCAL Los Angeles
KTXH Houston
KDNL St. Louis
WESH  Orlando
KNSD  San Diego
WISH Indianapolis
WITI Milwaukee
WSYX Columbus




