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hen you think of network hits, think of AMERICA'S

' FUNNIEST HOME VIPEQS. As the anchor for ABC's
Sunday night lineup, AMERICA'S FUNNIEST HOME VIPEOS
outdelivers the network sitcom average; and consistently
increases over its lead-in"* What's wore, it's the #1 show in
audience refention among adults 18-49:** So get ready for
the only comedy that's wild enough, outrageouvs enough, and
hysterical enough to make “funniest” its middle name.
AMERICA’'S FUNNIEST HOME VIPEOS.




Fast rack

Network roulette NBC wants to see a Turner proposal before accepting or rejecting Disney’s $6 billion
bid for the network. However, the odds favor Disney. Meanwhile, speculation rages that Viacom and Chris
Craft are exploring a bid for CBS. / &

Sprint, cable set PCS sights Following last-minute negotiations, Sprint Corp., Tele-Communications
Inc., Cox Cable Communications Inc. and Comcast Corp. presented a united front in preparation for the mul-
tibillion-dollar broadband personal communication services auctions. The partners hope their joint venture will
lead the way to a national telephone company. / & g

Park sells for $711 million The tightly held, 33-year-old Park Com-
munications, comprising nine TV stations, 22 radio stations and 106 newspa-
pers, has been sold to a private investment company for more than $711 mil-
lion. It is the first media investment for the fund. / 10

Comsat buys movie studio Comsat has purchased film and TV pro- |
duction company Beacon Communications. Executives at the satellite company e pr
cite a convergence of the telecommunications and entertainment businesses in ggg}(ny;,ng:;:ggts’ ig‘;;‘;hg?ig,fsr
explaining their venture into content ownership. / 14 film ‘The Road to Wellville.’

Is a Continental-US West merger in the air? In the latest cable-telco merger scenario making the
rounds, Continental would merge with US West. Meanwhile, it appears that Continental 1s closing in on acqui-
sition of the Providence Journal Co.’s cable systems. / 15

COVER STORY

ABC and Iger: A good fit

The future 1s bright for the new
president/CQQO of Capital Cities/
ABC, Robert Iger. The 43-year-old
Iger is heir apparent to
Chairman/CEO Tom Murphy; ABC
now is on top in prime time. In an
interview, Iger takes a look at the ; . .
information superhighway, the im-  Robert Iger says Nelvana revs production engines
plications of recent affiliate flips, ;;“ﬁ,f,‘;’;’ﬁ,’,ﬁg’,’;‘{,’f " Toronto-based Nelvana, cur-
and the future of his medium. / 20  than technology. /30  Ttently the top supplier of
PROGRAMING Saturday morning network
television animation, s gear-

another Twilight Zone.” Stations covering more than
40% of the country will have cleared the show by the
end of this week. /19

Second City’s good sports

Chicago-based producer and syndicator Intersport Tele-
vision is developing a sports-comedy senes, OQut of
Bounds, featuring writers from the Second City Comedy
troupe. / 20

Reruns replace home runs ing up to re-enter theatrical

NBC and ABC are using repeats of shows from last sea-  film production with Para- ..

son to fill holes that would have featured the baseball mount and is talking with the f ;

playoffs and the World Series. Frasier did double duty WB Network about possible W& T T8

on NBC last week, and ABC plans to repeat Home projects for the new net- Nelvana painted ‘Rupert
i - , . by computer instead of

Improvement. /19 work’s cartoon block. /' 25 having each cel hand-

‘Crypt’ looks to bury & colored. / 25

the competition

Genesis Entertainment 1s
selling Tales from the

Efficiency valued

over news quality

A national survey on the use of new technologies in the

: newsroom shows that most of the excitement is about
Crypr for September 1995 e e Crvpf of Fox. _ CUtting costs. Little is said about using the technology to
syndication as “a show that 506 4 challeng;yf’; ‘Satur-  enhance the quality of information provided in news

has the potential to be day Night Live.’/ 19 reporting. / 26
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“I really don’t see the mass medium of broadcasting, particularly network broad-
casting, disappearing in the foreseeable future. Nor do | see it eroding to the point

where it’s a terrible business.”—

SW signs on

Sony Software Corp. and
Warner Music Group—
united as SW Networks—
plan to reach untapped
radio audiences with new
syndicated talk shows and

. =3 5 i) .

The Revs. Jesse Jackson and
Al Sharpton have called for a
boycott of advertisers on
waBc(am) New York’s ‘Bob

companion online services.
SW will offer a variety of
long-form and 24-hour
syndicated programing to
stations via satellite, digital
transmission and mini-
discs. /

that Grant promotes racism

gerous and rhetorical
venom.” /45

Anstrom calls for
new cable act

Decker Anstrom, president of the
National Cable Television Associ-
ation, says the effective competi-
tion standard, program access pro-
visions, and the role cities play in
regulating cable should be re-eval-
uated as part of next year’s expect-
ed debate on information-super-
highway legislation. /

Decker Anstrom: Flég-
ulators are “missing
the big picture.” / 48

FCC postpones rethinking
of ownership rules
The FCC last week decided to put off consideration of

relaxing the television multiple ownership rules until its
December meeting. /

Robert Iger, president, Capital Cities/ABC Inc.

Spectrum warning

Talk of standard-definition TV
might undermine the industry’s
chance of getting a second chan-
nel for high-definition TV, broad-
casters were warned last week at  [SE
the Association for Maximum Ser- S
vice Television’s Advanced TV HDTV wil be one of

several future digital
Update conference. / ° TV offerings. / 53

Grant’ taik show. The two say =

and hatred and spreads “dan- [F=¢

Telemedia

1 Comes complete with
| James Earl Jones’s voice
1 “CNN at Work” will deliver Head-

Avid, Digidesign merge

Avid Technology Inc.’s merger with Digidesign Inc. will
add a professional audio products group to the company.
The new group will be the fifth devoted to broadcast
products, post-production equipment, business solutions
and new media. /

Videotape prices take a turn

Tape suppliers this fall will start to pass along increases
in the cost of raw materials that go into professional
videotape. /

Changing Hands.........c......... 46 Datebook .........
Classified.....c.cooovievicin. 54 Editorials .........
Closed Circuit ...coeevereeeennnn.. 69 Fates & Fortunes

Broadcasting & Cable Cct 311894

Live video via PC is
among the offerings
of CNN at Work. / 40

line News and CNN live over
personal computer networks—if
you have a $4,995
hardware/software system. The service is being target-
ed to businesses first. Meanwhile, NBC plans to dis-
tribute NBC Desktop Video, a multimedia business
news feed service that will cost roughly $1,500 a
month. For about double that price, users can receive
full-motion video news on demand on their PCs. / 4

Time Warner readies Ohio telephony bid

Time Warner Cable, with more than 700,000 cable TV
customers in Ohio, has applied to
offer local telephone services to
residential and business cus-
tomers across the state. /

H-P sees cable on top

Hewlett-Packard has decided to
target cable operators over tele-
phone companies as the market
for its new generation of
decoders tfor both analog and
future digital services. “Telcos are
not deploying the volume of prod-
uct as early as cable operators,”
an H-P executive says. /

Casey Sheldon says
H-P is focusing on
sel-top boxes, video
servers and com-
puters that process
bills. /42

ACTV gets move on sports

ACTV plans to try out its interactive sports service next
year. It has hooked up with Prime Ticket Network and
Ventura County Cablevision to test consumer demand
in the Los Angeles market and is hoping to expand its
relationship with Liberty Sports. / 4

..................... 64 Fifth Estater........cceccveveern.65
..................... 70 For the Record......ccooee.........62
.................. 66 In Brief......ccc.ooooviiiei 68
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Aggressive Disney
goes after NBC

Initial $6 billion bid runs into traffic on Sixth Avenue;
Turner may make competing offer this week

By Steve McClellan

eneral Electric has rejected a $6
G billon bid from Disney for all of

NBC, Wall Street sources said
last week.

GE declined the offer because it
now wants to retain control of the net-
work and to consider a competing bid
from Ted Turner, the sources say.

Neither GE nor NBC would com-
ment on the reports.

Of the two suitors, Turner
was seen as the least likely to
prevail. Even John Malone,
president of Tele-Communi-
cations Inc., a major investor
in Turner Broadcast-
ing Systems, thinks
so. Last week he
described a Turn-
er-NBC
combina-
tion as a
“long
shot.”

Why would Disney want to own a
network? Analysts point to several
reasons, not the least of which is that
TV networks have become a good
business again because “advertisers
have rediscovered TV,” as one says.
There’s also concern that in the future
the networks may rely less on studio-
produced shows because they’ll be

able to produce more of their |
own and control the syndica-
tion rights as well.

And Disney also thinks that
it could program a network
with far more success than do the cur-
rent managers. At least that is what
Jeffrey Katzenberg said when he was
the number-two executive at the net-
work. “He was appalled at the sched-
uling on the networks and the changes

in content the networks
forced on the producers,”
one Katzenberg watcher
says.

Sources at Turner con-
firm that talks with NBC
y/ are ongoing. Indeed, Turner

may have as many as three
investment bankers—First
Boston, Merrill Lynch and
Salomon  Brothers—exploring

financing alternatives. NBC and

Turner executives are expected to
meet this week.

Turner has more obstacles to com-
pleting a purchase of NBC than does
Disney, although many think Turner
and NBC would fit together well.

Among the obstacles: Large minor-
ity shareholders TCI and Time
Warner could block a deal at any
time. And because of the cable
shareholders, FCC crossownership
restrictions also would plague a Turn-
er-NBC link.

If a deal were struck, Time Warner
would want out of Turner, and that
would not be easy. A cash buyout
would result in a huge tax hit, while a
swap of stock for assets would dilute
the appeal of a Turner-NBC marriage,
according to analysts.

A deal with Disney would have
fewer roadblocks. The biggest obsta-
cle is the FCC rules barring a compa-
ny from being in the syndication and
network businesses. But the rules are

Eisner and Turner: Which will end up with NBC?

set to expire in November 1995,

Some analysts believe that GE’s
current insistence on selling only a
minority interest in NBC or some of
its assets 1s merely a negotiating pos-
ture. “'If they can get a price they feel
represents a reasonable return, there’s
no doubt they’ll sell lock, stock and
barrel,” says one analyst,

Consensus and history say Turner
would not be comfortable with a non-
controlling interest in NBC. Compa-
ny insiders say that with the excep-
tion of two minor international hold-
ings, Turner never has purchased a
noncontrolling interest in any com-
pany.

But others note that Turner may
feel some time pressure to make what-
ever kind of deal he can for NBC—
even if it means accepting a noncon-
trolling interest in the hope of acquir-
ing control later.

GE has considered a number of
offers for NBC during the past three
years, ever since yielding first place in
the network ratings race.

Paramount offered $4.5 million for
the network two years ago, and earlier
this year Time Warner made a run at
the network.

Meanwhile, Wall Street is ponder-
ing speculation that Viacom and Chris
Craft (partners in the United/Para-
mount Network) are exploring a bid
for CBS.

Neither Viacom nor Chris Craft
would comment on speculation that
they are mulling a joint bid for CBS.
Some Wall Streeters suggest that
such a bid might be challenged on
antitrust grounds by the Justice
Department. ]
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Sprmt MSOs to challenge telcos

Joint venture with TCI, Cox, Comcast expected to bid more than $3 billion for PCS licenses

By Mark Berniker

n alliance of Sprint Corp.,
A Tele-Communications Inc.,

Cox Cable and Comcast
plans to start building its nation-
wide telephone empire with PCS
licenses.

The joint venture envisions bun-
dling wireless and wired local
telephone service with long-dis-
tance and cable TV services for

| At a glance

Regional Bell operating companies, long-distance
firms and cable operators are teaming to bid on
broadband personal communication services licens-
es from the FCC. The deadline for filing an intention
to bid for the licenses was last Friday. Following is
the latest list of the major partners:

m AT&T, McCaw Cellular Communications

m Bell Atlantic, Nynex, US West, Airtouch Communications

financial terms of the deal and how
the partners plan to split the costs
of connecting Sprint’s national net-
work with each MSO’s cable sys-
tems. Sprint is the nation’s third-
largest long-distance carrier.

“The partners have an agree-
ment, but a definitive agreement
will be done in the near future and
it’s just a matter of tying up the
loose ends,” says Bill White, a

business and residential cus-
tomers. The partners plan to devel-
op affiliate relationships with
smaller cable operators, financing
upgrades of their systems in return

(former celiular subsidiary of Pacific Telesis Group)

m BellSouth, American Personal Communications {part-
owned by the Washington Post and one of three pioneer
license winners), North Carolina utility Duke Power Co.,
35 independent telecommunications companies

Sprint spokesman.

“You still have the Teleport part
of the deal that needs to be finished
up,” White says. Teleport Commu-
nications Group, a consortium of

for network access. TCI, Cox and
Comcast now reach more than 15

m SBC Communications (formerly Southwestern Bell), GTE
m Sprint, Tele-Communications Inc., Cox, Comcast

cable operators known as a cormi-
petitive access provider, will pro-

million households—nearly one-
fourth of all cable homes—but they
want a piece of the $85 million-per-
year local telephone business.
Following last-minute negotiations,
the partners last Tuesday presented a
united front in preparation for the
FCC’s multibillion-dollar broadband
personal communication services auc-
tions, scheduled to begin Dec. 5. The
deadline to notify the FCC of partici-
pation in the auctions was last Friday,

No details were disclosed concern-
ing the financial arrangement of the
joint venture, which the companies
want to build into a natienwide tele-
phone service. William Esry, Sprint
chairman/CEQ, says the partners’ first
priority i1s to “jointly bid for PCS
licenses.” Unofficial sources expect
them to offer in excess of $3 billion.

However, sources close to the ne-
gotiations say that numerous issues are
unresolved, including the specific

which explains the companies’ rush.

Time Warner’s notable absence

As major power brokers in the field of telecommunications jockeyed for
position in the upcoming PCS auctions, a prominent party was missing from
the high-priced wireless race.

“You probably will not see us on Friday,” said Dennis Patrick, chief exec-
utive officer of Time Warner Telecommunications, referring to the FCC's
deadline of last Friday for notification of participation in the personal com-
munication services auctions.

Patrick said Time Warner will nct be directly involved in the first of three
planned broadband PCS auctions, scheduled to begin Dec. 5. Instead, Time
Warner is focusing on its cable systems, which are not included in the met-
ropolitan trading areas that will be allocated in the first round, Patrick said.

The company eventually will provide its cable customers with a “wireless
offering,” but that cellular service probably will be on a resale basis, rather
than through the purchase of PCS licenses.

However, the company will be indirectly involved in the auction: US West
owns 25% of Time Warner Cable, and the telephone company will partici-
pate in the auction as a member of the consortium of Bell Atlantic, Nynex
and Pacific Telesis” former subsidiary, Airtouch Communications.

Sources close to the auctions expect the first round of 99 licenses to go
for high prices. The licenses may be overvalued as a result of the intense
competition for access to future wireless customers, the sources say. The
number of licenses 10 be offered during the auctions is 2,071, —MB

vide links between Sprint’s net-
work and the cable operators. Howev-
er, Teleport is in only 19 major markets
and plans to expand to 25 by mid-
1995, The partners will finance the
construction of new facilities in cities
where Teleport does not operate.

Chuck McElroy, Cox Cable’s direc-
tor of broadband services for residen-
tial markets, expects that the issues of
outstanding wired connection will be
ironed out within three months.

“One of the uncertainties on the
wireline side is how we are going to
compete and cooperate with the local
exchange carrier,” McElroy says.

John Malone, president of TCI,
stresses that the partners are creating a
“national local telephone company”
that will create a “packaged and bun-
dled service.”

Residential consumers will be able
to order communications and enter-
tainment services either a la carte or
in bundles, with only one bill going to
each household, he says.

It may be the third or fourth quarter
of next year before the wired and
wireless services will begin to be
commercially available, says Al
Kurtze, Sprint’s senior vice president
of local telecommunications.

The regulatory issues are the
biggest stumbling block, Kurtze says.
But he expects that within the next five
years the Sprint cable communications
service package will be delivered to 30
million households. If the affiliate pro-

continued on page 18
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By lulie A. Zier

cations, comprising nine TV sta-

tions, 22 radio stations and 106
newspapers, was sold to a private
investment company for $711.427
million last week.

The buying group, Park Acquisi-
tions Inc., is headed by Donald Tom-
lin and Gary Knapp. Tomlin is a
Columbia, S.C.-based financial man-
ager who also is the GM of wrvy-Tv
Dothan, Ala., and has been an engi-
neering and operating consultant for
radio and TV stations in the South-
east. Knapp, a former professor of
marketing at the University of Hous-
ton, is a Lexington, Ky., securities
broker.

Retirement Systems of Alabama
(RSA), a pension fund for teachers
and state employes, loaned PA]
$573.4 million toward the purchase.
The Park group is the first media
investment for the fund, which counts
among its holdings several champi-
onship golf courses and a New York
City skyscraper.

Tomlin and Knapp declined to talk
about the deal. They referred ques-
tions to their attorney, John Fiorini of
Gardner, Carton & Douglas. Fiorini

I thaca, N.Y.-based Park Communi-

U TOP OF THE WEEK mmms

' Park stations, papers sell for $711 1 million

Investment group makes winning bid for properties

says the new owners plan to keep the
radio, TV and newspaper group
together, but might have to make
some divestitures to comply with FCC
rules. They will retain all current Park
managers and employes and will not
be involved in the company’s day-to-
day operations.

The CEOQO of the pension fund is
David Bronner, who attempted to
purchase a Montgomery, Ala., TV
station on behalf of RSA in 1989,
Then-governor Guy Hunt blocked
the sale of wsFa-Tv for $70 million
on grounds that a state-owned com-
mercial station would hinder free-
dom of the press.

Park Communications has been for
sale since the death of founder Roy
Park in October 1993. The estate of
the 8§3-year-old Duncan Hines food
magnate owns 89.6% of the 23.3 mil-
lion shares outstanding. The buyers
offered $30.50 per share.

The purchase ends a year of specu-
lation as to the future of the group.
Goldman Sachs & Co. was hired to
sell the company in May, says Jack
Claiborne, Park’s VP and assistant to
the chairman, and the process went
smoothly from there.

There was no lack of interest in the

Ameritech gets video go-ahead

Ameritech is the fourth local telco to win the right to provide video program-
ing in its own service area.
US West, Bell South and Bell Atlantic have won similar cases in their ser-

court judge.

. The decision covers Ameritech’s entire: service area, including lllinois,
Indlana ‘Michigan, Ohio and Wisconsin.

f ' The local telephone companies claim that their First Amendment rlghts to

" crossownership.

[~ “This decision removes one more obstacle from Ameritech’s eﬁorts to
- offer customers a full range of choices for obtaining video and interactive
. services,” says Richard C. Notebaert, Ameritech chairman and CEQC.

Southwestern Bell) and Beéll South to develop video programing.
‘The telco also has four applications on file with the FCC to build video
| dialtone networks.
Bell Atlantic was the first telco to win the right to provide programing in
.~ its own service area. The Justice Department has appealed the Virginia
| case, and the issue is expected eventually to be decided by the Supreme
. Court: —CMm

| vice areas. The ruling was handed down last week by an lllineis. district

free speech were violated by the 1984 Cable Act's ban on cable/telco

- Ameritech has an agreement with Disney, SBC Communications (formerly

SHEVRE

Park Communications
media properties
| TELEVISION:

WBMG(TV) Birmingham, Ala.

- WTVQ-TV Lexington, Ky.

KALB-TV Alexandria, La.

WUTR(TV) Utica, N.Y.

WNCT-TV Greenville, N.C.

WDEF-TV Chattanooga, Tenn.

WIHL-TV Johnson City, Tenn.

. WTVR-TV.Richmond, Va.

WSLS-TV Roanoke,; Va.

RADIO

- WNLSAMPWINT(FM) Tallanassee; Fla.
KWLO(AMI-KEMW (FM) Waterloo, 1.
KJJO-AM-FM St. Louis Park, Minn.
WPAT-AM-FM Paterson, N.J.
WHEN-AM-FM Syracuse, N.Y.
WNCT-AM-FM Greenville, N:C.
KWI1I-AM-FM Poriland, Ore.

- WNAX-AM-FM Yanktan, S.D.
WDEF-AM-FM Chattanooga, Tenn.
WTVR-AM-FM Richmond, Va.
KEZX-AM-FM Seattle

NEWSPAPERS:
10& daily and weekly newspapers
in 21 states

properties, according to Claiborne.
Among the reported bidders were
Clear Channel, Ellis Communica-
tions, Bud Paxson, Heritage Media,
Vestar and Wesra, headed by Summit
Communications Chairman/CEQ
James Wesley.

One of the final bidders says Tom-
lin and Knapp’s price is high for the
company, whose 22 radio stations
had a combined cash flow of $6.5
million in June. The next lowest bid
was 1n the high $600 million range,
according to another bidder. Park
Communications showed revenues of
$45.77 million in the third quarter,
Claiborne says, $26 million from
broadcasting and $19 million from
newspapers.

The sale must be approved by
Park’s shareholders and the FCC.
The majority stockholder, the Estate
of Roy H., Park, already has voted in
its favor.

The bulk of the proceeds from the
sale will go to the Park Foundation,
Claiborne says, which donates money
to charitable, educational and cultural
organizations. ]

10
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Going-forward rules don’t

Commissioners debating a la carte issue

By Mark Berniker

ebate over a la carte rules con-
D tinues to frustrate the FCC in its

effort to issue new incentives for
cable operators to add services,

FCC Chairman Reed Hundt has the
two votes he needs to pass his version
of the so-called going-forward rules,
according to commission SOurces.
However, Hundt is reluctant to put the
issue to a vote before resolving differ-
ences with commissioners Andrew
Barrett and Rachelle Chong.

Barrett and Chong are pushing for
greater flexibility for operators who
want to create packages of a la carte
services. Hundt’s office maintains that
any package of services is subject to
regulation.

The commission had hoped to get
the rules out earlier this month. But as
of late last week, several FCC
observers were speculating that the
rules would be added to the Nov. 10
FCC meeting agenda.

Narional Cable Television Associa-

continued from page 8

gram is successful, that number “could
potentially be much higher.”

Comcast President Brian Roberts
expects services to begin to be offered
widely toward the end of next year or
in early 1996. The commercial rollout
will depend to a large degree on “how

rion President Decker Anstrom last
week claimed that the commission is
delaying the decision until after federal
elections on Nov. 8.

Several FCC observers have specu-
lated recently that Hundt is reluctant
to 1ssue a decision that might become
a political liability. Several newspa-
pers have published reports in recent
weeks stating that proposals now
under consideration would increase
cable bills.

Meanwhile, the cable industry is
beginning to pressure the agency to
publish details on its incentives for
cable operators to upgrade their infra-
structure,

The operators are focusing on the
“upgrade incentive plan” and stream-
lined cost-of-service proposals. Both
were proposed when the FCC issued
its second round of rate regulations
last March.

Under the streamlined cost-of-ser-
vice plan, an operator would file for
cost-of-service relief only for those

costs associated with the upgrade of his
cable facility. The FCC said the plan
would cut down on bureaucratic red
tape. But seven months after the FCC
made the proposal, it has yet to issue
the related forms operators need to file.

The so-called experimental upgrade
incentive plan would give operators
flexibility in setting rates for new ser-
vices, and in exchange “customers
would be guaranteed that rates for
current services would be kept stable
and reasonable....”

One aspect of the current proposal
for going-forward rules ts a slight
modification of the incentive plan.
The proposal allows operators to cre-
ate a tier of new services thart the
FCC will agree not to regulate. In
return, cable operators must guaran-
tee that subscribers will continue to
receive the same level of service on
the basic tiers.

Other aspects of the proposal would
allow operators to keep a flat fee of
approximately 20 cents for each new
channe!l added. The proposal would
impose a two-year cap of $1.50 for
passthrough costs. Chong and Barrett
also are concerned that the two-year
$1.50 cap may not provide operators
with enough flexibility, sources say. ®

fast and how well” expected federal
and state regulatory changes are put in
place, he says.

Telephone companies will resist the
onset of competition for the local tele-
phone market, Roberts says.

It is a “strategic imperative [for
cable] to get into the telephone busi-
ness,” Roberts says, adding that the

———

Words of caution from the chairman

FCC Chairman Reed Hundt again warned broadcasters they may have to
start paying for their licenses if they don’t live up to their responsibility to
“disseminate true facts” and “help raise our children in the right way.”

Based on what companies are bidding for narrowband PCS spectrum,
Hundt said last week at the Connecticut Broadcasters Association in Farm-
ington, a TV station’s license is worth $18 for every person it reaches. “|
don’t think spectrum auctions or spectrum fees would be a good idea for
broadecasting,” he said. “But | would urge broadcasters not to put their
heads in the sand.... | predict America will ask what broadcasters are giv-
ing back to the public that justifies their deal.”

If TV stations are given an extra channel for HDTV, Hundt said, the “pub-
lic” will want to know why the stations shouldn’t be required to give some-
thing back. “Some in the public will expect that part of the profits from the
use of the additional spectrum could be used to pay for new public affairs

—HA)

or children’s educational programing.”

telephone business is vital to Com-
cast’s continued financial growth and
long-term survival. But the task of
upgrading the cable infrastructure is
no small undertaking.

“What will be complicated will be
upgrading the cable plant and activat-
ing the reverse path so that we can
handle upstream, two-way voice and
data communications,” Cox’s McEl-
TOy says.

The partners say they want to
assist small cable operators in getting
into the telecommunications busi-
ness. The venture will provide a
monthly per-subscriber license fee to
affiliate partners that will amount to
a loan to be repaid once cable opera-
tors start getting revenue from local,
long-distance, wired and wireless
services.

“The financial arrangement will be
sufficient for upgrading the network
for telephony,” Malone says.

Roberts says the smaller cable op-
erators “‘can’t do it by themselves.”
The costs of upgrading a cable plant to
enable it to carry two-way voice ser-
vices are exorbitant, he says. [ |
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NBC, ABC strike back with repeats

Absence of baseball creates holes in new season schedules

By Steve Coe
lthough the new season 1s only
A weeks old, NBC, and to a lesser
extent ABC, are using last sea-
son’s repeats to fill holes that would
have featured the baseball playoffs
and the World Series.

ABC was scheduled to air one of
the League Championship Series as
well as the World Series, and NBC
was scheduled to televise the other
League Championship Series. ABC
potentially could have had 14 nights
of programing preempted by baseball
coverage, and NBC could have had
seven nights preempted if all of the
best-of-seven series went the distance.

Viewers who went looking for fresh
episodes of NBC comedies last Tues-
day night were treated instead to a
repeat of Wings at 8-8:30 and then two
repeat episodes of Frasier at 8:30-
9:30. The John Larroquette Show aired
an original episode at 9:30 p.m., as
did Dateline NBC at 10. Last Thurs-
day night, the network aired a repeat
of Mad About You at 8, leading into
original episodes of the rest of the
lineup. Two weeks ago on Thursday,
and only three weeks into the new
season, NBC aired a repeat of Seinfeld
in its regular 9 p.m. time period.

And while NBC is getting many of
its repeats out of the way early, ABC
is planning to air repeat episodes of
Grace Under Fire, Roseanne and
Home Improvement just before the
November sweeps. “We wouldn’t be
having this conversation if there had
been no baseball strike,” said Alan
Sternfeld, senior vice president, pro-
gram planning and scheduling, ABC
Entertainment, referring to the early-
season repeats.

Sternfeld pointed out that both
ABC and NBC aired repeat episodes
of some hit shows during October last
seasoi as well, but that was in the face
of baseball coverage on CBS. “We
decided not to waste good, original
episodes of some shows last year
against the World Series. Instead, we
used those originals in April and
May,” he said.

The use of repeats on NBC is espe-

cially noticeable because
the network is using re-
peats of several hit shows
in the Tuesday 8:30 time
slot as a stop-gap measure
after The Martin Short
Show was put on hiatus.
As a result, every week
until December, a repeat
episode of Wings, Mad
About You or Frasier will

NBC also has used re-
peats in an attempt to
blunt the success of a
competing program.

Two and a half weeks
ago, the network aired
two episodes of Frasier,
the latter a repeat, at 9-10
b4 p.m. in an attempt to di-
§ vert some of the audience
expected for Fox’s made-

air in that time slot. Pre- frasier does double duty. £,y Roseanne and Tom

ston Beckman, senior vice president,
program planning, NBC Entertain-
ment, says the network will air repeats
of all of its hit comedies once in their
regular time slot before the November
sweeps coupled with the use of
repeats in the 8:30 time slot, resulting
in a night similar to last Tuesday.

Arnold.

The network will use a similar
strategy on Thursday, Nov. 17, when
it airs a repeat episode of Seinfeld at
9:30 following an original to try to
draw viewers from CBS’s airing of
the final installment of its four-part
Scarlett miniseries. ]

Stations look to bury
competition with ‘Crypt’

Genesis clears off-HBO/off-Fox show in 40% of country

By David Tobenkin

oping to scare the points (as in
H ratings) off the competition, sta-

tions covering more than 40%
of the country will have cleared Gene-
sis Entertainment’s Tales from the
Crypt for a September 1995 syndica-
tion launch by the end of this week,
(Genesis executives say.

“We believe that stations can build
themselves a counterprograming slot
with the help of a show that has the
potential to be another Twilight Zone,”
says Genesis Entertainment CEQ
Wayne Lepotf. “This isn’t just anoth-
er off-network show; it’s a show that
has a proven ability to play Saturday
nights.”

Genesis has cleared 80 half-hour
episodes of the show, which will end a
Saturday-night run since January on
Fox by August 1995 and a run since
1989 on HBO by December 1995, In-
cluded are 65 episodes produced for

Genesis’s ‘Tales from the Crypt’
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HBO and 15 produced for Genesis par
ent New World Entertainment and Fox.
Running on Fox at 11 p.m., the
show has proved the closest challenger
to Saturday Night Live in most mar-
kets, with a 3.7 household rating and a
2.8 demographic for both women and
men 18-49 in the July sweeps. SNL
earned a 5.6 household, a 4.1 women
18-49, and a 3.7 men 18-49 in July.
“Unlike most things off-cable, this
show actually has an off-cable track
record, and | think stations will look

at the performance on Fox in their
markets,” says Bill Carroll, director of
programing at station rep Katz Televi-
sion. “In most cases, 1 think they will
find a positive performance.”

The show is produced by Crypt
Productions and boasts feature film
directors and producers Richard Don-
ner, David Giler, Walter Hill, Joel Sil-
ver and Robert Zemeckis as executive
producers as well as appearances by
numerous feature film stars. Silver
has a deal with Universal Pictures for

i et | e fontore i b o e s |

three feature films based on the show,
the first due out in January 1995 and
the second to conincide with the
series’ fall premiere.

The show also accompanies a con-
tinuing Saturday morning animated
Tales from the Cryptkeeper from ani-
mation house Nelvana on ABC (see
story, page 25). Under the two-year
deal, stations will run two shows
back-to-back each Saturday night on a
weekly basis under an even seven-
minute national/local barter split. ®

Intersport expands syndication slate

New show will combine sports with comedy touch from Second City crew

By David Tobenkin

hicago-based producer and syn-
c dicator Intersport Television is

developing a sports-comedy
series featuring writers from Chica-
g0’s Second City Comedy troupe for a
fall 1995 syndication launch.

The weekly half-hour sports series,
Out of Bounds, will be “Sports Center
meets Second City,” says Intersport
President Charles Besser.

Developing the show for Intersport
are Second City alumni Timothy
Roberts, producer of syndicated show
This Week in Baseball; Michael
McCain, who has produced, written
and directed on feature films includ-
ing “Poltergeist 3.7 “Above the Law”
and “Adventures in Babysitting,” and

Michael Gellman, resident director of
Second City.

The company also is continuing its
relationship with ESPN. In develop-
ment for ESPN is a half-hour football
show that may also be syndicated. The
company also produced Greatest Moti-
vators, an hour-long coaching special
that was to air on ESPN last week.
Two other installments to the coach-
ing franchise are in development.

Two other hour specials that will air
nationally in syndication in first quar-
ter 1995 are Peggy Fleming's Ice Sto-
ries, intended for a Jan. 14-Feb. 19
window, and Faces of Courage, hosted
by Fox NFL football anchor James
Brown, which examines successful
African-American athletes. It is

scheduled to air Feb. 10-March 13,
during Black History Month. Both
shows are cleared in more than 70%
of the country.

Intersport is awaiting International
Olympic Committee approval for a
12-part series of one-hour specials on
the 1996 summer games in Atlanta
that would be aired on ESPN and syn-
dicated beginning in summer 1995.
The company has cleared The Fifth
Annual Arete Awards, which honor
athletes who embody “the champi-
onship spirit,” in more than 77% of
the country for a Dec. 1-Jan. 1, 1995,
broadcast window. It will air on ESPN
Dec. 24. Top clearances include
wABC-TV New York, KNBC-Tv Los
Angeles and wLs-Tv Chicago. |

GALDIE NID ) N G S

Name change

Chicago-based Women in Cable

is changing its name on Jan. 1,
1995, to Women in Cable &
Telecommunications and will open
its membership to all professionals
waorking in cable, telephony, DBS,
interactive computer services and
video. The organization was found-
ed in 1979.

Satisfaction guaranteed

CTAM is heading the development
and implementation of the market-
ing components of the National
Cable Television Association’s
upcoming Customer Service Guar-
antee campaign. Participating cable

systems will assure customers that
if the company misses an installa-
tion appointment they will receive a
free installation and that if the com-
pany is late for a service appoint-
ment they will receive $20, cash or
credit.

Skewing younger

In an effort to broaden its audience
to include younger demographics,
superstation wTBs-TV is adding a
lineup of new programing that

will include syndicated weekly
music series Live from the House of
Blues and a daily morning show, A
Morning Affair. Also joining the
cable network’s schedule in the

months ahead will be Cybermania
'94, a videogame awards show slat-
ed for Nov. 5, and three figure skat-
ing showcases in December and
January.

Spicing up TCI

Top multiple system cable operator
Tele-Communications Inc. has
signed an eight-year affiliation
agreement with adult programer
Graft Pay-Per-View, giving TCI's
Satellite Services Inc. the rights to
distribute Graff’s Spice 2 program-
ing service on systems owned by or
affiliated with TCI. The companies
have an existing agreement covering
Spice 1. —RB
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‘Last Call’ upgraded

MCA TV’s new late-night syndicated
panel discussion show, Last Call, has
been upgraded in seven markets since
debuting this season: wTXF-Tv Phila-
delphia; wxMT-Tv Nashville; WiKs-TV
Jacksonville, Fla.; KHGI-TV Lincoln,
Neb.; KFXK-TV Tyler, Tex.; KEXL-TV
Albany, Ga.; and a move from KTFO-
Tv Tulsa, Okla., to Fox affiliate KOKI-
Tv. The show is cleared on 140 sta-
tions representing 87% of the country.

CBS 0&0s renew ‘Geraldo’

Tribune Entertainment has secured
two-year renewals for its flagship
syndicated talk show, Geraldo, with
four CBS O&0Os: wess-Tv New York,
KCBS-TV Los Angeles, wCat-Tv Phila-
delphia and wcix-Tv Miami. The re-
newals will begin with the 1995-96
season. The series has been cleared
for fall 1995 in 18 of the top 20 mar-
kets.

NATPE membership boost

NATPE International is trying to
broaden 1ts voting membership. A
bylaw change to go before the
NATPE board this week at a meeting
in Las Vegas would allow non-TV
station programing executives such as
TV syndicators and cable executives,
who previously were limited to non-
voting associate memberships, to hold
voting memberships.

Because of a delayed report from A.C.
Nielsen, the Pocketpiece for the week
ending Ocl. 3 did not run in last week’s
issue of BROADCASTING & CaBLE; it appears
below. For the current Pocketpiece, see
‘In Brief,” p. 69.

NSS POCKETPIECE
{Mielsen's top ranked syndicated shows for
the week ending Oct. 3. Numbers represent

average audience/stations/% coverage.)
1. Wheal of Farfune 13.1/225M99
2. Jeopardy! 11.0/21799
3. Star Trek: Deep Space 9 9.3/236/99
-4, Oprah Winfrey Show 8.9/239/99
5. Entertainment Tonight B.1/177/94
6. Roseanne 7.2M182/96
7. Baywatch 6.9/214/96
8. Hard Copy 6.5/179/94
9, Inside Edition 6:21171/84
10. Married...With Ghildren 5.8/175/93
10. Whee! of Forturie—wknd ~ 5.8/166/76
12, Cops 5.5181/95
13. Family Matiers 5.41190/93
14. Ricki Lake ‘5.0/213/97
15. A Current Atfair 4.9/171/94
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Nelvana revs production engines

Talks with WB about cartoon block; expands cable, syndication slates

By Steve McClellan

oronto-based Nelvana, currently
T the top supplier of Saturday

morning network television ani-
mation, is expanding its cable and syn-
dication activity as well as its ventures
in new media, including CD-ROM.

Nelvana is gearing up to re-enter
theatrical film production in a deal
with Paramount that could give it
entree to United/Paramount’s plans to
distribute a Sunday morning and
weekday cartoon block to affiliates.

The company also is in discussions
with the WB Network about possible
projects for its cartoon block. Nelvana
produced the animated series version
of the Wamer Bros. movies “Beetle-
juice” and “Free Willy.” WB Presi-
dent Jamie Kellner sits on the Nelvana
board.

The new agreement with Para-
mount calls for Nelvana (in associa-
tion with Steven Spielberg collabora-
tors Kathleen Kennedy and Frank
Marshall) to produce a series of the-
atricals, including adaptations of
Clive Barker’s “Thief of Always™ and
E.B. White’s “Trumpet of the Swan.”

business the company §
will enter in 1996. The
first CD-ROM title
will be a learning game
for preschoolers that &
features Rupert the [§
Bear, the animated star §
of a Nelvana series that |
is meving from the |
Family Channel to
Nick Jr. in 1995.

For domestic syndi-
cation, Nelvana is de-
veloping several live-
action series. Hirsh
says the company is
close to an agreement with New Line
Television for the latter to distribute
two weekly adventure series, designed
as companion shows, based on the
Hardy Boys and Nancy Drew myster-
les. The series would be ready for fall
1995.

Another project in development for
syndication IS a one-hour weekly ser-
ies, Jake and the Kid, about a boy grow-
ing up on a farm after World War IL.

Nelvana Chairman Michael Hirsh

On the cable front,
Nelvana has a commit-
ment for a new series
on Nick Jr. and is work-
ing with HBO to devel-
op another animated
program for the pay
service. Tin Tin, the
Nelvana-produced se-
ries that debuted on
HBO, has moved to
Nick.

“We see cable as a
major growth area,”
says Hirsh, who found-
ed the company in 1971
with college friend and company pres-
ident Patrick Loubert and animator and
executive vice president Clive Smith.

The company recently began to
experiment with so-called computer
painting, which replaces the laborious
job, much of it done in Asia, of hand
painting programs cel by cel. The first
two shows Nelvana painted by com-
puter were Rupert and Tales from the
Cryptkeeper. |

Top cable shows

Following are the top 15 basic cable programs for the week of Oct. 17-23, ranked by housefiotds
tuning in. The cable-network ratings are percentages of the total households each network
reaches. The U.S. ratings are percentages of the 95.4 million households with TV sets. Source:
Nielsen Media Research. i

The ancillary TV distribution rights
are controlled by Paramount.

Current network animation series
include Tales from the Cryptkeeper

HHs. Rating
and Free Willy (ABC); Fek the Cat, Program Network Time(ET)  (000) Cable US.
The Terrible Thunderlizards and Jim 1. NFL Football TNT Thu 8:00p 6,259 102 6.6
Henson's Dog City (Fox); Jim Lee’s 2. CFA Prime Time ESPN Sat 7:30p 3,052 48 32
WildC.AT.S. (CBS), and The Magic 3. NFL Prime Time ESPN Sun 7:.00p 2,786 4.4 29
School Bus (Scholastic/PBS). , 4. Movie: ‘The Naked Gun’ USA  Wed 9:00p 2255 36 2.4

The 23-year-old company, still 5. Rugrats NICK Sun 10:30a 1,935 32 20
managed by the three founders, went 6. Movie: ‘Back to the Future, Pt. 2 USA  Fri 9:00p 1,929 3.1 20 °
public carlier this year. Net earnings 7. Rugrats NICK Sat 7:30p 1,778 29 19 °
for the first six months were || g wyyr ponday Night Raw USA Mon 9:00p 1774 2.8 1.9
f:riz’ggg&‘;i ?:;fztggozon frre(:g‘nflg‘; 9. The Ren & Stimpy Show NICK  Sun11:00a 1764 29 18

. ’ 10. NFL. Gameda ESPN Suni2:00n 1,733 2.7 1.8
totaling $18’628’0,0% up 64% from | | 44 gockors Mode}\,rn Life NICK Sun11:30a 1705 28 18

thi“;\?“}par;‘lblef’e”o p year ago 11. NFL Post-Game TNT  Thu 11:34p 1,697 28 1.8

animaiige;l Ll‘;ycigst?g ;ul‘;l‘igc ;ga?kgfsrﬁ 13. College Football Score ESPN Sat 11:02p 1663 26 17

says Nelvana co-founder and Chai;- 14. Movie: ‘The Naked Gun’ USA Sun 300p 1605 26 1.7
15. Silk Stalkings USA Mont0:00p 1,587 25 1.7

man Michael Hirsh. For the full year,
the company projects net earnings of
$3.6 million on revenues of $52.8 mil-

Folowing are the top five pay cable programs for the period of Oct. 17-23, ranked by the number
of households tuning in. Source: cable networks based on Nielsen Media Research.

lion. Hirsh says Nelvana is on track to 1. Movie: ‘The Beverly: Hilibiliies’ HBO Tue 800p 2,055 100 22
meet those projections. 2. Movie: ‘The Beverly Hillbillies’ HBO Sun 6:15p 1,815 88 1.9

“Animation is the universal lan- 3. Movie: ‘Lost in Yonkers’ HBO Sun 800p 1,628 79 17
guage,” says Hirsh. “It’s a simple lan- 4. Movie: ‘Double Threat’ HBO Sun10:00p 1,565 = 7.6 1.6
guage that looks normal in the inter- 5. Movie: ‘Mr. Wonderful’ HBO  Sat 8:00p

. . 1,548 75 1.6
active media,” such as CD-ROM, a 3 :

=
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Survey: Efficiency valued over news quality

New technology seen as newsroom cost-cutter; will journalism be sacrificed for bottom line?

Special to Broadcasting & Cable from Robert McMullen, Alan Fletcher, John Maxwell Hamilton and
Billy 1. Ross, members of the faculty of Louisiana State University’s Manship School-of Mass Communication

ho can miss that the news business is making
w news?

: - Almost daily, it seems, the front pages describe
the mating dances of giant media companies eager to cre-
ate powerful, profitable multimedia combinations. Related
articles on the information superhighway are as breathless
as World of Tomorrow speculation during the 1939 New
York World’s Fair, when futurists foresaw travelers relax-
ing while their automobiles glided magically over broad
freeways. '

The enthusiasm is contagious. After reading such arti-
cles, one even might speculate that the decline in the pub-
lic’s esteem for journalists is about to end. In the “infor-
mation age,” journalists will
command the high ground.

Except for one thing: The
changes now under way
may have little to do with
the quality of reportage.

Earlier this year, we con-
ducted a national survey on
the use of new technologies
in the newsroom. Respons-
es came from 375 senior
execufives, news editors
and reporters in newspaper,
radio; television and cable.
In every category, one find-
ing leaped to the forefront:
Most of the excitement
over new technologies is
about cutting costs, doing
things faster and providing
more glitz. Little is said
about ‘using the technology
to enhance the quality of
information provided in
news reporting.

“New technology,” one typical radio executive said, “has
made us extremely productive and much faster”” Another

executive said new technologies will bring “more efficien-

cy for newsgathering, resulting in faster coverage and bet:
ter presentation.”

The potential efficiencies are obvious: “One-man-

bands”—television reporters who shoot their own video—

reduce staff needs. Pagination, which is practiced at half

the papers we surveyed and which is expected shortly at
another 32%, greatly simplifies layout.

Likewise, new technologies allow traditional media to
repackage news in new ways. One-quarter of all newspa-
pers we surveyed said they have or expect to have fax news
services in the next three years.

The potential benefits of business collaboration on a
larger scale also excite news executives. In our survey,
47% of television station managers would consider a joint
operating arrangement with other broadcasters, and 75%

“In our survey, 47% of television
station managers would consider
a joint operating arrangement
with other broadcasters, and 75%
would be willing to enter such
an arrangement with a
nonbroadcast company. Nearly
three of five cable operators
reported that they would be
willing to join with broadcasters,
and four of five would join a
nonbroadcast company.”

would be. willing to enter Such an arrangemient with a non-
broadcast company. Nearly three of five cable operators
reported that they would be willing to join with broadcast-
ers, aud four of five would join a nonbroadcast company.

But precious little of this excitement spills into upgrad-
ing the content of the news that is reported. Consider these
findings:

® When respondents talked about qualities and-skills
needed for using new technology, they thought in terms of
technical skills. Critical thinking ability and a college
degree were rated lower.

m About 50% of television news directors reported that
new technologies brought better on- and off-air efficiency
and improved graphics;
23% talked of more action
footage. Fifteen percent
indicated greater accuracy
In news reporting. :

m Although 79% of the
newspapers surveyed had
computer graphics capa-
bility, only 29% had a
computerized library,
which is useful in re-
searching news stories.
Even smaller percentages
of newspaper editors

information-gathering
tools such as online and
CD-ROM databases or to
local networks tied to
court and-tax records.

Not surprisingly, many
of those surveyed worried
about the implications of
technology advances.
With regard to one-man
bands, for instance, a common refrain was: “A reporter
who must shoot his/her.own video will likely miss impor-
tant information related to the rest of the story.”

The information revolution still is in its infancy. Studies
like ours must be considered preliminary. In addition, not
all the data in our survey argues that content will suffer or
be ignored. For instance, three-fourths of television station:
managers said they-would use high-definition television or
broadband services to offer additional services to their
viewers. ;

Finally, increased efficiency is not in itself bad. It actu-
ally may create savings that over time make it easier 1o
invest:more 1n-quality reporters and reporting.

Yet the opposite outcome should worry us. Relentless
emphasis on efficiéncies may create its own momentum.
Technological, bottom-line considerations may overshad-
ow the journalistic mission. In that case, the superhighway
will be bad news. ]

1B
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_ Ratlngs: Week 5, according to Nielsen, Oct. 17-23

TUESDAY

10.6/17

.llpi | ! 4 B = - 5 L &
ke | { e o -
MONDAY g
8:00 | 38. Coach 11.1/18 | 120. The Nanny 13.0/20| |47. Fresh Prince  10.7/17 B o 0514
8:30 | 76. Blue Skies 7.8/12] |14, Dave's World  14.8/22] |38. Blossom 11.1/17 . Melrose Place 9.5/
9:00{ 4. NFL Monday Night |11, Murphy Brown 15.8/23 | |55 \BC Monday Night 93. Partyof Five  5.6/8
9:30 | Football—Kansas City ~ 17. Love & War  13.9/21 | | Movies—Moment of Truth:
10:00 | Chiefs vs. Denver Broncos 19. Northern Exposure A Mother's Deception
10:30 18.7/32 13.5/22 12.7/20

10:00

10. NYPD Blue 16.1/27

Enemy

Movie—Sleeping with the

8:00{27 Full House _ 124/20 |~ 611 10817 '28. Wings 12.3/20
. Rescue . .
8:30 | 23. Me & the Boys 12.8/20 [29. Wings /19 | 3‘0. Fox ;:es:iay'sllgt';
e— H
9.00[ 2. Home Improvimt 20.4/30 \13. Frasier 14.9/22 fm op= or Ny lom
: 50.CBS T Nigiht Will Shoot 6.8/11
9:30 f 1. Grace Under Fire 20.5/31 ' uesday Nigh PlQ. J Larroquette 10.9/17

10.5/17

. Dateline NBC 10.9/18

WEDNESDAY
- Thunder Alley 9.8/17 | |71. Boys Are Back 8.3/14) 142, The Cosby Mysteries . Beverly Hills 90210
8:30 \47. All American Girl 10.7 /17 | |80. Dave's World 7.5/12 10.9/18 11.1/18
. 6. Roseanne 17.7/28
9:00( /28 | |68. Touched by an Ange! 59. Dateline NBC ~ 9.6/15| |85. Models Inc.  7.3/12
9:30| 9. Ellen 16.3/26 9.0/14
10:00 55. Turning Point 9.8/17 | |36. 48 Hours 11.2/19( |18. Law and Order 13.6/24 {
10:30
THURSDAY .6 6.0
. ? i 16. Mad About 4.0/23] | 79. Marti B/1
&8:00|91. My So-Called Life 47, Due South 10.7/17 a out You 14.0/ 9. Martin . 7.6/12
8:30 6.7/11 @ Friends 12.9/20| |71. Living Single ~ 8.3/13
00l 8. Seinfeld 17.2/26| [80. ¢ 7.5/11
9:00155 Matlock 10.4/16 | |31. Chicago Hope 12.0/18 I o / ops /
9:30 |20. Madman,/People 13.0/20 | [78. Cops 7.7/12

10:00
10:30
FRIDAY

8:00|34.

87. Primetime Live 7.1/12

Family Matters 1i.4/22

Chung

55. Eye to Eye with Connie

53. Diagnosis Murder

9.8/16

.E.R. 19.4/32

. Unsolved Mysteries

. MLAN.T.LS,

. The Commish 9.1/17

10:30

SUNDAY

7:00(63. Am Fun Hm Vid 9.3/16

5. 60 Minutes

8:30 | 33. Boy Meets Wid 11.6/21 | 10.1/19 9.1/17
9:00 |41. Step By Step  11.0/19 [ ] )
; i 58. Dateline NBC 9.7/16| |59. X-Fil 6/16
9:30 |42. Hangin w/Mr. € 10.9/18 | |31 CBS Special Movie—in ateline / nes o8/
. the Heat of the Night — -
10:000,4 20,20 12.8/23 12,0721 | |76. Homicide: Life on the
10:30 Street 7.8/14
SATURDAY .5,/20
8:00 36. Dr. Quinn Medicine 92. Empty Nest 6.0/12| 189, Cops 6.9/13
. 70. ABC Saturday Family Woman 11.2/21 | 94 Something Wilder 5.5 /1 3 C =14
8:30 | Movie—Problem Child 2 g vy Ty omething Wilder 5.5/10 | |83. Cops A1
. . Five Mrs. Bu . ica’
9:00 8.7/16 : c 71. Sweet Justice  8.3/15 87. America’s Most Wanted
9:30 69. Hearts Afire 8.9/16 7.1/13
10:00 29. Walker, Texas Ranger

12.1/23

18.4/31

85. Unexplained 7.3/12 . Encounters 5.2/9

7:30 |65. 0n Our Own 9.2/15
. 63. Simpso 9.3/14
8:00150 1ois & Clark 10,5716 | | |- Murder, She Wrote 35. seaQuest DSV 11.3/17 |63. Simpsons /
8:30 17.4/27 | 80. Hardball 7.5/11
9:00 : 54, Married w/Chldr 9.9/15
o | 25. ABC Sunday Night . 15. NBC Sunday Night [83 G Catli 7.4
9:30 . , 12. CBS Sunday Movie— Movie——Danielle Steel’s . George Carlin A4/11
Movie—Terminator 2: Ghost 15.3/25 | |*Family Album,’ Part 1 7
10:00! jydgment Day 12.7/21 3/ mily Album,” Fa I
10:30J 14.5/23
WEEK'S AVGS 12.1/20 | 12.1/20 D 11.4/19 7.7/12
SSN. TO DATE 12.0/20 L 11.8/19 L 11.8/20 | L 7.6/12

RANKING /SHOW [PROGRAM RATING/SHARE)
TELEVISION UNIVERSE ESTIMATED AT 95.4 MILLION HOUSEHOLDS; THEREFORE ONE RATINGS POINT 1S EQUIVALENT TO 954,000 TV HOMES

(nr)=NOT RANKED

*PREMIERE

SOURCE: NIELSEN MEDIA RESEARCH YELLOW TINT IS WINNER OF TIME SLOT
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WHAT AMERICA

CATEGORY: HOME WORKSHOPS e ? CATEGORY:

CATEGORY: HOME ENTERTAINING : "CATEGORY: HOME ENTERTA

OTHER PROGRAMMING CATEGORIES INCLUDE: GARDENING, HOME OFFICE, AUTOMOTIVE, REMODELING AND REPAIR, DECORATING, CRAFTS AND HOBBIES.

A $260 Billion Opportunity.

Home & Garden Television Network (HGTV) is the only cable network devoted exclusively Home repair and remodeling: $106 billion
to everything people love about their homes. Repair and remodeling, Decorating. Garden- - Gardening and plants: $75 billion
ing. Even audio/visual and home entertainment electronics. All together, Americans spend Home decorating; $45 billion
more than §260 billion each year in and around their home. Audio/video equipment: $40 billion



WANTS TO WATCH.

The research proves it! HGTV ranked #2 — out of 20 new networks — among cable subscribers who are single
family home owners*. Plus, non-subscribers ranked HGTV #3 among new cable networks, surpassing interest
in existing networks like A&E, CNBC and TNN**.

HGTV IS ORIGINAL.

More than 75% of HGTV’s programming is original. With shows such as:

* ROOMS FOR IMPROVEMENT, with Leslie Uggams and Joe Ruggiero, 4 weekly home decorating show.
+ SPENCER CHRISTIAN'S WINE CELLAR, a show about fine wines, hosted by one of America’s most
famous wine connoisseurs. * STAR GARDENS visits with celebrities and their outdoor retreats. « THAT'S
HOME ENTERTAINMENT, the latest consumer audio/video components, games and laser/VHS movies.

« CRAFTY KIDS, an educational show with great craft ideas for kids from 5 to 10 years old. « LUCILLE’'S
CAR CARE CLINIC, entertaining, fun and informative car care tips. * WORKING FROM HOME
WITH PAUL AND SARAH EDWARDS, a show for the 12 million work-at-home professionals.

* AMERICAN HOBBIES AND PASTIMES, with John Ratzenberger. * KLUTZ AROUND THE
HOUSE, an entertaining look at small repair jobs for beginners,

HGTV IS BACKED BY CABLE & PROGRAMMING EXPERTISE.

HGTV is wholly-owned by E.W. Scripps Company, a one billion dollar company with 125 years in the media
business. Scripps owns nine television stations, 19 daily newspapers, nine cable systems with over 700,000
subscribers, Scripps Howard Productions, United Media and recently acquired Cinetel Productions —

the largest independent producer of cable programming in the United States.

How can HGTV make money for you? We will pay you a share of our national advertising rebates, as well as
a percentage of any electronic retailing that we do. You will also receive three local haif hours each day to
program and sell, or use for communily tie-ins. We encourage you to add HGTV on a tier or a la carte basis.

The research’ says — consumers will pay for it

“Research Communications Lidd. ~ 3/94,  **Beta Rescarch — Maech 94 Non-Sub Sindy.  +Warren Publishing Survey,

|

Home & Garden Television Networls

For information, contact Susan Packard at 810-827-4471.
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Running
With the
Wind

Robert Iger is at a pivotal point in his career.
Last month he was named president and
chief operating officer of Capital Cities/ABC
Inc., effectively succeeding Dan Burke in that
post. He is, by all accounts, the heir apparent
to company Chairman/CEO Tom Murphy.
ABC now is top in prime time and riding a
wave of black ink that lger sees as raising all
broadcasting boats, but particularly his. From
his new vantage, Iger looks at the future of
the medium (bright), the implications of the
recent affiliate flips (a two-sided coin) and the
information superhighway (focus on the con-
sumer and the product, not the delivery sys-
tem), and along the way says he is content to
work with, rather than buy, King World.

Iger sat down with BROADCASTING & CABLE edi-
tors Don West and Steve McClellan to talk
about those and other issues.

& catch you at a time when both the business and Capci-
ties/ABC are running with the wind.

Yes. And you calch me at a transitional moment in my
career. I'm clearly out of one job and into another, but what
I’ doing right now is still pretty new to me. A Jot is quite
familiar, too.

But in response 1o your statement, 1'd like to think we’re
actually running a little faster than the wind, primarily
because the marketplace that supports a lot of our core
businesses is extremely healthy. So in terms of timing, you
catch me in a very good mood.

Do the earnings help?
Well, the third quarter is not a particularly big quarter; it’s
not nearly as big as the fourth quarter, for instance.

Does it reflect a rising tide in all broad-
casting or, specifically, in Capcities?

It’s clearly a rising tide in all broad-

casting, and the notion of a rising fide raising all ships is
true. Except that if you’re more buoyant, you're going to
rise a little bit higher. Our competitive position is so posi-
tive that even though the rising tide is affecting everyone
positively, we’re in a better position to take advantage of it.
We’ve always said that the best thing that could possibly
happen 1s for us to have basically very strong marketplace
conditions and be well positioned within that marketplace
from a competitive standpoint, and if you look at a number
of our businesses—the network, our television stations,
cable, radio, even some of our publishing entities—you’ll
see that we stand a chance of rising a little bit higher than
others. That’s clearly true at the network right now.

Last week Sumner Redstone spoke about the information
highway, essentially bashing it, and said moreover that Via-
com was going to sell its cab!e interests. That same week [
e & ran into a broadcaster who said he was
= "‘ﬂ;_"_"i‘"'! going to sell his TV stations because he
ﬁa thought the market had peaked. My
\ ,-: -_‘ lc:ues’non 1o you is, if not cable and if not
~ o | broadcasting, where do you invest in
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this business?

[t is important to talk about the information superhighway,
since it has become such a part of this business’s language
on a daily basis. Sumner will be a player in the information
superhighway because Viacom, Paramount and Block-
buster have their hands on a significant amount of soft-
ware.

I'm a technophile. 1've been using computers for a very
long time. I’ve always had state-of-the-art home video and
audio entertainment equipment; I follow the industry closely
in terms of changes that occur technologically. I do think
there has been a tendency for many people in the business to
become intoxicated with this technological change to such an
extent that their senses have been dulled to other issues, such
as economics, politics, and—more important—consumer
behavior: what the consumer wants and what the consumer
ultimately will do with that technology.

So as | look ahead, 1'm much more focused on the con-
sumer than I am on the technology, and as we as a compa-
ny focus on the consumer, we believe that the consumer
will always want to consume product. Whether that prod-
uct 1s consumed by way of a telephone line, a cable line, a
home satellite dish, an over-the-air broadcast experience, a
home computer, or something else. there will be a demand
for certain product. And what we 're exploring is where we
think the demand will be focused.

On the distribution side?

Distribution is a word that needs to be more broadly defined.
When we ralk about cable distribution, a lot of people
believe we are cable distributors rather than software owners
and programers. Let me use ESPN as the example. To me,
the ownership of a cable program service such as ESPN is
ownership of software; it’s not hardware and it's not pure
distribution. It is, in effect, an overall product; 1t is a super-
brand for which the consumer has developed a habit. And
that’s why, when I talk about the future in terms of techno-
logical change, I look at ESPN as software. T think that if
cable ultimately meets 1ts demise, ESPN still can survive. It
might be distributed on home satellite dishes, it might come
into the home via a telephene line, it might go right to the
computer. It may be bifurcated, in that some of it goes to a
television set and some of it goes to a computer in which sta-
tistics and all kinds of interactivity are, in effect. brought
into the home and help support the ESPN service that may
ultimarely end up on a television set,

I’'m much more focused on the program service, the fran-
chise, the brand, than I am on the matter of distribution.

Well, if the government were to make it possible, would you
go into ownership of cable systems?

I’m not sure that’s a question we can answer right now.
Clearly, we wouldn’t go into it if it didn’t make sense
under present economic circumstances. ['m not sure, in
other words, that the point of entry would be affordable.
Even though that was a good business for Capital Cities
before the purchase of ABC—you know, they were in
cable and they liked being in cable—I think ownership of
those services is largely ownership of hardware, and I'm
not sure that would make sense for us at this point.

[ would rather invest our money in the creation of new
program services for cable than in the ownership of cable
delivery systems.

Would you be more likely to buy a studio?

We would gladly own a studio, but at the right price. Those
that have changed hands recently—Paramount is the best
example—we didn’t believe were business opportunities
that made sense for us.

What’'s your analysis of what has happened this year in the
network-affiliate relationship?

What’s happened in the business is that there’s been a sig-
nificant amount of change, on a market-by-market basis.
The relationship between affiliate and network has
changed, and I think that will create a confusion at the con-
sumer level that will have a short-term damaging impact on
the business in general. I don’t think that much change is
necessarily good, particularly when you're dealing in a very
competitive world where there’s a sea of program choice
for the consumer and the significant habit that’s been
formed, in some cases, over not just a few years but over
decades. What has happened overall in the business is that
the distribution of network product over and through local
stations has become significantly more expensive for the
networks. It varies from network to network, but 1’m here
to tell you that the cost of doing business with our affiliates
has risen appreciably. I won’t specify what that is.

In terms of compensation?

Correct. On one hand, you have a situation in which your
distribution is weakened in the short run, and more expen-
sive. In our case, we've managed to avoid major change in
most of the top markets. Our strategy was to maintain sta-
bility in those top markets because we thought that was
important not only in terms of dealing with the consumer
but also with the advertiser. Fox has improved itself in
terms of its distribution system by virtue of the fact that a
significantly greater number of its stations are now VHF
stations versus UHF. To some extent that’s not as impor-
tant as it once was because cable 1 a great equalizer. But
it’s still important, and we re still dealing in a universe in
which more than 30% of the country is not wired or has not
signed up for cable.

You're UHF in Phoenix now, as well as in Tampa and St.
Louvis. And CBS is buying two Us.

Yes, Detroit and Atlanta.

Is this going to show that UHFs are better than you thought,
as long as they have a strong network?

In the end, the programing is the most important factor. All
the distribution improvement in the world isn’t going to help
a network if its programing isn’t strong. And the same is
true if you make a purchase—like Fox did—of professional
football. Just because you have professional football, it
doesn’t necessarily mean that all the programs that follow it
on Sunday night are going to be hits. They still have to be
programs that are inherently good and in demand, And the
same 1S true in terms of the distribution system.

Long-term, moving from a V to a U 1in a given market is
not going to impact us as negatively as it will in the short-
term, because the first thing you have to do is allow all the
change to settle down. You have to let the consumer find you.

It always has had less of an impact, by the way, on prime
time ratings and a slightly greater impact on the dayparts,
particularly news. When you go from a strong V in a mar-
ket such as Phoenix—which we did—to a U, and the V had
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There’s a whole new energy at

HOME SHOPPING NETWORK >
a new spirit, a new confidence, and a

renewed commitment to our affiliates
around the country. Quite simply, that
commitment is to help you make more
money with HSMN than you ve ever
made before.

That’s why we're going to give
you the marketing and advertising
support you need to help you promote
Home Shopping Club in your market.
And why we're going to do xeverything
we can to make sure that HOME is
where you want to be. Stay tuned,

the best is yet to come.
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a strong local news identity as our station in Phoenix did,
and you go to a U that is just starting up a local news orga-
nization, then your news is going to suffer. 1t’s just a fact of
life; it’s that simple.

But do you see the long-term solution as networks buying
their affiliates—to the extent the law allows?

1 like the fact that we own more stations. We haven't formal-
ly closed the deals in Flint and Toledo, but 1 like the fact that
we will own more stations today than we did yesterday
because | believe in that business. Not just for the next few
years, but Jong-term. And I'd like the ability, as a commpany, to
own even more stations for the same reason. But I think there
will continue to be a cap, albeit higher than today’s.

The way around that seems to be through partial attributions.

I'd rather not comment on that, but I don’t think you'd see
us creating the kind of partnerships that have been created
to, in effect, bend the rules or figure out a way around the
rules. That’s not what we're about.

Can you quantify how much this has cost you?

Yes, but ['d rather not. The cost of doing business, in terms
of distributing the network product on our affiliates, is sub-
stantially greater today than it was before all this change
occurred. And that’s true for NBC and CBS as well.

The other thing T think has to be emphasized here is that
even though the cost of business has gone up substantially,
these are long-term deals. In our case, they're all 10-year
agreements. And by locking in our distribution system for
10 years, not only are we guaranteeing ourselves a stabili-
ty in terms of that distribution system-—the ability to get
the product to the consumer—but we've created a pricing
stability as well.

Another thing that should be pointed out is that we've
improved our distribution system for certain programs. We
got a live Nightline clearance out of Belo in Dallas. The
same was true for Cox in Atlanta, for Hearst in Pittsburgh.
So suddenly Nightline’s live clearance, which at one point
was hovering closer to 60%, 1s now going to shoot well
above 70%. That will significantly improve the competi-
tive position that program is in.

How far along are you in the process of redoing affiliation
agreements?

We're probably above 75% now. There’s an asterisk on that
because we own almost 25%.

Just switching gears—for the season to date, you're number
one in prime time, on a household basis and in terms of
adults 18 to 48. Are you fairly certain that you'll be able to
maintain that position?

There’s no such thing as a sure thing. NBC s extremely
competitive. It’s our goal to win the 18 to 49 demographic.
We’'ve been number one in that demographic for at least
the past three seasons. I'd hope to win it again, but I think
1t’s going to be a very close race. We're benefiting right
now from the fact that football is on the air, which delivers
great numbers of men 18 to 49,

We'd like to talk about in-house production. NBC is on the
record as saying it plans to program 35% to 40% of its
schedule, and if you look at your schedule now, at least in
prime time, you’re pretty much in that ballpark if you
include sports.

Well, sports we don’t own. [ don’t consider that in any way

in-house. I think the worst thing we could do would be to
create a number and a percentage of the rotal schedule
we’d like to own. We would like to own more of our shows
than we presently do, yes, because we believe ultimately
that the ownership and control of software is going to have
long-term benefits for this company. It would be very
important for us in terms of our availability to survive tech-
nological change.

But right now the network business is driven by total
viewers, key demographics, and our ability to sell advertis-
ing in those shows. So we would be making a big mistake
if we forced our own product onto the air if it were inferi-
or in terms of its ability to deliver audience that was sell-
able to the advertisers.

What about your ambitions in domestic syndication?

I think the business of owning first-run product is one we’d
like to be in. Until now, as a company we’ve been restrict-
ed. If we put the restrictions aside, I don’t think we’ve
done a good enough job in developing the product we own
and ultimately placing our product in first-run circum-
stances on our owned stations and on our affiliates.

However, unlike others in the business, we don’t have a
great thirst to be syndicators. Quite the contrary. We actu-
ally believe that that would create far too many prob-
lems—conflicts of interest—with our affiliates. So were
we (o enter the so-caltled first-run business, we would own
the product and benefit from its success, but we would be
more likely to call in someone else to actually syndicate
that product around the country.

King World?

Certainly. We have a good relationship with King World
and they've done a better job than most in that business, so
we wouldn’t rule them out in terms of syndicating product
we owned. [ think that would be a smart move for us. But
I’'m not in any way suggesting that we should own King
World or be syndicators ourselves. I just think that puts a
stress on the distribution system in a relationship that
already has been under stress.

Are you keeping open the possibility of acquiring King World?
No, because of what I just said.

We’'re very aware of a new dynamic, or renewed dynamic, in
Washington involving something called the social compact,
or what FCC Chairman Reed Hundt would call the social
compact,.

Or the quid pro quo.
The quid pro quo. There are similar dynamics involving violence...
And children’s programing.

The latest thing is talk show hosts and the notion that there
should be truth in talk shows. It's all tied in with the sug-
gestion of spectrum auctions. If you're concerned, as broad-
casters are, with acquiring a new channe! to effectuate
either HDTV or flexibility, or if you're in the radio business
and you're talking DAB, the possibility that new spectrum
will be required becomes a big element. | just wonder how
you stand on the social compact.

Good question. First of all, I don’t understand why there
should be an inextricable link between a broadcaster’s
social responsibility and the business regulatory environ-
ment. | think there are very specific competitive reasons (o
make changes in regulation. 1'd rather not cite specific reg-
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ulation, but——well, maybe I should. I think because the
environment has gotten so competitive, the rules that have
held the networks back from, in effect, exercising too
much power are no longer applicable. So | think that there
are very specific and legitimate business reasons why regu-
lation as it exists today should change, should be altered to
be more reflective of business conditions today. And [ don’t
understand why there’s any tie whatsoever to social respon-
sibility. However, [ do believe that we have a significant
responsibility to serve the public or to be socially responsi-
ble, and I have no reason to be defensive at all in terms of
just what we’ve fulfilled in terms of that responsibility. 1
think we have more than eamed the right to broadcast to the
American public on a free basis, for instance, to control the
spectrum space.

Is that you as Capcities or you as broadcasters?

I’m speaking more of us as Capcities, but it applies tc
broadcasters in general. I think the public is well served by
our company, specifically in our broadcast of public
service announcements. No other broadcast
entity distributes more public service
announcements to the viewer than we do.

So I’'m concerned that there should
be a linkage.

I should also suggest that there’s
nothing wrong with continued
scrutiny, whether it’s in the direc-
tion of violence or children’s pro-
graming or what we’re doing that is
supposedly pro-social. There’s
nothing wrong with constantly
looking to see if, in fact, the broad-
cast system is fulfilling its obligation
to the public. We have nothing to hide;
we continue to scrutinize it ourselves.

I tend to be concerned whenever the gov-
ernment steps forward and tries to regulate pro-
graming or product.

Does that specifically include a quid pro quo for spectrum
auctions?

T haven’t thought specifically about it in relation to spectrum
auctions, so it’s kind of a quick reaction, but [ would have to
suggest that I don’t think there should be a quid pro quo.

What is your view of the viability of a fifth network or a sixth?

Less viable today than it used to be because the strength of
a network is, first and foremost, tied to the strength of its
distribution system and then the strength of its own pro-
graming. And because the affiliate situation out there is
what it presently is, particularly if you've got 10-year
agreements so you're going to see less switching in the
future, there aren’t that many strong distributors in local
markets to which {ifth and sixth networks can turn.

What's 1994 going to look like in terms of revenues and profits?

This is an extremely positive year for this company. It’s
possible it will be a record year for the network. Nineteen-
ninety-four is a very successful year for us—to date. Cap-
ital letters. Exclamation point.

Five years from now, will television look much like today or
much like tomorrow? What will the difference be?

I think five years from today television is going to look

“I think
we have more
than earned the
right to broadcast
to the American
public on a free
basis.”

more like today than [like] tomorrow. But there will be
some differences, and I think the differences are somewhat
difficult to predict, but even standard over-the-air televi-
sion will have some greater forn1 of interactivity. There
will be support mechanisms for it that will naturally flow
from it, such as the transactional, interactive direction that
we’re experimenting with now on America Online. Even
though it’s a business pursuit, it’s indeed an experiment,
but clearly what we’re doing in that direction is a direct
offshoot of our main business, television. If America
Online succeeds, we will be better at television than we’ve
been, because I think 1t will, in some form, complement
and support that business.

Five years from now, do you think that the networks as a
group still will have about 60% of the viewing?

I don’t think you're going to see a dramatic decrease in net-
work consumption in five years unless big mistakes are

made, meaning big program mistakes, big business mis-
takes.

If the balance isn’t going to tip dramatically
in five years, will it tip eventually?

Will it tip? You're dealing with an
infinite amount of time. T really
don’t see the mass medium of
broadcasting, particularly network
breadcasting, disappearing in the
foreseeable future. Nor do I see it
eroding to the point where it’s a
terrible business. People like to
consume things as soon as they’re
available, meaning that when your
favorite magazine arrives in the mail
on a given day, you’re likely to read it
that night. When your favorite television
show comes into the home at 9 o’clock on a
given day, you're likely to sit in front of that
television set and watch it. Just because technology 1s
going to allow you to decide what night of the week you
want to watch that show, which it will do, you’re going to
want to watch it as soon as it’s available to you because
it’s good, because you’ve got to have it.

I’m betting on mass media, and [ don’t know a better or
stronger one than free, over-the-air network television.

What about the technical upgrading of the network and its
affiliates in terms of digital TV, HDTV? Is that a five-year
issue or is that a much longer time?

From a technological standpoint, the ability to upgrade the
quality of picture and sound into the homes is going to
occur very quickly. It already has occurred. Digital satel-
lite delivery is better than over the air. But I’'m not sure the
consumer demand is there to support the economics.

Can you anticipate how this company will change or evolve
under your stewardship?

I can think of this company changing in the future because
of the change that’s going to occur in the world, but T don’t
necessarily tie that change to me. The direction has been
set by Tom Murphy and Dan Burke. That, I think, is most
important. They will continue to maintain the diversity
towards business strategy. We’'re not a one-business com-
pany; we’re a multiple-business company. |
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NO MATTER WHICH

#1 PRIMETIME PROGRAM
GRACE UNDER FIRE 20.5 18.6 19.6 12.3
RANK #1 #1 #1 #3

Home Improvement 20.4 16.4 6 12.6
Rank #2 #3 #2

Nole: Manday Night Foothall 41 in mae demos,
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DISTRIBUTION INC.
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WAY YOU LOOK AT IT
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KEY ADULT DEMOS

#1 ADULTS 18-49
#1 ADULTS 25 -54




A Choice.
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IN MAKING BUSINESS DECISIONS, STATION GENERAL MANAGERS
CHOOSE BROADCASTING & CABLE OVER ELECTRONIC MEDIA.
NOT AT ALL SURPRISING.

74% SEE BROADCASTING & CABLE AS THE LEADING INDUSTRY AUTHORITY
57% REPORT IT HAS THE STRONGEST FEATURES ON INDUSTRY TRENDS.
53% SAY IT'S THE MOST USEFUL FOR PERFORMING THEIR JOBS.
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CNN, Intel to offer
Pc-based service

CNN at Work initially will target business users,
haopes to expand to homes

Pt o
INTEL/ “ON / 1017510 S e 75

By Rick Brown

looking to deliver up-to-the-minute news to the work- :
° demand service and the latest
in a growing portfolio of new
media businesses for the .
© broadcaster. Some industry |
observers estimate that NBC’s

Add CNN and Intel to the growing list of companies

place.

The companies last Tuesday unveiled CNN at Work, a sub-
scription service designed to deliver Headline News or CNN

live over personal computer networks. Although the service

is being shopped to the business community, the partners see
an opportunity eventually to offer the same type of service 1o :

the home, says Jim Johnson, vice president and assistant gen-
eral manager, Intel Products Group.

To receive the service, participating company needs to buy
a $4,995 hardware/software system that hooks up to its local |
area network (LAN) and enables all its users to capture, com-
press and send video content on their computer monitors. The :
video content—Headline News and CNN—is supplied to :
each workplace via conventional cable TV line or a I-meter :
K-band dish (offices choosing to receive by satellite would
either lease the dish or buy one for about $2,800). CNN at !

scribers).

Jon Petrovich, CNN/Headline News executive vice presi- .
dent, says they have not decided what compensation cable :
continued on page 42

40

NBC to
deliver
news
over PCs

| NBC Desktop Video wil
* offer business news to

financial industry

By Rid Breu

to launch a news and :
information service for !
'; office PCs (see story at left),
NBC was busy preparmg to
debut a service of its own.

© The company in the next
. two to three weeks is expected !
to begin distributing NBC -
Desktop Video, a video-on-
. expand another of the com-

ust as CNN and Intel :
were announcing plans

nonbroadcast assets, overseen

to more than $1 billion.

The company’s latest ini-
. get out of the labs and into
is a multimedia business .
news feed service available :
to the financial services
- ties.
Work users also must pay a subscription fee of $12.50 per | $1,500 a month. For about :
month (or $10 per month for orders with more than 50 sub- :
- receive full-motion video °
news on demand, either live °
or delayed, on their PCs.
Users also can send their :

tiative, NBC Desktop Video,

industry for approximately

double that price, users can

NBC Desktop Video,
: company is an investor in San

¢ product as

. own multimedia information
: to other subscribers on the

network. The service uses

. material from the company’s
‘ existing business
¢ Tesources, including those of
- NBC and CNBC.

Nnews

Roughly 10% of NBC’s

- nonbroadcast business is in
: new media activities. In addi-

tion to the newly launched
the

Jose, Calif.-based Interactive

i Network. IN, which enables
. viewers to interact and play
- along with shows such as
: Wheel of Fortune, is available

to 5,000 subscribers. Al-
though the interactive compa-
ny in recent weeks has under-
gone some well-publicized

¢ delays and staff downsizing,

Rogers describes the basic
“very sound” and
says plans are under way to
expand the product to its third
market soon.

Rogers also is eager to

pany’s new media efforts,
NBC On-Site, which for the
past year has delivered video
programing to about 100

. stores via ajsle-based moni-
by NBC Cable and business :
- development president Tom
Rogers, have grown in value :
. to the network.

tors. Rogers says NBC is

~ closing in on a deal that will

soon add another 200 stores
“Our approach has been to

the business as quickly as
possible.” Rogers says of the
company’s new media activi-
“There’s a transition
here. If you can actually have
operating businesses, you
can be ahead of the game.”
While NBC is increasing
its investment 1n new media,
continued on page 43
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Time Warner
begins bid to offer
telephony in Ohio

MSO upgrading cable plant as it prepares to

take on Ameritech

B,y Mark Berwidier

ime Warner has
applied to the Public
Utilities Commission :

of Ohio to offer local tele-
phone service to residential
and business customers :

throughout the state.

Time Warner Cable has : |
more than 700,000 cable TV
customers in Ohio and is :
upgrading its cable plant.

Offering telephony is a way

potentially to recoup its:
investment in :

extensive
infrastructure.
“The big investment is in

upgrading the cable plant for :

interactive two-way televi-
sion and telephony,”

tions.

The upgrades in Ohio will :

cost “several hundred mil-
lion dollars over the next

adding that the upgrade will
be largely completed by
1998.

However, Ameritech is the -

existing regional voice ser-
vices operator and has what
amounts to a monepely on
local telephone service. Mor-

row says, “Ameritech has
said all the right things about
competition but has done :
everything in their power to :
stop it from actually happen- -
- Warner will be offering tele-

ng.

“Ameritech’s behavior is
completely inconsistent with
their public posturing,” Mor-

is holding competition
hostage to what it wants.”

Ameritech repeatedly has

said 1t is willing to open up
its local loop to outside

competition, while assum-

says
Thomas Morrow, president :
of Time Warner Communica-

Tl'l":‘s Themas Morrow

ing 1t will win regulatory
approval to enter the cable
TV, interactive video ser-
vices and long-distance

- businesses.
five years,” Morrow says,

Following the submission
of the appropriate docu-
ments, Time Warner will
wait for a decision from the
Ohio Public Utilities Com-
mission.

Morrow does not expect

" the PUC to tum down Time

Warner's application to get
into the telephony business,
and he is more concerned
about Ameritech’s resis-
lance.

Morrow hopes that Time

phone services in Ohio by

© “the first half of 1996, but,
- he adds, “we wish it would
row says, adding: “Ameritech .

be sooner.”

Beyond offering basic
dialtone service, Time
Warner also wants to offer
custom calling services such
as call forwarding, caller ID,
conference calling, automat-
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ic dialing and sophisticated °

voice messaging services.

Time Warner has made it
clear that once it upgrades its :
cable network to become -
digitai-capable it will inte-
grate voice, data and lmage
communications services for
both businesses and resi-

dences.

But before Time Warner :
has operational local phone :
service in Ohio it not only |
will have to receive Ohio |
PUC approval, but also will
need (o negotiate intercon-
nection agreements with i
Ameritech. Morrow says he :
is “not real optimistic™ con-
cerning negotiations with :
Ameritech for interconnec-

tion agreements.

Time Warner has negoti-
interconnection |
agreement in New York with :
Rochester Telephone, which
paved the way for the cable :
operator to be allowed to !
offer focal telephone service :
there. Although Time Warn- |
er has received regulatory :
approval from the New York :
PUC and sealed a landmark
interconnect agreement, it |
will not begin offering local :
phone services until next :

ated an

year.

Morrow says Time Warn-
er has a long-term contract :
with AT&T for SESS digital !
switches, but will not order :
that equipment until the
Ohio PUC signs off on its
application. It also has:
negotiated interconnection :
agreements with Ameritech. :

The digital switches cost :
close to $5 million each and !
Time Warner would need :
four switches to connect all :
of its customers in Ohio, !
Morrow says. “We don't :
have a specified date to ship :
switches to our Ohio mar-

kets.”

Morrow says Time Warner
is focusing on New York and
Illinois as the initial states :
for which it is trying to :
receive state regulatory :
approval for phone services. :
The company also has sub- !
stantial interest in Florida, ¢
Notth Carolina, Wisconsin, :
Texas and Hawaii. m

Gl chosen by TW to
supply analog
addressable terminals
Time Warner Cable has chosen |
General Instrument {o provide
1.5 million analog addressable
cable TV terminals to be
deployed throughout its systems
over the next three years. Gl's
CFT2000 is an analog address-
able terminal that can be
upgraded to DigiCipher digital
compression technology. The
units also contain a micro-
processor that allows TW to
offer new services, including
enhanced electronic programing
guides, digital audio services,
supplementary sports and enter-
tainment information and play-
aleng games.

IN to roll out in

Indianapolis
Interactive Net-
work will begin
offering its
play-along TV
service in Indi-
anapolis in
November, 7
Recently, Inter-
active Network .~ (¥
announced it %,
was defaying X
plans for a national
rollout next year. Then the com-
pany received an infusion of cap-
ital from its investors, including
Sprint, Motorola, TCI, NBC, Gan-
nett and A.C. Nielsen. IN charges
subscribers $19.95 per month
for the service, now available in
Chicago; South Bend, Ind.;
Sacramento, Calif., and San
Francisco.

US West revises

multimedia network
US West has revised its Section
214 filing to the FCC for video
services because it has decided |
to modify its network architec-
ture to a fiber-to-the-curb |
topology. The new design will
deliver digital telephone ser-

vice, data communications and |
digital interactive video-on-
demand services over a shared
fiber optic cable that will reach
to the curb near the homes of
customers. From the curb the
fiber will be split, with tele-
phone service traveling over
traditional copper wire and
video services delivered over
coaxial cable.
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H-P sees cable beating
felcos to interactive TV

Computer hardware maker struggles to crack undefined set-top market

By Mark Borsnidier

break into the set-top converter :
business, it has to identify its mar- :
ket. Silicon Valley’s Hewlett-Packard :
has decided to target cable operators :
over telcos as the market for its new :
generation of decoders for both analog
| interactive television ser-
“Cable 1s 1n the lead, and the telcos :
are not deploying the volume of product :
as early as cable operators,” says Casey
Sheldon, brand manager of Hewlett- |
Packard’s home products division, :
which is in charge of the company’s :
. Cable operators have said
H-P is focusing on three aspects of |
interactive television in the hope of :

For a computer manufacturer to

and future digital services.

move into set-top boxes.

becoming one of the leading equipment

suppliers to upgraded cable and broad- |
band telco networks. Sheldon says H-P
is making set-top boxes, videc servers
and computers that process transaction :
and billing of services over the network.

H-P has commitments from TCI for
500,000 set-tops, and Sheldon says :
Comcast has ordered 150,000. But the
company has no orders from any of the :

telcos planning interactive TV trials.

H-P’s set-tops are
“hybrids,” combining
analog features for
today’s existing cable
systems while also build-
ing in the capacity for
decompression and a |
return path for future

vices. The company soon
will announce the prod-
uct names of its new set-
top series, and Sheldon
expects the units will
cost ‘“around $300.”

there is no way the set-
top can cost more than
$500 per unit, she says.

HP is building all of the emerging :
standards into its set-top boxes, includ- :
to interface with :
General Instrument’s headend equip-
ment—and MPEG-2, emerging as the -
international standard for full-motion
video. Sheldon says H-P also is incor-
porating Musicam and Dolby AC-3 .
- line of different products for both cable
H-P is building electronic program- :

ing DigiCipher 1I

audio standards into its set-tops.

H-P’s Casey Sheldon

. ing guides into its set-tops, and will sup-
i ply TCI with TV Guide On Screen.

“We’d like to support all of them, and 1

. expect ultimately we’ll have them all built
¢ in,” Sheldon says, adding that H-P plans
- to negotiate with Prevue and StarSight
- Telecast to have their electronic program-
. ing guides built into future set-tops.

At first, most of the interactive televi-
sion services will be fairly
rudimentary. Sheldon says
that beyond the electronic
programing guide, she
sees near-video-on-
demand, home shopping
and possibly the opportu-
nity for consumers to
download video games as
the primary uses of the
technology.

*“Those are the only four
services TCI and Comcast
are asking from us now,”
Sheldon says, adding that
H-P will ship its hybrid
set-tops to TCI and Com-
cast by the middle of next
year.

Sheldon says H-P’s
servers will interface with both Oracle
and Sybase software for interactive tele-
vision services. Also, H-P is talking
with Microsoft about getting its soft-
ware system running on H-P’s video
servers. H-P soon will publicly show
both its hybrid set-tops and video serv-
er, with the expectation of developing a

operators and telcos, she says. |

newly formed group.

] Searching for SDTV
standards

TV/COM International’'s new North American Digital Group
last week began its investigation of “standard-definition” TV.

The group, announced earlier this year by TV/COM, is
seeking to create a forum to discuss North American digi-
tal compression standards. TV/COM this fall cited stan-
dard-definition television as a subject of the group’s work.
While the FCC’s Advisory Committee on Advanced Tele-
vision Service (ACATS) has since expanded its own work
to include standard-definition TV, TV/COM representa-
tives last week listed several possible activities for their

“We're not trying to create additional committees,” says
Jim Shelton, TV/COM senior vice president. He says the
group—comprising consumer electronics, programing and
cable and satellite equipment representatives—may func-
tion as an informal workshop for information exchange
among participants. Participants last week included repre-
sentatives from a range of companies, including Bell
Atlantic, Cablelabs, IBM and C-Cube Microsystems. —CM

" CNN, INTEL

system

" tives.

. page 40).
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: continued from page 40

operators
: receive for their participa-
. tion in the service.

- Executives for the compa- -
© nies would not project antici- :
¢ pated distribution of the new :
- service, which initially is :
© being offered only in the U.S.
 Roughly 20% of the offices .
©in the U.S. have cable TV,
¢ according to CNN execu- |

: CNN at Work marks the
: latest attempt by companies :
. to develop work-based :
: media, joining a growing list
: that includes Bloomberg
 Business News, Dow Jones,
: Reuters and NBC (see story,

In addition to receiving °

: CNN and Headline News,

CNN at Work users are able
. to display selected stock
. quotes and “broadcast” com-
pany videos over the LAN
from a VCR or camcorder.
- Petrovich says that CNN and
Headline News reports can
be recorded for later viewing
and that the companies are
considering offering CNN
archival footage through the
service.

“Information is power, but
©it’s not power until it’s
placed into a usable form,”
says Craig Goldman, chief
information officer, Chase
: Manhattan Bank, one of the
- first companies to sign on for
- CNN at Work. “Think of the
power and advantage of
: being able to know first and
to react.” |

Oct 31 1994 Broadcasting & Cable

will



Tehs-mﬁ;fﬁfz__ar

NBC’s PCs
continued from page 40

about 75% of NBC’s non :

broadcast investments are in

the cable TV programing.
And a good-sized chunk of !
the company’s programing !
investments are in informa- :
such as i
CNBC and America’s Talk- :
ing, which encourage viewer
participation via telephone,
fax and online computer ser-

tional services,

vices. Other cable pro-

gramers owned in whele orin |
part by NBC include A&E,
American Movie Classics,
Bravo, Court TV, NewSport,

_and a wealth of regional |

sports and news services.

Rogers expects informa- !

tional services and sports to

be among the primary drivers .
of programing tiers in the .
future. Informational televi- -
sion 1s never going to have

huge ratings, but people will

value such services in a .

world of expanded channel
offerings, he says.
“Cable was always sup-

posed to be that medium
where people got involved, |

versus passive watching of

the broadcast networks,” .

Rogers says.

The remaining 15% of

ments are in the company’s :
. fast-growing international :
business. A year ago NBC
i paid $23 million for Super- :
Channel, a Pan-European :
satellite service reaching 60

million homes. Elsewhere in
the world, the company is

busy developing us fledgling
Asian operation, ANBC, as -
American ;
. channel Canal de Noticias
NBC and Mexico-based :
Television Azteca. In the °

well as Latin

months ahead, NBC plans (o

expand its developing NBC
Desktop Video computer :
© service into Europe and Asia .
(BROADCASTING & CABLE,

Independent Film Channel

NBC’s nonbroadcast invest- !

‘Star cam, player stats among
ACTV sports features

Interactive service to be tested next year; Liberty may open access to 40 million homes

Byy Mark Beanihen

hoping to expand its relationship with Liber-
ty Sports.

Liberty Sports, owned by Tele-Communica- -
tions Inc., controls several regional sports pro- :

graming networks and recently acquired the

Los Angeles-based sports programing service
Prime Ticket Network. Liberty Sports now has .
access to more than 40 million subscribers :
nationwide and is discussing offering ACTV’s :
interactive services along with its sports shows. :

ACTYV plans to try out its interactive sports |
service next year. It has hooked up with :
Prime Ticket Network and Ventura County °
Cablevision to test consumer demand in the :
Los Angeles market. ACTV also is working :
with the William Morris Agency, AST Market
Research and Next Century Media to develop :
interactive advertising for the trial and for !

future commercial rollout.

“Our focus is on consumer reaction to :
interactive programing and interactive adver-
tising,” says David Retss, executive vice pres-
ident, ACTV. Most interactive television trials |

are missing the point, Reiss says. Instead of

demonstrating technology, the idea is to find

out “what people can tolerate.”

ACTV’s “L.A. Project” will begin by late

spring or early summer and will run for at
Broadcasting & Cable Oct 31 1994

. least six months. The company has not set |
i prices for the service, but expects it will cost |

CTV, the interactive television pro- :
graming enterprise, has decided to :

make a run on the sports market and is |

subscribers $6-$10 per month.

Consumers will be able to use a “star cam”
to track a single player within a sporting
event, Reiss says. Player statistics will be
. available, as will “on-demand instant replay.” :

During the Los Angeles tests, consumers
will be able to order interactive sports ser- :
vices for Lakers, Kings, Angels, Padres and
Pac 10 basketball and football broadcasts by :

Prime Ticket Network.

Ventura County Cablevision serves only
90,000 cable customers, but Reiss says it pro-
vides an excellent sample of suburban house- -
holds: “Ventura secures our cable footprint in
Los Angeles, and provides us with the best :
demographics and psychographics we could
come up with.” o

BA Video Services finishes
digital service bureau

Bell Atlantic Video Services has completed the
development of its digital service bureau, which will
digitize movies and other video programing for
deposit on its video servers. BVS has also estab-
lished customer service, billing, operations and
business support systems at its Reston, Va., facility.
BVS is constructing a digital production studio that
will create local advertising, navigation screens and
promotional material.

Oct, 10). [

Calesndan

Mov, 1-3—The Media Alliances

Conference, sponsored by The

Kelsey Group, Editor & Publish- |
| er and Prodigy, Hyatt Regency
| La Jolla, San Diego, Calif. Con-
: | tact: Natalie Kaye, 609-921-
7200.

Nov, 3-4—0nline Interactive
Services, sponsored by Institute
for International Research, Walt
Disney World, Lake Buena
Vista, Fla. Contact: 800-345-
8016.

Mov. 7-B—Marketing & Disti-
bution of Multimedia, spon-
sored by AIC Conferences, Mar-
riot Marquis, New York. Con-
tact: 800-409-4242.

Nov. 14-15—Convergence '94:
The Information Superhighway,
sponsored by Multichannel '
CommPerspectives. The Grand
Hyatt Hotel, Washington. Cen-
tact: Sarah Harvey, 303-393-
7449,

Nov. 14-16—Opportunities on |
the Information Superhighway, |
sponsored by Multichannel
CommPerspectives, Grand
Hyatt, Washington. Contact:
Sarah Harvey, 303-393-7449.

Nov. 15-17—DRTV East Expo
& Conference, sponsored by
Advanstar Expositions, New
York Hilton & Towers, New
York. Contact: 800-854-3112,

Mov. 30-Dec. 2—The Western
Cable Show, sponsored by Cali-
fornia Cable Television Associa-
tion, Convention Center, Ana-
heim, Calif. Contact: 510-428-
2225.

Jan. 23-26, 1995—ComNet
'95, sponsored by IDG World
Expo, Washington Convention
Center, Renaissance Hotel and
the Grand Hyatt Hotel, Wash-
ington. Contact: Robin Andreo-
la, 800-225-4698.

. | Feb. 7-9, 1995—Intermedia: |
. | International Conference and |
i | Exposition on Multimedia and

. | CD-ROM, sponsored by Reed |
. | Exhibition, Moscone Convention |
.| Center, San Francisco. Contact:

. | Ellen Levenson, 203-352-8254.
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SW plans national shows, online services

January launch planned for Sony, Warner network venture

By Donna Petrozzello

wo of the newest names in the
Tradio network business—Sony

Software Corp. and Warner
Music Group, which last spring linked
to form SW Networks—plan to reach
untapped radio audiences with new
syndicated talk shows and companion
online services. —

The programing focus will |
be national, SW Networks
President/Chief Executive
Officer Susan Solomon says.
The new network plans to
build on the reputations of
Sony and Warner and the par-
ent companies’ software
resources and music-oriented
technology.

SW Networks will offer a
variety of long-form and 24-
hour syndicated programing to
stations via satellite, digital
transmission and minidiscs,
depending on the station’s pref-
erence, Solomon says. SW also wants
to provide programing to digital cable
radio and direct broadcast satellite sys-
tems in the U.S., and later in other
countries.

SW has targeted January 1995 as the
month to launch 8-10 hours of initial
long-form programs, with more pro-
grams to follow shortly, Solomon says.

‘A return to radio’

Solomon compares her decision to
focus SW on producing nationally
syndicated shows to programing
strategies used by television stations.

“I think there has been a return to
radio, and the reason is because it is
now a viable national medium,” says
Solomon, who has been director of
legal and business affairs for sub-
sidiary companies of Warner Commu-
nicaticns and CBS Inc. and an invest-
ment banker.

In a departure from traditional syn-
dicated programing, SW Networks
wants each of its shows to have an
online component that would allow
listeners to access a show and, in
some cases, interact with the host.

The online service also is being con-
sidered as a base for direct sales of
products advertised during a program,
Solomon says. SW has not yet identi-
fied which online service it would use
or how its radio programs would
translate into an online format.
Solomon describes radio as “a very

intimate medium for direct communi-
cation.” Programs and formats create
“minicommunities” of listeners,
which translates well to online sys-
tems, she says.

“Radio’s appeal with [the] local
community relates to the online com-
munity as well,” Solomon says.
“Today, people want to have control
over what is fed to them. They don’t
want to be ‘shopped to.” Overall, my
programing philosophy is pretty spe-
cific.... We're not doing anything
unless we feel it has the potential to
reach a very big market.”

To reach that goal, Solomon is
developing shows to reach “mass
niche” markets, defined as those with
strong revenue returns garnered from
a relatively small audience. Among
those, SW plans to tap the “personal
empowerment” market, which reaps
millions in book and video sales and
late-night television infomercials, by
launching a 24-hour talk format
dubbed “success radio.” That format
will feature popular empowerment
speakers on topics from diet to
finance.

“There is interest in this country as
well as internaticnally in being a bet-
ter person, and we’re doing a combi-
nation of segments from existing
audiotapes and special appearances
by experts in that field,” Solomon
says. “That will range from long-form
programs within a 24-hour segment to
. shorter appearances.”

Carving a new niche

Another mass niche the net-
work wants to reach is classi-
cal music listeners. Although
the format garners a relatively
small radio listenership,
Solomon says, it attracts an
upscale audience that is
attractive to advertisers.

SW also plans to launch a
menu of support services for its
affiliates. The support will
include computer software sys-
tems for station managers and
program directors as well as
show prep services and short syndicat-
ed programs.

For all the new ideas that Solomon
plans to introduce in programing, she
also plans to incorporate traditional
advertising sponsorship tactics into
SW’s business plan.

Solomon is seeking corporate spon-
sors for SW shows, the way compa-
nies such as Chevrolet and DuPont
sponsored radio shows four decades
ago. Solomon prefers top-brand spon-
sors that can create advertising geared
toward the audience the radio show
targets and that can offer SW the rev-
enue it needs to produce its complex
digital program with an accompany-
ing online program.

“The ability to generate revenue
that’s really significant enough to go
into the business is from a national
level,” Solomon says. “I think that as
group owners move toward the con-
tinual refining of their bottom line,
one of the things that they look at is
how to cut costs and deliver quality
product at the same time—and for
that, you have to look at national pro-
graming.” ]
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Evergreen rejects i
Jacor offer ‘

Evergreen Media Corp., Irv-
ing, Tex., which has seen its
radio group grow to 11 sta-
tions and revenue increase
30% to $50.4 million, reject-
ed an offer by Jacor Commu-
nications to buy the company
for $210 million.

Evergreen Chairman/CEO
Scott Ginsburg said in a letter { ¢
to David Schulte, Jacor’s

: ,W\ .3

Grant has been cited by
Jackson and the media watch-
dog group FAIR for describ-
ing blacks as “savages” and
“primates” in his broadcasts.
“This 1s foul speech calculat-
ed to hurt,” Jackson said.
“This is hate and venom. We
have a moral obligation to
fight back.”

Jackson reviewed a list of
advertisers on Grant’s 3-7
p.m. show, including
Chrysler, Dodge, USAIr,

chairman, that its board voted
unanimously to reject Jacor’s
offer. He added the compa-
ny’s plan is to “maximize
shareholder value through
aggressive acquisitions in the
radio industry.” The group
recorded a first half 1994
cash flow of $18.3 million.

Schulte says his company
was prepared to raise the bid
to $469 million to include assump-
tion of debt and preferred dividends.
Jacor will continue to look for other
acquisitions, he says.

Latest Hall of Famers

Legendary public radio humorist and
storyteller Garrison Keillor, comedi-
ans Red Skelton, Gene Burns and
Gracie Allen, veteran Los Angeles
radio personality Gary Owens and
the late radio programer Gordon
McLendon will be inducted into the
Radio Hall of Fame in a ceremony
Nov. 6.

Keillor, the founder and host of A
Pratrie Home Companion on Public
Radio International, is being honored
as a syndicated personality. Skelton
will be recognized as a comic radio
picneer for his 1950s-era radio show.

r. i
Fries roasted at
Radio Advertising Bureau President Gary Fries (center) was
the guest of honor at the ninth annual Bayliss Media Roast at
New York’s Waldorf-Astoria Hotel last week. Participating in
the roast were Paul Kagan of Paul Kagan Associates, seated
at left; Judy Carlough, RAB; Norm Goldsmith, Radio Market-
ing Concepts, seated at right; Ron Ruth, RAB, standing at
left, and Bill Stakelin, Apollo Radio Ltd.. The dinner was
sponsored by the John Bayliss Broadcast Foundation. Pro-
ceeds benefit the Bayliss Foundation scholarship fund.

Owens has hosted talk shows on sev-
eral Los Angeles stations, and
McLendon is regarded as an innova-
tor of the top 40 format. The induc-
tion ceremony will be held at the
Museum of Broadcast Communica-
tions in Chicago.

More credit for MMR

Greyhound Financial Corp. has
icreased Multi-Market Radio’s cred-
it facility from $7.4 million to $50
million.

Greyhound originally had planned
to increase the credit facility to $25
million, but with Multi-Market’s cash
acquisition of Southern Starr Broad-
casting Group, Greyhound doubled the
planned increase, according to Multi-
Market President Michael Ferrel. With
the acquisition of Southern Starr prop-
erties, New York-based Multi-
Market will own and operate
16 stations in eight markets.

Jackson protests New

York talk show

B Describing New York
waBC(AM) talk show host Bob
Grant as promoting racism,
hatred and spreading “danger-
ous and rhetorical venom,” the
! Revs. Jesse Jackson and Al
Sharpton called for a boycott
of advertisers on Grant’s

Jesse Jackson and Al Sharpton urge listeners of
Bob Grant's WABC show to boycott its advertisers.

afternoon show in a press con-
ference outside waBC studios
last week.

Bayliss

Marine Midland Bank, Sears
and Sharp, corporations he
says are “‘sponsoring this hate
and venom.” Jackson asked
the show’s sponsors to volun-
tarily pull their ads, but said if
they don’t, he will ask people
to boycott their products.

Amid waves of criticism
levied against Grant's issues-
oriented, call-in show, New
Jersey Governor Christine Todd Whit-
man, a repeat guest of Grant’s, said
she would not appear on the talk show
again. Jackson and Sharpton support-
ed Gov. Whitman’s announcement.

Grant contends that Jackson and
other critics have quoted him out of
context. According to Arbitron rat-
ings for summer 1994, Grant’s show
earned a 4.7 share among listeners
aged 12+, and ranked ninth among
male listeners 25-54.

ABC, Radio Express
go international

ABC Radio International and Radio
Express plan to do business abroad
by developing programing for inter-
national markets. For their first joint
project, the team will preduce The
World Chart Shew, a four-hour music
countdown show that will be co-pro-
duced in languages other than Eng-
lish. The show is expected to debut in
early 1995.

Errata

Paul Harvey,newscaster and
commentator for ABC Radio Net-
works, was misidentified as talk
show host in photo caption in
Oct. 24 issue. Also in that issue,
name of ESPN Radio’s “Fabulous
Sports Babe,” Nanci Donnellan,
was misspelled.
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The week’s tabulation of station and system sales

Park Communications: 22 radio
stations, 9 TVs and 106 newspa-
pers O Purchased by private investors
Donald Tomlin and Gary Knapp for
$711,427,000. See “Top of the Week.”

WFXT(TV) Boston 0 Purchased by
Fox Television Stations Inc. (Rupert
Murdoch) from Boston Celtics Broad-
casting LP for $80 million. Buyer owns
KTTv(Tv) Los Angeles; ksTu(Tv) Salt
Lake City; kriv(Tv) Houston and
Koar(Tv) Dallas-Fort Worth, both Texas;
wTTG(TV) Washington; wnyw(Tv) New
York, and wrLD(Tv) Chicago. Seller has
no other broadcast interests. wrxT is
Fox affiliate on ch. 25 with 1380 kw
visual, 106 kw aural and antenna 1,170
ft. Filed Oct. 13 (BALCT941013KE}.

KYOK(AM)-KMJQ(FM) Houston O
Purchased by Noble Broadcasting
{John Lynch, chairman) from Clear
Channel Communications (L. Lowry
Mays, president) for $38.5 million.
Buyer owns KBCO-AM-FM/KHOW(AM)-
KHIH(FM) Denver; KYOK({AM)-KMJQ(FM)
Houston; xTRA-AM-FM San Diego; wvks
(FM) Toledo, Ohio, and KBEQ-AM-FM

Proposed station trades

By dollar volume and number of sales
This week:

AMs D $3,462,500 0 4
FMso $18,746,788 0 8
Combos 0$753,232,4190 6
TVs o $80,000,000 0 1
Total 0 $855,441,707 0 19
So far in 1994:

AMs 1 $115,955,136 1138
FMs D $703,416,152 11278
Combos 0$2,202,492,119 0 133
TVs0$2,329,232,834 070
Totalo $9,128,878,177 1619

——————

Kansas City and KATZ(AM)/KNTZ(FM)/
kMJM(FM) St. Louis, both Missouri.
Seller owns 10 AMs, 15 FMs and 8
TVs. kyok has solid gold soul format
on 1590 khz with 5 kw. kmJa has
urban contemporary format on 102.1
mhz with 100 kw and antenna 1,719 ft.

KNAC(FM) Long Beach (Los Ange-
les), Calif. 0 Purchased by Liberman
Broadcasting Inc. (Jose and Lenard

(o

Qciaber, 1994

AUSTIN TELEVISION

has agreed to sell

KBVO-TV

Austin, Texas
(a FOX Netwark affiliate)

for

$54,000,000

GRANITE BROADCASTING CORPORATION

We are pleased to serve as
exclusive broker in this transaction.

& it

ll compANY,INC.

43) Ohio Pike Suite 204 North  Cincinnati. Ohio 45255

(513) 528-7373

Liberman} frem Keymarket Communi-
cations (Kerby Confer) for $13 million.
Buyer owns kkHJ{aM) Los Angeles
and kwiz(am) Santa Ana, both Califor-
nia. Seller owns WRVR(AM)-WOGY(FM)/
wJCE(FM) Memphis; wwi(am)-WLMG{FM)
New Orleans; wiLK(AM)-WKRZ{FM)/WGBI
(aM)-wGGY{FM) Scranton, Pa.; wLAC-
AM-FM/WJCE(FM) Nashville; WaEN{AM)-
WMJQ({FM)/WWKB(AM)-WKSE(FM) Buffalo,
N.Y., and ksLa(aMm) Santa Monica,
Calif. kNAC has pure rock format on
105.5 mhz with 1.05 kw and antenna
469 ft. Brokers: Media Venture Part-
ners and Rumbaut & Associales.

WMXN-FM Portsmouth (Noriolk),
Va. o Purchased by US Radio LP
(Ragan Henry) from ML Media Cppor-
tunity Partners (Martin Pompadur and
Merrill Lynch) for $3.5 million. Buyer
owns WDIA(AM)-wHRK-FM Memphis;
WRAW(AM)-WRFY-FM Reading, Pa.;
wsvy{am}-wowi-FM Noirfolk, Va.; waok-
FM Raleigh, N.C., and KHEY-AM-FM/
KPRR-FM El Paso and kJoJ-FM Houston,
both Texas. Seller has no other
broadcast interests. wMxN-FM has
oldies format on 105.3 mhz with 50 kw
and antenna 500 ft. Broker: Kalil & Co.

WSSH(AM) Boston 0 Purchased by
Communicom Co. of America LP
(Richard Kylberg Jr. and Carl DiMaria,
principals) from Noble Broadcast
Group (John Lynch, chairman) for an
estimated $2 miltion. Buyer owns
KBCO-AM-FM/KHOW{AM)-KHIH{FM) Denver;
KYOK(AM)-KMJQ(FM) Houston; XTRA-AM-
FM San Diego; wvks(Fm) Toledo, Ohio,
and ksea-am-FM Kansas City and
KATZ({AM)/KNTZ(FM)/KMIM(FM) St. Louis,
both Missouri. Seller has no other
broadcast interests. wssH has talk for-
mat on 1510 khz with 50 kw. Broker:
Richard A. Foreman Associates.

KKZZ(AM)-KELF(FM) Oxnard-Ven-
tura, Calif. o Purchased by Gold
Coast Broadcasting Co. (Carl Gold-
man, John Hearne, Gastone Rossilli
and Sheldon Gordon, principals) from
W. Lawrence Patrick, receiver for
Golden Bear Broadcasting, for $1.2
million. Buyer owns kset(am) Canyon
Country, Calif. Seller has no other
broadcast interests. kkzz has oldies
format on 1400 khz with 1 kw. KELF
has Spanish format on 85.8 mhz with
400 w and antenna 718 ft. Broker:
Media Venture Partners.

KDUK-AM-FM Eugene-Springfield,
Ore. 0 Purchased by Quack Radio
Corp. (Rick Dames and Steve Bun-
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yard, principals) from PTI Broadcast-
ing Inc., a subsidiary of Pacific Tele-
com Inc., for $1.025 million. Buyer is
selling wvoc(am)-wara({FM) Columbia,
S.C. for $4.4 million. Seller owns
KQLO(AM)-KWNZ(FM) Renc. KDUK(AM)
has sports/talk format on 1280 khz
with 5 kw day and 1 kw night. KDUK-FM
has CHR format on 104.7 mhz with
63 kw and antenna 2,326 ft. Broker:
Media Venture Partners.

WRCP{AM) Providence, R.l. O All
outstanding shares of Neto Commu-
nications Inc. purchased by Anthony
Cruz from Manual Neto for $1 million.
wRcP has CHR format on 92.3 mhz
with 39 kw and antenna 550 ft. Filed
Sept. 26 (BTC940926).

KGMZ-FM Aiea, Hawaii (Honolulu)
0 Purchased by Visionary Related
Entertainment Inc. (John Detz, presi-
dent) from 808 Entertainment Inc. (B.
Casey Stengl, president) for
$797,000. Buyer owns KQAI-AM-FM/
KDLX-FM Maui, kkon/kaoy Kona Coast
and KaOe-FM Hilo, all Hawaii. Seller
owns CP for kau-/M Kakaha, Kauai.
KGMz-FM has contemporary format on
107.9 mhz with 100 kw and antenna
1,100 ft. Broker: The Exfine Co.

WCIL-AM-FM Carbondale, lll. O
Transfer of control of the McRoy
Corp. from Paul and Charlotte McRoy
to Dennis and Paula Lyle for
$100,000 and a promissory note val-
ued at $630,419. weiL{am) has MOR
format on 1020 khz with 1 kw. WCIL-Fm
has top 40 format on 101.5 mhz with
50 kw and antenna 430 ft. Filed Sept.
12 (AM: BTC940912GG; FM: BTCH-
940912GH).

WDAI(FM} Pawleys Island (Myrtle
Beach), S.C. 0 Purchased by Sea-
coast Radio Co. LLC (Barry Brown, J.
Lewis Cromer and Richard Laugh-
ridge, principals) from Hurricane Com-
munications Inc. (Gregory Bunce, prin-
cipal} for $425,000. Principals of the
buyer own wsyn(Fm) Georgetown,
S.C. Seller has interests in Wvav(Fm)
Hatteras, N.C. woal has urban format
on 98.5 mhz with 6 kw and antenna
328 ft. Broker: The Whittle Agency.

KJEF-AM-FM and LPTV Jennings,
La. 0 Purchased by Cajun Country
Broadcasting Inc. (Greg Marcantel,
president) from Jennings Broadcast-
ing Co. Inc. (Clovis Bailey) for
$350,000. Buyer and seller have no
other broadcast interests. KJEF(AM)
has C&W format on 1290 khz with 1
kw. KJEF-FM has C&W format on 92.9
mhz with 33 kw and antenna 600 ft.
Filed Sept. 16 (AM: BAL940916EA;

FM: BALH940916EB).

KBUS(FM) Paris, Tex. 0 Purchased
by Carephil Communications (Philip
Salva and Alyce Williams, general
partners) from Webster Broadcasting
Inc., care of Continental Bank, for
$325,000. Buyer has no other broad-
cast interests. Seller owns kKGDD{AM)
Paris, Tex. kBus has AC format on
101.9 mhz with 50 kw and antenna
500 ft. Filed Oct. 11 (BALH941011GJ).

WELE(AM) Ormond Beach (Day-
tona Beach), Fla. O Purchased by
J&V Communications Inc. (Jesus
Torrado, president) from Wings Com-
munications Inc. (Douglas Wilhite,
president) for $312,500. Buyer owns
wkia(am) Eustis, wrrr(am) Sanford,
and is pending assignee of wwzn(AM)
Winter Park, all Florida. Seller has no
other broadcast interests. weLe has
news/talk format on 1380 khz with 5
kw day and 2.5 kw night. Broker:
Hadden & Associates.

WKXN(FM) Greenville, Ala. 0 Pur-
chased by Autaugaville Radio Inc.
(Arjan Daryanani, president) from
WKXN inc. (Millard Oakley, presi-
dent) for $287,500. Buyer has no
other broadcast interests. Principals
of the seller have interests in wLiv
{am)-wcsD(FM) Livingston, Tenn., and
wayv({am) Greenville, Ala. wikxN has
AC format on 95.9 mhz with 3 kw and
antenna 225 ft. Filed Sept.15 (BALH-
940915Gl).

KDSQ(FM)} Dennison-Sherman,
Tex. 0 Purchased by Hunt Broadcast-
ing inc. (James and Janice Hunt)
from Octavian Communications Corp.
(Charles Chandler Davis, for Davis
Family Trust) for $278,000. Buyer
owns KIKM-FM Sherman, Tex. Seller
owns kpsx{am} Dennison-Sherman,
Tex. kpsa has C&W format on 101.7
mhz with 3 kw and antenna 276 ft.

WZZZ(AM) Fulton, N.Y. O Pur-
chased by David Zinkhann from
Peter Hunn for $150,000. Buyer has
no other broadcast interests. Seller
has interests in WEMR{AM)-wYMK(FM)
Tunkhannock, Pa. wzzz has MOR/
talk format on 1300 khz with 1 kw.
Broker: Ray H. Rosenblum.

KIKR{FM) Asbury, lowa 0 47.24% of
capital stock of KIKR Inc. purchased
by Philip and Janice Fisher from Dale
Ganske for $134,288. Buyer has no
other broadcast interests. Seller has
interests in KGRR(FM) Epworth, lowa.
KIKR is licensed to 103.3 mhz with 25
kw and antenna 328 ft. Filed Sept. 27
(BTCH940927Gl).

CLOSED!

WHOT-AM/EM, Youngstown,
Ohio from WHOT, Inc.,
Myron Jones and John Kanzius,
Principals, to Connoisseur
Communications, Jeffrey
D. Warshaw, President,
Connoisseur, Inc., for
$6,000,000.

Randall E. Jeffery
Broker

RANDALLE. JEFFERY
RANDALLE. JEFFERY, JR.
407-295-2572

ELLIOT B. EVERS
415-391-4877

GEORGE . OTWELL
513-769-4477

BRIAN E. COBB
CHARLES E. GIDDENS
703-827.2727

RADIO and TELEVISION
BROKERAGE * APPRAISALS

| \ /

W

MEDIA VENTURE
PARTNERS

WASHINGTON, DC
ORLANDO - CINCINNATI
SAN FRANCISCO
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Anstrom calls for new cable act

NCTA president says competitive world has changed in two years

By Kim McAvoy

Act, says Decker Anstrom, presi-

dent of the National Cable Televi-
sion Association.

In a speech last week to the Federal
Communications Bar Association in
Washington, Anstrom called for a
congressional review of certain as-
pects of the law regulating the cable
industry. Anstrom said that the effec-
tive competition standard, the pro-
gram access provisions and the role
cities play in regulating cable should
be re-evaluated as part of next year’s
expected debate on information
superhighway legislation.

According to Anstrom, the world
has changed and cable faces serious
competition from the direct broadcast
satellite industry. Policymakers need
to look at cable as “only one element
of a larger telecommunications mndus-
try that includes broadcasters, local
phone companies, iong-distance
firms, satellite providers, computer
companies, electronic firms and Hol-
lywood producers,” he said.

Anstrom complained that some pol-
icymakers still are considering addi-
tional rules “designed to respond to
the old assumptions that led to the
Cable Act of 1992. They re approach-
ing these issues as though cable were
an unregulated monopoly operating in
a world devoid of competition and
requiring close regulatory control.

It’s time to revisit the 1992 Cable

Those assumptions are
simply no longer valid.”

Instead, it 1$ time “we
got out of the regulatory
jungle, surveyed the new
landscape, and began to
take a different approach
in the way we think
about cable television.”
He said the “combina-
tion of regulation and
new competition™ has
“fundamentally shifted §
the world order for cable |
television.” However,

regulators are “misSing pacxer Anstrom

the big picture.”

The NCTA president was particu-
larly critical of the FCC’s recent video
dialtone decision. “By narrowly
focusing on bringing competition to
cable, they missed the opportunity to
bring real competition to telecommu-
nications, which they could have
achieved by conditioning video dial-
tone on the opening of local phone
monopolies to competition.”

But the FCC is not alone, said An-
strom: The Federal Trade Commis-
sion’s investigation into the “cluster-
ing” of cable systems is another ex-
ample of regulators’ “narrow preoccu-
pation with cable television.” The
FTC is looking at the possible anti-
competitive effect of clustering (the
acquisition of cable systems in one
geographic area). The investigation

stems from the FTC’s
scrutiny of the proposed
purchase of TeleCable
by Tele-Communica-
tions Inc.

“I have to believe that
their investigations are
driven by a fundamental
misunderstanding of
how competition in tele-
communications is go-
| ing to develop. Local
cable systems today are
faced with competing
against local phone
monopolies that span
regions of up to 14
states,” Anstrom said.

Anstrom suggested that in looking
at this new competitive environment,
regulations under the 1992 Cable Act
should be revisited: “In a world where
virtually every home in America has
access to direct broadcast satellite ser-
vices, isn’t it time to take a closer look
at the standard for effective competi-
tion to cable?” Under the act, cable
companies are deregulated when mul-
tichannel competition reaches 50% of
the homes in a community, a standard
the industry long has thought to be too
stringent.

Anstrom also suggested that the
law’s program access provisions be re-
viewed. Those provisions require ca-
ble programers to make their product
available 1o all of cable’s competitors. B

FCC postpones rethinking ownership rules

The FCC last week decided to put off consideration of
the television multiple ownership rules until its December
meeting, according to Commissioner James Quello.

Broadcasters had expected the agency to consider
relaxation of local and national ownership limits next
month. They also had anticipated proposals to introduce
local marketing agreements and duopoly rules to televi-
sion.

Broadcasters say that relaxing the rules would allow
them tc compete with telephone and cable companies as
the industry enters a new era.

Although Quelio is an outspoken proponent of relaxing
the rules, he is comfortable with the delay. “I'd like to see
it in November, but if it's December, that's no sweat.”

Quello advocates a 10% increase in the national audi-
ence cap and elimination of the limits on the number of
stations a broadcaster may own.

Other commissioners, including FCC Chairman Reed
Hundt, are presumed to favor relaxation of the rules, but
it is not clear how far they are willing to go.

Any revision of ownership rules is expected to be tied
to incentives to increase minority ownership in television.
FCC Mass Media Bureau chief Roy Stewart recently said
the agency may revisit the so-called minority incubator
program. Under the proposed program, group owners
would be allowed to exceed the national ownership limits
if they helped to establish minority training programs or
provided technical assistance to minorities. —C5S
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Rachelle Chong’s aloha shirt? Enough, the Federal
Communications Bar Association hopes, to help make its
fifth annual charity auction a success. The FCBA Founda-
tion and Young Lawyers Committee are sponsoring the
auction to benefit Pediatric Aids/HIV Care Inc., which
provides support to families with HIV-infected children.
The event is schedufed for Nov. 17 at the Four Seasons
Hotel’s Club Desiree in Washington. In addition to live and
silent auctions (where

other auction items: “surprise

packages” from FCC commissioners James
Quello and Susan Ness; a “Chicago sports pack-
age” from Commissioner Andrew Barrett; a ski
weekend for six at Deep Creek Lake, Md.; four sin-

Chong’s shirt, worn on a e

recent “Hawauan Shirt Day”

will be offered), there will be S 1 Ii l m
door prizes and rafﬂes Among

Quigley violated FCC ex parte rules by criticizing the three
designated PCS pioneers—APC, Cox and Omnipoint—in
a speech attended by FCC staff members at last month’s
United States Telephone Association convention in San

Diego. Pactel says Quigley’s remarks are not a vio-
i lation because they were made publicly and not in
. a“clandestine” or “surreptitious” manner. But in
41, a letter to FCC General Counsel Bill Kennard,
TTi APC states there is no provision in the rules
that “only conversations in
broom closets or other stealth
locations qualify as ex parte
contacts.” At issue is
Quigley s statement that
Omnipoint 1s the “only legitimate
ploneer” and that there is “no way
[the pioneers’] technological contri-
butions merit a billion-dollar dis-

ﬁélEE@L.;[ 0

ets to the FCBA’s luncheon season and chairman’s
dinner. Raffle prizes include the Capitol Steps’ latest CD,
“Lord of the Fries”; two tickets to a Baltimore Onoles
baseball game, and a “Brady Bunch package” courtesy of
Florence Henderson.

Digital broadcasting means broadcasters can
become multimedia service providers, according to
John Abel, executive vice president of operations, Nation-
al Association of Broadcasters. Abel last week shared with
administration officials his views on the impact that digital
technology will have on the broadcasting business. He and
NAB President Eddie Fritts met with members of the
Telecommunications Policy Committee, part of a larger
task force of the National Information Infrastructure initia-
tive. Abel says digital technology will allow broadcasting
to become “more than pictures and sound.” Furthermore,
he emphasized, by “combining computers and television,
consumers can achieve interactivity with broadcasters.”
However, he said, two questions must be answered: “Will
the governiment allow us to become a digital pipeline, and
will the industry embrace it?”

Talk about jumping on the bandwagon. Less than a
week after the FCC issued its video dialtone decision,
Washington lawyer Henry Rivera announced he had
founded the Video Dialtone Association. “VDTA has been
established to support the development, deployment, usage
and programing of the country’s newest and most promis-
ing medium,” Rivera says in a news release. He would not
reveal the names of members,
but he did say they would be
drawn largely from the tele-
phone and programing indus-
tries. Rivera will serve as interim president. Rodney Joyce,
Rivera’s colleague at Ginsburg, Feldman & Bress, will
serve as vice president of the group. Rivera says he has no
plans to leave his firm and will head the new group from
his law office. The association’s first meeting will be held
within the next six weeks, according to Jay Newman, trea-
surer/secretary. Newman also is at Ginsberg, Feldman &
Bress.

American Personal Communications continued to
lash out last week at Pacific Telesis Chairman Phil
Quigley for negative comments he recently made about

gle-day passes to Walt Disncy World, Fla.; and tick- Edited By Kim McAvoy

count.” The FCC granted the licenses
to the three companies based on
innovations they developed for the PCS industry. Although
the companies originally were granted the licenses for
free, the FCC now is requiring them to pay 90% of the
licenses’ value.

Mark MacCarthy, Capcities/ABC vice president of
government affairs in Washington, is leaving the
company to “explore other opportunities. After six good
years, it’s time for a change,” MacCarthy says. He will stay
on while the company seeks his successor.

VDIA

NBC’s Wright welcomes
500-channel world

NBC Chairman Robert
Wright told a group of
Washington cable
executives that broad-
casters will continue to
do well in a 500-chan-
nel universe.

“A network of over-
the-air stations remains
the only means of
reaching a mass audi-
ence in the United
States. That may be
why there are so many
people trying to get into the business—either through
starting a new network or buying into an existing one,”
Wright said during a speech at the Washington Metro-
politan Cable Club.

But broadcasters do face some barriers in the multi-
channel world, according to Wright. Channel naviga-
tion systems, which many predict will guide viewers
through hundreds of choices, may be one of broad-
casters’ biggest hurdles, Wright said.

“As a broadcaster, my message to the FCC is: If we
have to have navigational systems, and they will be
needed, give viewers easy access to free over-the-air
services from the moment the television is on.” —CSS$

How much would you pay for FCC Commissioner | broadband pioneer preference holders. APC alleges that
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Straighten Out The Curves
On The Information Highway...

-With Telemedia Week.

Telemedia Week, a special section in Broadcasting & Cable every week,
gives you straight talk on the ins and outs of the information highway.

So you can navigate faster and more easily the twists and turns, bumps and barriers
on the road to the intersection of television, telephones and computers.
So whiz along with us...as we cover everything from high-definition TV to
video-on-demand to interactive services.

There’s no better way to get up to speed than with
Telemedia Week in Broadcasting & Cable.

Telemedia,
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Avid Technology merging with Digidesign

Two divisions will remain separate operating units following $200 million deal

By Chris McConnell

vid Technology Inc. is adding a
Aprofessional audio products
group to its company.

In what the company described as
an approximately $200 million deal,
Avid last week said it is merging with
Menlo Park, Calif.-based Digidesign
Inc. The merger agreement calls for
Digidesign shareholders to receive .79
share of Avid common stock for each
share of Digidesign common stock.
The companies expect the merger (o
become final within three months.

Once the deal is complete,
Digidesign will continue to operate
from its Menlo Park base and will
refain its brand name on digital audio
products. Digidesign President/CEO
Peter Gotcher will remain with the
company as general manager for the
Avid audio product group. “We don’t
expect our operations to change much

at all,” says Gotcher, whose company
now has 187 employes and last week
reported revenues of $9.6 million for
the quarter ending Sept. 30.

The new group will be the fifth
business unit in an Avid company that
includes groups devoted to broadcast
products, post-production equipment,
business solutions and new media.
Merging with the digital audio pro-
duction company, says Avid President
Curt Rawley, advances Avid’s goal of
integrating different types of media
within broadcast and production envi-
ronments. *“We want to be able to offer
a scamless way of moving through the
process,” says Rawley, who lists ani-
mation, video, film, text and graphics
as other types of media the company
is trying to integrate.

Rawley says the merger will have
no immediate impact on Avid’s broad-
cast products. He adds, however, that

in the Jong run, the deal will allow the
company to offer “richer” audio com-
ponents to broadcasters.

Gotcher expects the merger to yield
new products, although he was not
ready to announce any last week.
Digidesign, Gotcher and others say,
already provides audio components
for Avid’s video systems. “We found
we were doing more and more co-
development,” Gotcher says.

The merger follows a $5.5 million
stock and cash deal earlier this year in
which Avid acquired the news divi-
sion of Langley, UK-based BASYS
Automation Systems and Bur-
tonsville, Md.-based Sof TECH Sys-
tems. Despite the recent activity,
Rawley says that his company plans
to work with other companies primar-
ily through its open media framework
rather than through more acquisi-
tions. |

Price of videotape takes a hike

Increase in raw materials being passed along

By Chris McConnell

roadcasters can expect some
Bprice hikes in professional
videotape this fall.

Tape suppliers say cosis of raw
materials used in the product long
have been on the rise, and that they
plan to start passing some of the in-
creases to buyers, 3M, for instance,
blames the higher cost of raw material
for a 2.5%-3.5% increase the compa-
ny plans for iis professional audio-
and videotape products. The 3M price
increase, due to take effect Nov. 15,
will cover several products, including
one-inch, Betacam, Betacam SP and
D2 tape, says Marketing Director Don
Rushin.

Rushin’s company cites higher
costs for a series of tape ingredients,
including packaging material and
polyester film. “This is kind of a
mixed bag,” Rushin says, although he
points to the increased cost of resins

—up by 28%, according to 3M—as an
important factor in the higher prices.
The company also reports a 67%
increase in the cost of cobalt used in
magnetic coating for audio- and
videotape, but Rushin says the com-
ponent represents only a small portion
of the total raw material costs.

Another small component of the
tape costs—aluminum—also is up by
21%, according to 3M. Jim Beckmann
of tape reel maker Acrometal Inc.
calls that figure conservative and
reports that aluminum prices are at a
44-month high.

“The end-use aluminum market is
in a major up-trend,” says Beck-
mann, whose company uses the alu-
minum to manufacture reels around
which the videotape is wound. Beck-
mann, director of purchasing at
Acrometal, attributes the rising costs
to factors such as higher demand for
the material from the automobile

3M blames higher prices on a series of
tape components

industry. “The pricing is going in a
direction we’re not comfortable
with,” Beckmann says, adding that
he expects little relief in the next six
months.

Other videotape makers report sim-
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ilar price increases for raw materials.
“It’s been a horror for the past three
years,” says Jim Ringwood, vice pres-
ident for professional products at
Maxell Corp. Ringwood says his com-
pany also plans to institute price
increases in the 2% range.

3M’s Rushin says that until now his
company has been keeping prices

steady by improving manufacturing
efficiency. “We’ve tremendously
improved productivity,” he says,
although he adds that improvement
now has gone about as far as possible
in offsetting the increased materials
COSts.

Japanese-owned tape suppliers also
report higher costs, although they say

their prices also are going up as a
result of the strengthening of the
Japanese yen,

“It’s really the effect of a long-term
price erosion,” says Sony Marketing
Director Joe Tibensky, whose compa-
ny already has instituted price
increases of 2%-4% for its profession-
al videotape products. |

By Chris McConnell

PBS this menth began to
offer maintenance and re-
pair for Panascnic VTRs.
The broadcaster will act
as an autherized Pana-
sonic repair center for
D340 and B350 videotape
machines and also will
service M2 videotape ma-
chines. PBS plans te offer
one-year service contracts
covering all maintenance
services for a set fee per
machine. PBS will use the
fee income to pay operat-
ing expenses.

transponders dedicated
solely to occasional-use
video. Users can book
capacity in 10-minute
increments. Intelsat also
says it will offer variable
data rates for the service.

Avid Technology Inc.
says program producers
are using its Media Com-
poser and Film Compoeser
nonlinear editing systems
for posting a number of
network and syndicated
shows airing this fall.
Some of the new
shows employing the
Avid machines include
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Australia’s Nine
Network is mov-

ing into disk- My So-Called Life
based broadcast- ___ (ABQC), Chicago
ing with an = Hope (CBS),

ER (NBC) and Party of
Five (Fox). The company
cites an increased use of
the technalogy for editing
multicamera work. Avid
also says it is developing
a series of products to
streamline editing of multi-
camera programs.

DIRECTYV last week said it
will add America’s Talking
to its program lineup be-
ginning Nov. 1. The 24-
hour NBC cable network
will be added tc DIREC-
TV’s Total Choice pro-
gram package. The maker
of the receiver system for
DIRECTV and United
States Satellite Broadcast-
ing (USSB), meanwhile,
says it is giving the sys-
tems away with the pur-
chase of certain televi-
sions. Through the end of

approximately $1 million
investment in disk technal-
ogy for its graphics
department. The broad-
caster is buying Silican
Graphics computers and
Accom disk recorders to
create and store graphics
and animated material.
Also included in the sys-
tem are four Parallax
Matador 2D paint and ani-
mation systems. The Nine
Network says its system
will allow for the storage of
45,000 online and 4 mil-
lion offline stills. its pur-
chase is part of an cverall
strategy to adopt disk-
based technology.

Intelsat has launched its
digital C-band satellite
newsgathering service.
The satellite consortium is
offering the service on 13

the year, Thomson Con-
sumer Electronics is offer-
ing the DSS systems free
with the purchase of its

The 16:9 sets sell for
roughly $4,500. The offer
includes $200 toward the

, installation of the DSS
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Miami’s Hero Produc-
tions has added an 8.1-
meter Ku-band uplink an-
tenna to its teleproduction
facility in an effort to boost
its capacity for transmit-
ting Spanish-language
programing. The
company is using

the Intelsat uplink
antenna to trans-

mit Spanish-lan-

guage Canal

Hollywood, Discovery and
Mexican Tele Uno to
Spain. A venture of
Gamma Communications,
Canal Hollywood includes
12 hours of Spanish-
dubbed U.S. films each
day plus eight hours of
NBC News and four hours
of the Playboy Channel.
Hero also plans to trans-
mit a cartoon package,
Canal de Ni~nos, for
Gamma Communications.

Scientific-Atlanta says it
is shipping its latest satel-
lite receiver for U.S. radio
netwarks. The company’s
Encore DSR-3610 uses
the company's SEDAT
audio compressicn tech-
nology, which allows
national radio broadcast-
ers te send more channels
over the same satellite
transponder space. The
receiver is part of Scientif-
ic-Atlanta’s Digital Audio
Transmission System
(DATS). The new version,

the company says, can be
configured to meet several
requirements of U.S.
national radio network
affiliates. It can process
original, uncompressed
DATS signals as well as
compressed SEDAT sig-
nals. The unit also can be
configured to process the
data signal format used by
the ABC Radio Network.

Jampro Antennas has
introduced an expanded
line of RF components,
including UHF RF sys-
tems, multichannel, multi-
point distribution ser-
vice (MMDS) filters
. and channel com-
biners. Jampro pre-
viously has sold the
products as part of inte-
grated systems, but now
plans to sell them as indi-
vidual components. Alsc
included in the expanded
product line are harmonic
filters, directional cou-
plers, bandpass and notch
filters, channel combiners
and diplexers.

Wescam is taking its cam-
era stabilizer system to
the electronic newsgather-
ing market. The company,
a unit of Ontario-based
Istec Inc., offers a three-
axis gyrostabilization sys-
tem for using cameras
fram moving vehicles.
Wescam, which has sup-
plied the system for mili-
tary and police applica-
tions, plans to offer the
system for use by news
helicopters. The company
also has done work with
the Gooedyear and Bud-
weiser blimps and has
developed several system
configurations for special
events.

|
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Don’t sacrifice HDTV for standard-definition

That's message to broadcasters from MSTV panelists

By Chris McConnell
roadcasters
B eyeing multi-
channel stan- |
dard-definition TV, [§
industry executives |
say, should be careful
what they wish for.

Discussing
advanced TV at the |
Association for Max- |
imum Service Televi- §
sion’s Advanced TV §
Update conference in
Washington  last
week, panelists
voiced worries that
talk of standard-defi-
nition TV (SDTV) might undermine
the industry’s chances of getting a sec-
ond channel for high-definition TV,
With standard definition attracting the
industry’s attention—-and now consti-
tuting a part of the FCC Advisory
Committee’s work—speakers stressed
the importance of maintaining a need
for 6 mhz of new specirum at least
until they have the spectrum in hand.

“I would think broadcasters would
insist HDTV is necessary,” said David
Sarnoff Research President/CEO
James Carnes. He maintained that the
SDTV pictures—although possible
with the Grand Alliance technology—
require only a portion of the spectrum
broadcasters will receive for deliver-
ing advanced TV. De-emphasizing
HDTYV as a service now, Carnes and
others said, invites the risk of limiting
the spectrum broadcasters will get.

Carnes offered his comments as
others lauded the promise of multiple
digital services. NAB’s John Abel
pointed to the growth in home com-
puter sales, while Fox’s George
Vradenburg discussed potential multi-
channel offerings. Vradenburg also
cited the advisory committee’s recent
decision to compile a white paper on
using the Grand Alliance standard to
provide multiple bit streams of stan-
dard-definition programing {BROAD-
CASTING & CABLE, Oct. 10).

Although HDTV may be one com-
ponent of future digital TV offerings,
Vradenburg said, the service will be
only one of several.

Such talk troubled CBS’s Joseph

Grand Alliance participants
stressed their system’s flexibility at
last week’s ATV Updatle.

L
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B Flaherty, who cited
¢ other indusiry com-
ments that HDTV
i might actually
| account for only a
§ small portion of
! broadcast use of the
| ncw spectrum.
i “Teensy-weensy
| isn’t the way I would
describe [future
HDTYV service] in
order to guarantee
the channel,” Flaherty
said, drawing a smat-
tering of applause
from the audience.
Non-HD digital ser-
vices, he added, “start with not losing
the channe! by having to end up bid-
ding for it.”

However broadcasters want to use
their new channels, said others at the
conference, those channels should not
come from only the UHF band.
Discussing the approaching task of
allotting channels for ATV, MSTV’s
Victor Tawil insisted that the industry
will need more than just UHF fre-
quencies to avoid interference with
NTSC service.

“We want to use both [VHF and
UHF],” he said. Previous FCC pro-
posals would place all of the new
channels into UHF spectrum with the
exception of 17 VHF allotments. Lim-
iting the VHF use, Tawil said, will
create more interference.

Vradenburg agreed, adding that the
use of just a handful of VHF channels
may require manufacturers to provide
sets receiving ATV on both UHF and
VHF frequencies. If the FCC uses
some VHF channels for allotment, he
said, it might as well use the available
VHF frequencies to assign channels.

The FCC’s Bill Hassinger coun-
tered that under the proposed MSTV
plan, the agency still would be using
only about 75 VHF channels versus
more than some 1,600 UHF channels.
Many of the larger markets suffering
the heaviest interference, he said,
already use all of the available VHF
frequencies for NTSC service.

“Where does that leave you?” Has-
singer asked. Other speakers also main-
tained that the switch to ATV would

afford the industry a rare chance to
move all operations into the UHF band.
Hassinger said the question of channel
allotment remains open at the FCC.
Other policymakers on hand pre-
dicted that the FCC will adopt the
ATV standard between late 1995 and
early 1996, a time frame HDTYV pro-
ponents earlier this year had hoped
would allow for a limited broadcast
demonstration during the 1996
Atlanta Olympics. While maintaining
that their system will be ready for
testing by the end of January, alliance
participants last week said they have
nixed the Olympics demonstration.
Members of the group said they do
not want to pursue the Olympics pro-
ject without the support of rightshold-
er NBC. Bob Rast of Alliance mem-
ber General Instrument said the group
is looking at television events in 1997
that might serve to promote the new
system. |

Major Purchases
and Our Lives

DEPEND ON IT!

We were told for the most part
GM'’s only get involved in major pur-
chases. Video tape is not considered
a major purchase so you may not
notice our ads.

Here’s your chance! Broad-
casters, far nearly 15 years have
been saving thousands of dollars
through CoarcVideo reloads (New
tape, your shelll. Equally important
through the environmental properties
of reloading, our environment and
therefore our lives benefit as well.

Find out how our Betacam SP
Umatic or SVHS 3 is almost as excit- -
ing as non linear and a whole lot
cheaper and all the details of our
video tape reloading program.

PnavnVidan'

—_— e —
— S e —

1-800-888-4451

A company GM's should know about!
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See last page of classifieds for rates and other information

RADIO

HELP WANTED MANAGEMENT

Radio Sales Manager. High rated California AM/
FM seeks Sales Manager with five successful
years. Send resume, salary requirements, billing
history and references: Radio Station, Box 675,
Santa Maria, CA 93456. EEO employer.

General Manager - Christian AM/FM combo in
Top 30 market has opening for sales crented ex-
perienced GM. EOE employer. Resumes anly to
Baox 00160.

Barnstable Broadcasting, General Sales Man-
ager: Long time #1 billing station in very hot radia
market has rare opening for experienced GSM. If
you have a praven track record as GSM or are a
sales-oriented GM with strong leadership skill and
good inventory/pricing experience, send confiden-
tial resume with references to: John Bibbs, Kix
Broadcasting, Inc., 965 Ridgelake Boulevard,
Suite 102, Memghis, TN 38120, EOE.

HELP WANTED SALES

Sales Manager - Orlando's fastest growing sta-
tion WTKS FM is looking for a dynamic sales
leader to oversee local sales. WTKS - Real Radio
104.1 is a full-time entertainment FM talk format
with Howard Stemn in the morning. Qualified can-
didates must have a minimum of 3 years medium/
major market management experience, strong
leadership abilities, sales management skills ta
manage a growing 8 person sales staff. Send re-
sume and cover leller to: Karen Kjos, GSM,
WTKS FM, 600 Courtland St., Suite 100, Orlando,
FL 32804. ECE.

Account Executive for top-rated suburban Chi-
cago Country FM. Exceilent opportunity with es-
tablished list for competitive sales professional.
Send resume to: Lenny Frisaro, GSM, WCCQ,
1520 N. Rock Run, Joliet, IL 60435. EOE.

Michigan's largest radio broadcaster seeks ex-
perienced sales representative to build existing ac-
count list and generate news business at 4 station
Baltle Creek operation. Solid compensation
package. Write, phone or fax to: Mark Andrews,
General Sales Manager, Battle Creek Radio
Group, 390 Golden Avenue, Battle Creek, M!
49015. 616-963-5555. Fax 616-9635185. EQE.

Radio Talk Show immediately needs Account
Executive. Creative, aggressive and open-minded
people encouraged to apply. Daniel 212-874-2770
{1fam-7pm).

Radio Advertising Sales and play-by-play. Seek-
ing natural talent to do both. Two years experi-
ence. Tape and resume. Darrell Seharn, KGRO-
KOMX, Box 1779, Pampa, TX 79065. EQOE.

Radio Advertising Sates. High rated California
AM/FM seeks Account Executive with two suc-
cessiul years. Send resumes, billing histary, re-
ferences: Radio Station Box 675, Santa Maria, CA
93456. EEQ employer.

HELP WANTED NEWS

SITUATIONS WANTED MANAGEMENT

Producer/Announcer - News. University of
Northern lowa. Eight-station public radio system
seeks Producer/Annauncer-News to join its
award-winning news staff. Position produces and
delivers newscasts and carries out reporing
assignments. Bachelor's degree in journalism or
related fietd and two years of related experience
required. Send resume, references and casselie
audition tape to Greg Shanley, KUNI/KHKE, UNI,
Cedar Falls, lowa 50614-0359. Application review
begins November 21, 1994 and continugs until ap-
pointment is made. Minimum salary of $21,240
plus liberal fringe benefits. Additional information
pravided upon request (319-273-6400). AA/EQE.

Respected small market AM/FM looking for
News/Sports Anchor-Reporter. Call Pau! Lester,
914-858-6397, 8:30-10:30 EST only. EEO.

HELP WANTED PROGRAMMING
PRODUCTION & OTHERS

Assistant Director, Radio Ministries with non-
profit United Methodist Communications. Requires
college degree (or equivalent) and minimum of
seven years practical hands on experience produc-
ing variety of radio resources on a regular basis
for placement on both public service and paid
time. Must be generalist with excellent working
knowledge of industry, including research, syndica-
tion, formats, audiences, how decisions are made
and reguiations. Experience in operating recarding
and digital workstation equipment necessary. Com-
puter and data entry skills helpful. Will screen re-
sources for theological, educalional and
socialagical appropriateness. Ability to create and
conduct training events. Oversees quality control.
Some travel. Write: Personnel Office, United
Methodist Communications, P.O. Box 320,
Nashville, TN 37202. No calls. Closing November
18, 1994. EOE.

Production Assistant/Traffic Coordinator. The
Ohio State University,. WQOSU Stations of The
Ohio State University is seeking a Production
Assistant to prepare daily program logs and assist
in preparation of monthly program listings, donor
credit file and donor credit chart. This individual
will also maintain inventory of donor credit charl;
type underwtiter copy for vaicing, and type and
distribute program notes and operating informa-
tion; coardinate shipping and receiving of pro-
grams; coordinate distribution and recording of
sateliite system transmissions; assist in mechan-
ical operation of production control. Candidates
must have a bachelor's degree in communications
or an equivalent combination of education and ex-
perience. Experience in broadcast trafficking,
scheduling and other radio operations desired.
Starting salary: $16,956 to $19,152. Applications
will be accepted until pasition is filled. Send two
(2) resumes and a copy of this ad to: Emplayment
Services, The Ohio State University, Lobby Archer
House, 2130 Neil Avenue, Columbus, Ohio 43210.
The Ohio State University is an Equal
Opportunity, Affirmative Action Employer. Women,
minorities, Vietnam-era veterans, disabled
velerans and individuals with disabilities are en-
couraged to apply.

Dynamic GM/GSM available to relocate east of
Mississippi River. Great experience and skills in
business planning, sales, expenses, programming
and marketing/promotion! Jeff Clark (518) 885-
6371.

Seeking small (15-25,000) market manage-
ment. Prefer family type ownership. Radio experi-
ence...35 years; 2 management, 19 sales. Prefer
Nebraska, lowa, nearby states. Honest, open
minded. Positivel Reply to Box 00158.

Turn around/start-up specialist... seeking
challenging GM/GSM pasition with equity op-
portunity at FM in medium/large market. Phone
evenings Jim 414-749-1690.

Make a fresh start in 95. Experienced General
Manager now available to build your property,
Former owner. Great teacher. Most formats. All
market sizes. Call Richard 1-801-288-9386.

SITUATIONS WANTED NEWS

Radio Journalist, 15 years experience. Seeks
position as News Director or anchor/reporter at
news/lalk station with a strong signal, good salary
and benefits, and commitment to local and re-
gional news coverage. Will also consider job as
general assignment reporter at all-news radio
format. Already employed in a top ten market. Re-
ply to Box 00169,

MISCELLANEOUS

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.

Quality computer program designed specifical-
ly for basketball broadcasts. Automatically dis-
plays statistics while entering plays. Simple, fast,
affordable, thorough stats. Free brochure 1-800-
628-STAT.

TELEVISION
HELP WANTED MANAGEMENT

Traffic Manager ta direct all warking aspects of
midwest Fox affiliate Traffic Department. Candi-
date should have excellent communication skills
and demonstraled experience working in fast
paced environment. Must be able to handle multi-
ple tasks and have strong supervisory skills. Col-
umbine experience preferred. EQE. Reply in con-
fidence 10: Dave Wittkamp 1-800-733-2085.

COO wanted for innovative live rock n’ roll cable
startup. Track record in television required. Fax let-
ter and resume (310} 558-0045.

Marketing Director: WTAT Fox 24 in beautiful
and historic Charleston, SC, is looking for Market-
ing Director to lead an aggressive effort to ex-
pand, market, and facilitate the Fox 24 Kids Club.
Must produce a monthly kids club newsletter and
co-ordinate special events. Desk top publishing
and layout experience are mandatory; sales and
marketing savvy are a plus. Show us your creative
spark and organizational skills. Send resume to:
Otis Pickett/GSM, WTAT Fox 24, 4301 Arco Lane,
Charleston, SC 29418. No phane calls. EOE.
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ne of America’s best broadcast groups is look-
¢ for some of America’s best broadcasters!

Te accepting resumes (and tapes) for current
d future management and staff pesitions in

ur 9 television and 2 radio stations. Here's whal
e're looking for:

EWS: Anchors, reporters, assignment editors,
eteorologists and photographers.

MARKETING: Marketing / Prometion directors,
iter / producers, art directors, graphic artiss.

you're a talented, experienced professional with
agmalion and & desire to gmw lel us hear from you

PULITIER PERSONNEL

ulitzer Broadeasting Company

< 101 South Hanley Road, Suite 1250
:St. Leuis, MO 63105

We are an Equal Opportunity Bm_nlayr_‘-r.

We do not discriminate on Lhe basis of race, religion,
color. sex. age. nalional origin or disahilify.

Small Southwest market VHF affiliate seeks a
Chief Engineer. Electronic and broadcast transmit-
ter experience preferred. Send resume and salary
requirements to Box 00164 EOE.

WTVH-5 (CBS) Syracuse has an immediate open-
ing for a National Sales Manager to oversee all
national spol sales. Minimum 3 years broadcast
sales required. Previous nalional or rep experi-
enced preferred. Must have ability to travel ex-
tensively. Fax or send resume to Sanda Coyle,
(315)425-5525, 980 James Street, Syracuse, NY
13208. No phone calls. EOE.

Local Sales Manager. Work with experienced
staff and strong market position. Promolionally
minded and research oriented. Send resume and
salary history, no phone calls, 1o Confidential,
WJET-TV, Mike George, 8455 Peach Sireet, Erie,
PA 16509. Affirmative action. EOE.

General Sales Manager. This is a challenging op-
portunity for a highly motivated team player to
lead an aggressive sales department, Candidate
must possess excellent people skills and strong
leadership abilities. Must be organized, creative
and have 3-5 years experience in local or national
sales management. A falent for generating non-
traditional revenue slreams is a must. Send re-
sume to: Phyllis Ned, General Manager, KETV,
2665 Douglas Streel, Omaha, NE 68134, KETV is
an equal opportunity employer. Women and
minorilies are encouraged te apply.

HELP WANTED NEWS

HELP WANTED NEWS

Executive Producer, Television News. Ag-
gressive, inspiring, motivated executive producer
with exceptional news and production sense
needed for Dayton's up-and-coming NBC affiliate.
Candidates must be able to work with and
motivate a young staff, produce a fasl-paced,
issue-oriented, meaningful newscasi following a
very specific plan. Ability to undersiand and suc-
cessfully carry out that plan a must. Send resume
and non-returnable 3/4“ tape to: News Director,
WKEF-TV, 1731 Soldiers Home Road, Dayton,
OH 45418. No phone calls please! EEQ/M/F.

NBC Desktop Video is growing
and is looking for an experienced

producer who loves live television.

If live shots are your thing, you'll be

perfect for our new, all day/all live

channel, NBC PRO. we provide live cover-

age of news that affects the financial markets and

is of interest to financial services professionals. Our producers develop
plans for live coverage of market moving events, formulate daypart
rundowns, create bumps and graphics, and produce their daypart in

the booth. 2 years producing experience necessary. Business or eco-
nomics degree or financial experience a plus.

If you are interested in joining our Ft. Lee, New Jersey team, please
send your resume with salary requirements to:

N
NBC

RS

Employee Relations-Department CP

30 Rockefeller Plaza, Room 1678

New York, N.Y. 10112

NBC is an Equal Opportunity Employar m/f/d/v. (Only
those applicants under consideration will be contacted).

"F"PF."RW"W e e e

PROMOTION
WRITER/
PRODUCER

KABC-TV, the #1 station in the #2
market, is looking for a cutting edge
news Promotion Writer/Producer to take
our daily news teases and promos to
new heights. The successful candidate
will have solid writing skills and a strong
knowledge of graphics and post-produc-
tion. Send your tape packed with great
news spots and resume (no phone
calis) to; Willlam Burton, Director of
Creative Services, KABC-TV, Dept.
PWR-BC, 4151 Prospect Ave., Los
Angeles, CA 80027. Equal Opportunity
Employer.

OKABGTY

Producer: Immediate opening. Three years pro-
ducing experience. Must be a solid writer, creative
and have good news judgement. College degree
preferred. Send resumes and non-returnable
tapes lo Tom Rosenbaurmn, News Director, WVUE-
TV, 1025 S. Jefferson Davis Parkway, New Or-
leans, LA 70125, EQE, M-F.

WRDW-TV has immediate opening for News Re-
porter/Anchor to contribule to 6:00 and 11:00 PM
newscasls as well as anchor and produce Noon
newscasl. Previous experience preferred. Re-
sumes and 3/4" tapes to Brian Trauring, V.P.
News and Operations, WRDW-TV, P.O. Box
1212, Augusta, GA 30903-1212. EOE.

Newscast Producer. If you're the best newscast
producer in your market, join a newsrcom full of
them in the Twin Cities. KARE 11 is looking for an
impact player who can step into a major newscast.
3-5 vears experience and 4 vear college degree
preferred. No beginners! Interested producers
should send a resume and non-returnable tape
(beta preferred) to: Lonnie Hartley, Executive Pro-
ducer, KARE Television, 8811 Olson Mamorial
Highway, Minneapolis, MN 55427. No phone calls
please. (We are an affirmative action/EEC
employer. Women and minorities are encouraged

to apply.)

News Reporter/Anchor. Seeking experienced in-
dividual with personalily and street smarts for a re-
porter job with some anchoring. The person who
gets this job will be a great storyteller who thinks
live and local and who can bring warmth,
enthusiasm. and a great personality to the anchor
desk. No robots or readers. If you can “talk the
news,” and you're a really interesting person, pro-
ve it wilh your non-returnable tape and resume in-
cluding references and salary history to Jeff
Scheidecker, Assistant ND, WCPX-TV, Box
606000, Orlando, FL 32860. No phone calls. EQE.
Pre-employment drug test required.

Maintenance Engineer: Dynamic, fast growing
subsidiary of Viacom International is currently look-
ing for a Maintenance Engineer to assist in the
maintenance of our tape duplication department.
Qualified candidates musl have at least 2 years
experience working with broadcast tape syslems.
Must be capabie of troubleshooting to component
level. Degrees welcomed but not necessary to
qualified individual. Resumes to: Joseph E.
Ashton, Engineering Manager, Viacom/MGS Ser-
vices Inc., 612 West 54th Street, New York, NY
10019.

National Exposure: Series in developmen! con-
ducting a nationwide search for investigative re-
porters. Small and medium market talent en-
couraged. Call Thom Locney 310-392-8840.
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WRDW-TV has opening for producer. Responsi-
ble for writing, timing and prioritizing newscasts at
6:00 and 11:00 PM, Monday-Friday. Resumes
and tapes to Brian Trauring, V.P. News and Oper-
ations, WRDW-TV, P.O. Box 1212, Augusta, GA
30903-1212. EQE.

KMSP-TV, Minneapolis-St. Paul, the nation’s #1
independent, is expanding its news operations
and has the following openings: two general
assignment reporters, one assignment editor,
three part-time photojournalists and one part-time
meteorologist. We need experienced, talented peo-
ple who think creatively and are not tradition-
bound. Rush tape and resume to Dana Benson,
News Director, KMSP-TV, 11358 Viking Drive,
Eden Prairie, MN 55344. No phone calls or faxes
please. EQE.

Reporters, Producers, Anchors, Photo-
journalists. Top 25 CBS affiliate seeking tapes
and resumes for future openings. Experienced
persons only. Like every other station in America,
we want team players with winning attiludes who
are great storytellers and interesting people. No
robots, readers, stackers, “shocters,” loners, head
cases or burnouts. If you can talk the news, bring
it alive with great pictures and sound, and produce
memorable and interesting television, we want
you. If everybody tells you that you do a really
great job but you know you can do even belter,
send your non-relurnable tape and resume with re-
ferences and salary hislory to Jeff Scheidecker,
Asst. ND, WCPX-TV, Box 606000, Orlando, FL
32860. No phone cails. EOE. Pre-employment
drug test required,

Affiliate in Southeast is locking for a competitive,
driven News Director with good people skills.
Multi-market experience a plus. Competitive
market experience a must. Excellent Broadcast
Company. Reply to Box 00163 EOE.

If you know news promotion better than your
boss, but are holding your breath for a chance to
prove it...breathe easy, come to LA East and don't
look hack. Send tapefresume to: Carl
Nowakowski, WECT, 322 Shipyard Boulevard,
Wilmington, NG 28412.

Executive Producer: If you are a news hound,
love to win, work hard and have fun this position is
for you. This EP will supervise the day to day
news operations of an enthusiastic, energized and
aggressive ABC alffiliate in Peoria, lllincis. Must
have 3-5 years line producing experience. Must
have new, creative and imaginalive ideas 1o
advance newscasts that are already fast pace,
lotsa story count, highly produced and graphic in-
tense. Musl have a great, upbeat personality and
able to effectively manage the work of others. You
must undersland the theatrics of television...and
what makes good television news. If you want the
challenge...rush resumeftape/news philosophy to:
John Sprugel, News Director, WHOI-TV, 500
North Stewart Street, Creve Coeur, IL 61610.
ECE.

BLIND BOX
RESPONSE

Box Number
245 West 17th St.
New York New York 10011
Tapes are now accepted

Alaska's #1 News Team is looking for a team
leader. We need a 6pm producer. Two years ex-
perience minimum. If you can inspire a staff of 40
with your news judgement and creativity, you're
the person we're looking for. Send a sample of
your current newscast, and a letter explaining your
news philosophy to Tim Woolston, Assistant News
Director, KTUU-TV, 701 East Tudor Road, Sufte
220, Anchorage, AK 99503-7488. EQE.

Director. Top-50 market station with award-
winning news department seeks an energetic
director. The ability to make quick decisions and
switch accurately under pressure is essential.
Qualitied applicants must have a minimum of two
years experience directing and switching live
broadcast news. Prefer experience with Grass
Valley 300, Grass Valley DPM-700, Chyron 4100
EXB, SuperScribe and Infinit! CMX editing experi-
ence and familiarity with Grass Valley 200, Ampex
ADO-100 and Abekas A-42 are also desirable.
Send resume, references, salary requirements
and non-returnable resume tape (with director's
track) to Job Screening Committee, WWL-TV
Production Department. 1024 North Rampart
Street, New Orleans, Louisiana 70116-2487. No
telephone calls, please. EOE.

WRDW-TV has immediate opening for Video-
grapher to shoot and edit 3/4“ tape for newscasts.
Previous experience required. Tapes and re-
sumes to: Brian Trauring, V.P. News and Opera-
tions, WRDW-TV, P.O. Box 1212, Augusta, GA
30903-1212. EQE.

Producer Wanted. Aggressive, creative, dynamic
medium market Producer position. Send 3/4°
aircheck (no more than 3 days old), along with
anything else you think we need to know to: Al
Sandubrae, News Director, KARK-TV, 201 West
3rd Street, Little Rock, AR 72201. Give it your
best shot, the firsl lime. Greal opportunity for the
right person. Only those with experience should
apply. Women and minarities are encouraged to
apply. M/F. EQE.

Producer: We're looking for a talented producer
10 take over our 10pm news. You must have
strong conversational wriling skills, creativity, im-
agination and the desire to be different from the
competition. This newscast has lots of live pre-
sence, fast paced and lotsa action. Snappy, con-
cise and catchy wriling is a must. Must have 2
years line producing experience. We caler to the
18-49 demos. Our slaff is young, talented, ag-
gressive and full of energy. If you want to be part
of a winner at the ABC affiliate in Peoria, Il
linois...rush resume/lape/news philosophy to:
John Sprugel, News Director, WHOI-TV, 500
North Stewart Street, Creve Coeur, IL 81610.
EGE.

WSYX-TV is looking for a News Photographer.
Candidate should be experienced in shooting
ENG tape, editing news tape, and fact gathering.
Live remote broadcasts, using ENG microwave
trucks, portable microwave equipment. Must have
valid driver's license. Qualified applicants should
send tape and resume to: WSYX-TV, P.O. Box
718, Columbus, Ohio 43216, Attn: Photographer.
No phone calls please. Women and minorities are
encouraged to apply. Pre-employment drug test-
ing. EOE, M/F/D.

Producer Needed al top 35 ABC affiliale. We're
looking for a solid journalist and a good writer who
likes a fast-paced newscast packed with live
shots. You must be creative and know how to use
graphics. Two years experience required. Very com-
petitive salary and great benefits for the right
person. Send resume and writing samples to Box
00157 EOE Employer M/F/D.

—CLASSIFIEDS—

Anchor/Reporter. New York suburban indy is
seeking energetic, hard-working journalist with
some knowledge of Long Island, to work with
talenled female anchor. Send tape and resume
only, no phone calls please, to Drew Scott, News
Director, WLIG-TV, 270 S. Service Road, Box
1355, Melville, NY 11747. EQE.

Anchors, Reporters, Producers, Photo-
graphers, Assignment Editors. WCMH-TV,
Ohic’s #1 News Operation, is looking for Anchors,
Reporters, Producers, Photographers and Assign-
ment Editors. Send non-retumnable tape and re-
sume to Tom Burke, WCMH, 3165 Olentangy
River Road, Columbus, Ohio 43202. No phone
calls. EQE.

Director: Immediate opportunity available for indi-
vidual with strong newscasl directing experience
1o coordinate live to tape interview segments, and
lo perform other dulies associated with the pro-
duction of a daily business news show. Please
send resume to: J. Hughes, Bloomberg Business
News, 499 Park Avenue, NYC 10022.

Director. Top flight director needed for newscasts
in America's most beautiful capital city. WTXL-TV
in Tallahassee, Florida has an opening for a
talented director to assist in preparation and pres-
enlation of daily newscasts for Tallahassee's
News Channel. Send lape and resume to: Gener-
al Manager, WTXL-TV, 8927 Thomasville Road,
Tallahassee, FL 32312.

Entry Level Reporter: Send non-returnable tape
to: WOWL-TV, 840 Cypress Mill Road, Florence,
AL 35630.

Executive Producer for News 4 Utah, Utah's #1
television station, the ABC affiliate. Must have
strong editorial background and ability to creative-
ly use the latest techrnology. Send resume and
one page letter on news philosophy to Human Re-
sources, 1760 Fremont Drive, Salt Lake City, Utah
84014. No tapes, no calls. An equal opportunity
employer.

Producer. KSDK St. Louis looking for aggressive
independent 10 P.M. producer for its most impor-
tant newscast. No stackers. Writing and organiza-
tional skills paramount. Five years experience min-
imum. Rush lape, resume and news philosophy
to: Mr. Warren Canull, Director of Human Re-
sources, KSDK-TV 5, 1000 Market Street, St.
Louis, MO 63101, EOE.

KTRK-TV Director. Responsible to direct and
swilch newscasts, local programs and commercial
production. Minimum 3 years directing experience
at commercial station. Knowledge of Ampex Cen-
tury and Sony 8000 switchers. Contact: Gerald
Kennedy, Production Manager, KTRK-TV, 3310
Bissonnet, Houston, Texas 77005. (713) 663-
4668.

KTUU-TV is looking for an anchor/reporter to com-
pliment our male anchor on the Channel 2 News
Late Edition. If you're an experienced anchor who
likes to hit the streets. KTUU is the place to be. Ex-
cellent salary, medical benefits, large stafi, and a
commitment to quality. Murrow and Emmy Award
winning newsroom. No beginners please. Send non-
-returnable tape to Tim Woolston, Assistant News
Director, KTUU-TV, 701 East Tudor Road, Suite
220, Anchorage, AK 99503-7488. EOE.

National Sports Jobs Weekly. Current job open-
ings. Media, Administration, Markeling. 8 weeks -
$48. Call 9AM-5PM PST (800) 339-4345.
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On-Air Writer/Producer. Major market TV stalion
seeking superior writer/producer. 2 years previous
promo experience with emphasis on News
Topical/Sports and Programming. Medium - large
market experience preferred. Skills: Innovative
and strategic thinker. Excellent, award-winning
writer with an eye for graphic design and devel-
opment. Field and post-production experience pre-
ferred. Able to juggle multiple projects at once,
without dropping the ball! A team-player with ex-
cellent interpersonal skills. A “laugher” not a
“whiner.” Send resume, demo tape (non-
returnable), references and salary requirements
to: S. Carden, Creative Services, WCAU-TV, City
Avenue and Monument Road, Philadeiphia, PA
19131. No phone calls please. EOE, M/F.

Producer/Director - WGME-TV is seeking an ag-
gressive self-molivaled, creative thinker with a
strong background in news production. Candi-
dates with GVG 300 experience preferred. Nights
and weekends probable. Send lape with Director
track and resume to: Gary Leglers, Operations
Manager, WGME-TV, 1335 Washington Avenue,
Portland, ME 04103. WGME-TV is an equal op-
portunity employer.

Producer/Reporter: Florida Public Television
needs an experienced broadcast journalist to cov-
er the Florida legislature. Must also serve as pro-
ducer, reporter, and writer for public affairs docu-
rnentaries. This is an entry level position. Starting
salary is $18,000. Send resume and tape to Ex-
ecutive Producer, P.O. Box 20066, Tallahassee,
FL 32316-0066. EEO Employer.

Sports Director-Anchor. Good writing, reporting,
anchoting, videography and editing skills. Send cov-
er letler, resume and non-returnable 3/4" or VHS
videotape with anchoring, reporting, and play-by-
play. Deadline: November 7, 1994. Personnel
Coordinator, KOLN/KGIN-TY, POB 30350, Lin-
coln, NE 68503, EOE.

Sports Reporter/Anchor: CBS affiliate wants
sportscaster who can report more than scores and
highlights. We want a sirong writer who will
emphasize local sports. Resume and non-
returnable tape to Ms, Hiebert, KTVA {CBS), 1007
W. 32nd Avenue, Anchorage, AK 99503. Close
11/11/94. EQE.

Top 20 News market, looking for a great news
producer for a Spanish language newscast. If you
can make a show stand out from the rest and you
have the tape to prove it, we want to lalk to you.
Strong writing skills are essential, as are originali-
ty, leadership and knowledge of graphic use. No
beginners. Please send your tape and resume
along with news philosophy to Box 00170 EQE.

Top three market station is looking for a leader
with a fresh and creative way to compete in a dif-
ficult competitive news environment. If you are cur-
rently a News or News Magazine Director or Ex-
ecutive Producer and crave an even more difficult
challenge, let us know. Send your resume to Box
00167 EQE.

Topical News Promotion Producer. If you've got
high energy, love to edit and write copy that sells
under short turnaround times and thrive on work-
ing in a fast paced, creative environment, an Aus-
tin TV station is looking for you. We have an im-
mediate opening for a Topical News Promotion
Producer. You must have at least two years TV
experience, strong writing skills and hands-on
Beta editing ability. Send resume and tape to Box
00159 EOE.

HELP WANTED TECHNICAL

NBC Desktop Video is
expanding and needs a
Video Engineer for its new
muitimedia business news
service.

Responsibiiities include the
design, implementation and
maintenance of network quality,

College degree preferred.

L
NBC

video studio and compressed digital

transmission facility. Applicants must be

versant with spaceborne terrestrial and other telecommunications
paths, as well as standard NTSC broadcast video applications. Strong
computer skills including DOS, Windows and UNIX are required.

Position is based in our Fort Lee, New Jersey office,

We offer a competitive salary and benefits. Please send your resume
with salary requirements to:

Employee Relations-Depariment CVE
30 Rockefeller Plaza, Room 1678
New York, N.Y. 10112

NBC is an Equal Opportunity Employer mf/d/v. (Applicants that
have previously responded to this ad need not re-apply.)

VIDEO
ENGINEER

Video Engineer. Outstanding opportunity. Im-
mediate opening in Midwest location. Must be pro-
ficient in maintaining full service multi-format pro-
duction facilily. In-depth hands-on experience a
must. Excellent salary and benefits package. Call
1-800-960-3838, as well as faxing resume with
salary history to John Prechtelal 515-472-6043.

Maintenance Technician/Crew Chief. WPLG in
Miami seeks an experienced Maintenance Techni-
cian for the repair of all TV studio equipment. Addi-
tionally this technician acts as a Crew Chief
overseeing both Operating and Maintenance
technicians on shift. Send resume to: Stephen
Flanagan, WPLG at 3900 Biscayne Boulevard,
Miami, Florida 33137.

Producer/Director: Multicultural Programming. WX-
XI-TV Public Television, Rochester, NY, seeks in-

' dividual to produce/direct 1elevision programs serv-

ing diverse, multicultural audience. Successiul
candidate should have a minimum of two years
experience as producer/director of broadcast tele-
vision programs. Fluency in Spanish is desirable.
WXX! is an equal opportunity empioyer. Women
and people of color are encouraged to apply.
Send resume, tape and cover lelter to WXXI Hu-
man Resources Dept., P.O. Box 21, Rochester,
NY 14601,

Chief Engineer: KVVV-TV 57/Houston seeks a
chief engineer. Requires experience on main-
tenance of transmitters; installation and main-
tenance of studio and master control equipment;
microwave and UHF transmitter technology a
must. Will be responsible for staffing, supervision,
and buildingffacilities maintenance. Five years
engineering management a plus. Fax resumes
and salary history to the attention of Ted Travis,
Station Manager, at (713) 286-4541, or call (713)
286-4245. EOE.

Chief Engineer. NBC affiliate seeks hands on
leader for maintenance of studio systems. UHF
transmitter and personnel supervision. Send re-
sume to Dave Tillery, General Manager, WICZ-
TV, P.O. Box 40, Vestal, NY 13851. EQE.

Television Engineer: WVVI-TV, Washington, DC.
UHF independent seeks engineer experienced in
all phases of broadcast operations with emphasis
on lransmitter and microwave systems main-
tenance. FCC license. EQE. Contact H. Clyde
Holston (216) 535-7831.

Broadcast Maintenance Engineer: Progressive
network affiliate in the Intermountain West seeks
an individua) with repair and maintenance skills of
broadcast equipment. FCC General or SBE certi-
ficalion required. Fax resume's to Andrew Suk,
Director of Engineering at (208) 465-5417, or send
to KIVI-TV, 1868 East Chisholm Drive, Nampa,
Idaho 83687. EOE.

Chief Engineer needed for a new and growing
company. Estabiished southeast Fox affiliate.
Applicant must have UHF transmitter experience.
Hands on experience with studio maintenance
and good manageral experience. Engineering
degree preferred. Good benefits available. Reply
to Box 00154 EQE.

TV Chief Engineer. Group owned dominant CBS
station with excellent equipment. Responsibilities in-
clude planning, procurement, installation and main-
tenance of studio and transmitter facililies. Send
resume to VP/GM Joe Varholy, KLFY-TV, 2410
Eraste Landry Road, Lafayette, LA 70506. Phone
(318) 981-4823. EOE.

Broadcast Video Engineers: Burbank company
requires experienced personnel for three new
openings: Quality Control Technician, Instaliation
and Field service and Senicr Bench Technician.
Qualified individuals will demonstrate strong
technical competence. Wexler Videc Inc., Sales,
Rentals and Engineering to Engineering Director.
Fax 1-818-846-9399/Phone 1-818-846-9381.

Chief Engineer: Chief Engineer retiring. Looking
for highly qualified experienced CE in all aspects
of broadcast engineering 1o oversee/maintain
transmitter and sludio equipment. FCC general li-
cense;, SBE certification required. Submit resume
w/salary requirements to Box 00145 EOE.
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Assistant TV Engineering Manager in top 100
market. Familiar with scheduling, instailation, main-
tenance, and operalions of all types of sludio and
RF equipment, including Betacam, computers and
transmitter. Must be a self starter and possess
strong management skills and good interpersonal
relations. Will assist in capilal budgeting. General
Class license required, SBE Certification desired.
EQE. No phone calls. Send salary and resume re-
quirements to Engineering Manager, WKBN-TV,
P.O. Box 59, Youngstown, OH 44501,

Production. KOTV is seeking a full-time, Post
Praoduction Editor with 1 to 2 years expetience to
post promos, spots and long format. We've got
great toys, so you need working knowledge of
GVG 141, GVG 200, GVG Kaleidoscope and
Digital Betacam. We're looking for greal technical
strength, positive attitude, and the creativity 1o
match. No phone calls please. Rush letter of
applicalion, resume and non-returnable demo reel
to: Personnel Dept., KOTV, P.O. Box 6, Tulsa, OK
74101. EQE, M/F. An AH. Belo Broadcasting
Company.

HELP WANTED PROGRAMMING
PRODUCTION & OTHERS

SPECIAL PROJECTS PRODUCER

WANTED! A SPECIAL PROJECTS
PRODUCER WHO CAN DO IT ALL:
Produce special coverage, series,

franchise reports, and fill in for show
producers when necessary.

The Pacific Northwest's news leader is
looking for a creative, productive, high
energy producer with a great attitude. If
you like to work hard and want to win,
send in a 3/4” non-returnable tape and
two copies of your resume to:

KING 5 TELEVISION
Attn: Human Resources,
Ref #93A43
333 Dexter Avenue North,
Seattle, WA 98109

Equal Opportunity Employer MF/DNV

H €

Project Director/Executive Producer for Nation-
al Program Development at KTCA/Twin Cities
Public Television. Oversees development of major
national projects in humanities, cultural and "how-
to” areas. Requires superior proposal/grant writing
skills and proven expentise in national project crea-
tion and oversight. Minimur 10 years PTV or com-
mercial experience. KTCA is noted for ils creative
working environment and pursuit of program ex-
cellence. Send cover letter and resume to: Box
147, KTCA, 172 Eas! Fourth Street, St. Paul, MN
55101. EOE employer.

America's 2nd best program director! WBFS-
TV in tropical Miami, Florida is losing America's
besl program director and seeks a successor.
Solid program analysis, acquisition and schedul-
ing experience a must. Sports production and
scheduling and public affairs background a plus.
WBFS is home of the Florida Marling, the Miami
Heat and the Florida Panthers and the best inde-
pendent program line-up in Miami. For immediate
censideration send resume to: Jerry Carr, V.P.
and G.M., WBFS-TV, 18550 N.W. 52nd Avenug,
Miarmi, FL 33014, WBFS5-TV is an equal opportuni-
ty employer. No phone calls, please.

Ifyour field is TV production, both studio
and commercial, and you can manage,
train and be the leader of a winning team,
we encourage you to join us as our
Production Manager. We are the local
news leader and also the premiere
commercial facility. Send resume and
references to:

LARRY BEAULIEU, VP & GM

KEDM-TV « P.O. BOX 7128

BEAUMONT, TX 77726-7128
FAX (409) 892-6665

We are an Equal Opportunity Employer with a
commitment to workplace diversity.

Art Director: KCRG-TV 9 has an immediate open-
ing for an Art Director. 2 or more years experience
in broadcast and print design required. Mac expe-
rience a must with expertise in Pholoshop, Adobe
lllustrator and Quark XPress. Paint box and anima-
tion experience also required. Greal design and
people skills needed. Must be able to work as part
of a team. Send resume, non-returnable reel and
print examples to: Dan Austin, KCRG-TV, Second
Avenue at 5th Sireet, S.E., Cedar Rapids, lowa
52401. No phone calls please! EOE.

HELP WANTED PROGRAMMING
PROMOTION & OTHERS

&l

PROMOTION
WRITER * PRODUCER * EDITOR

KCPQ, Seattle-Tacoma FOX afflllate, Is look-
Ing for a promotion writer/producer. Must
have solid computer based edlting skllls for
this high output, hands-on position. 4-year
college degree and 3 years TV promotlon ex-
perience required. Send resume, non-return-
abie tape and salary history (but piease,
don’t calt) to Dept. PR-WPE 138.

PROMOTION
PHOTOGRAPHER ¢ EDITOR
We're logking for a photographer {o shoot
and edit field and studlo video. Must have
at least 5 years experience Including
hands-on computer editing. 4-year col-
lege degree preferred. You must show
examples of your past work exhiblting
excellence, creatlvlty, a ‘good eye’ and
photojournalistic skilis in a wide range
of shooting environments. Must have
good lighting and sound skllls, a solld
technlcal background and the exhibited
abllity to think-on-your-feet. Patlence, tol-
erance and an endurlng sense of humor
helpful. Must be a self-starter and be abie
to work with the Promotion & Production
Departments as a team member. Send
resume, non-returnable tape and salary
history (buf piease don't call).to Dept.PR-

PPE 138. KCPQ
F.O. Box 98828
4400 Stellacoom Blvd. SW
Tacoma, WA 98499
An Equal Opportunity Employer

Arl Director. Number one station looking for an
Art Director who's not afraid to try. Creativity and
people skills a must. Minimum of two years expe-
rience in design, preferably television oriented.
Print skills required, proficiency on 1BM, Corel
Draw and Pagemaker. A degree in Graphic De-
sign preferred. Send resume and samples to
KSBY-TV, Attn: Robyn Eliis/M, 467 Hill Street,
5L0O 93405. No phone calls. EOE.

DIRECTOR,
AFFILIATE
ADVERTISING &
PROMOTION
SERVICES

NBC's Entertainment Division is seek-
ing an Affiliate Advertising &
Promotion Services Director. As a
Director, you will create and implement
affiliate opportunities/campaigns for
network programming.

Requirements include recent affiliate
promoetion management experience
and a working knowledge of media.
Strong organizational skills are a must
as well as the ability to juggle multiple
projects and competing priorities. You
must have strong interpersonal, written
and verbal communication skills.

Interested candidates should submit

s
s
NBC

Dept. AAPS
3000 West
Alameda Ave.
Burbank, CA
91523

Equal Opportunity
Employer.

Creative Services/Marketing Manager: News is
our priority at Emmy Award winning KTNV-TV,
ABC, Las Vegas. We are looking for an innovative
and creative strategic thinker. Can you write, pro-
duce and edil spots that make a difference? Must
have an understanding of print, radio and sales
marketing concepts. This is your opportunity Lo
live in the fastest growing city in America. Candi-
dates must have leadership skills, 3-5 years expe-
rience as a promotions producer. Send resume,
lape. and slarting salary reguirements to: General
Manager, KTNV-TV, 3355 South Valiey View Bou-
levard, Las Vegas, NV 89102. Women and
minorities are encouraged to apply. EQE.

Promotion Director: Top rated, 100+ market,
NBC affiliate seeks experienced promotion person
to become promotion direclor. We promoted ours.,
Responsible for all station promotion. Good writ-
ing, shooting, editing, producing and ad-
ministrative skills essential. Self motivation and in-
itiative critical. We have new Avid suile, new
Chryon and new Apple off-line art station. Send re-
sume, tapes and salary requirements to: Jere
Pigue, President and General Manager, WALB-
TV, Box 3130, Albany, GA 31706-3130. No phone
calls. EQE.

ooo PLEASE NOTE!!! 000

As of November 1, 1994, Classified rates are increasing:
Non-Display: $1.85 per word
Display: $160.00 per column inch

For further details contact:
Antoinette Fasulo: 212-337-7073
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Promotion Producer wanted for the #1 CBS af-
filiate in America’s Heartland. You'll produce, write
and edit station news, programming and special
event promos. (Some shooting, too.) You'll also
coordinale various station promotion projects. If
your writing skills are great and you have the abili-
ty 1o work on muliple projects under a light
deadline keep reading: We want a team player,
who is highly creative, organized and self-
motivated. if you feel comforiable on location and
in a post production suite, and have been doing
this kind of thing for at least one year, then we
want to hear lrom you. Equal opportunity
employer. Send resume and demo tape to: Hu-
man Resources Director, KFVS-TV, P.O. Box 100,
Cape Girardeau, MO 63701.

Fast paced, energetic, entertainment oriented
production facility seeks an editor with 3-5 years
experience on-line editing. Working knowledge of
GVG 151, K-Scope, and 200 swilcher preferred.
Crealivily and excellent clienl refalion skills a
must. Send resume and salary requirements o:
Editor Search, 1899 Ninth Street, NE, Washing-
ton, DC 20018,

HELP WANTED SALES

ACCOUNT RePs

NY basedfirm seeks individuals w/proventrackrecord
at o radia or felevision rep firm or station. If you're @
sales or research assl. w/min 2 years biz experience
ot a rep ar station, we'd like to falk fo you about o
terrific career move. Traffic asst's w/stationexperience
areolscwelcame. Suitable candidales are analytical,
PC literate, interested in building long-ierm
relationships w/clients, possess obility ta froin and
share info w/others. We're slate-of-the-art and we
offeranexcellentbengfits/comp pkg. Faxyourresume
w/ salary history to: Attn: HR, 212-633-5558.

Account Executive - WHTM-TV, an ABC affiliate
in the 44th market, has an immediale opening for
an experienced account executive with sirong
customer service and negotiating skills along with
a track record of new business development. Re-
quires 1-3 years media sales experience and fa-
miliarity with Nielsen/Star. Send resume and cover
letter lo: Frank Ratermann, General Sales Man-
ager, P.O. Box 5860, Harrisburg, PA 17110. EOE.

Account Executive. Great opportunity with out-
standing St. Louis television station. Successful
candidate will have proven 5 year sales record in-
cluding adverlising agency track record and de-
velopment of new business. Degree. Send letler/
resume to Box 00166 EQOE.

HELP WANTED ADMINISTRATION

Accountant - West Michigan Public Broadcasting
is seeking an individual with accounting expeti-
ence. Bachelor's degree in business administra-
tion or accounting preferred. Responsible for fund
ledgers, grant account analysis and contract bill-
ings and PBS, NPR and CPB grant repeorting. Ex-
perience with a computerized accounling system
and personal computers required. Applicants must
possess strong organization and analysis skills.
Salary range $24,400 - $41,500. Send letter of
application and resume to: Chuck Furman, Assis-
tant General Manager, West Michigan Public
Broadcasting, 301 W. Fulton, Grand Rapids, M!
49504-8492. Please note how you became aware
ot this position. Applications must be postmarked
no later than November 18, 1994, EEO/AA/ADA.
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ASSISTANT

We are seeking a sharp, motivated
individual to work in an Eastern
Regional Office of our Network
Disbribution Department. The ideal
candidate will have excellent oral
and written communication skills,
typing of 50-60 wpm, fast notes or
shorthand, as well as knowledge of
WordPerfect 5.1 and Lotus 1-2-3.
The selected candidate must be
detall oriented, well organized, and
abte to work in a high pressure,
fast-paced environment. Television
or entertainment experience is
preferred, Must be available for
overtime.

We offer challenging career
opportunities, competitive salaries
and excellent benefits. For
immediate congideration, please
submit your resume with salary
history, to: Fox Broadcasting
Company, Dept. MR-221, 5151
Wisconsin Ave., NW, 5th Floor,

Washington, DC ’ m
e

20016. Please, no

phone calls. EOE.
Assistant to Naticnal Sales Manager: One of
the nalion's top 40 network affiliate stations
located in the south is looking for an Assistant to
the National Sales Manager. Must have strong
television hackground, along with ratings knowl-
edge, organizalional and people skills. Knowledge
of Bias a plus. The person we are looking for
doesn't crumble under stress. 1f you can juggle sta-
tion, client and rep needs on a daily basis, you're
our person. Qualified candidates should send a re-
sume with cover letter in confidence to Box 00168
EQE.

Fox BROADCASTING COMPANY

RESUMES

SITUATIONS WANTED PROGRAMMING
PRODUCTION & OTHERS

Director/Producer, (Hispanic) 15 years Network
background in top 1en Midwest market seeks
supervisory or programming position. Prefer
warmer, smaller market near ocean. Last seven
years in "Youth Programming” on PBS National.
Teaching degree K-12. Versatile, good communi-
cation skills. Excellent contacts with National
music labels and publicists. Recipient of five re-
gional Emmys. Single. enjoy traveling. Love TV-
hate winter. Excellent references. Reply to Box
00162.

SITUATIONS WANTED NEWS

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
wilh 18 years experience. Business news a special-
ty. Took elite 20-man team to the top al major
broadcasting organization. Reply 1o Box 00143.

WANTED TO BUY BUSINESSES

SEEKING ACQUISITION

Short form program development &
sateltite firm seeks to acquire a television
syndicationfprogram development and
(or) satellite transmission company. NYC
area, Atlanta area or LA area preferred.

Call: 601-352-6673

If your resume isn’t a "WINNER”, it's a
“KILLER”, Do it right, call: Career
— Free consultation,

Resumes
800/800-1220. Free Critique and price
quote, 800-927-4611 Fax.

MISCELLANEOUS

Consultants: Communications firm looking for in-
dividuals with imernational media and public in-
formation experience for short-medium term
assignments in Eastern European and former Sov-
iet Republics. Specialties include media project
management, marketing, writing, photography,
adverlising, localion video direcling, camera and
audio operators: foreign language helpful. Send
CV to GVC, 1433 Powhatan Street, Alexandria,
VA 22314 or Fax to (703) 836-8297.

HELP WANTED RESEARCH

Wanted: Research Director, Top 50 ABC af-
filiate. Solid background in TV audience and
market research. Excellent writing and computer
skills. Knowledge of Scarborough or Marshall
Markeling and TV Scan, Media Watch/CMR. Abili-
ty to put together one-sheets, sporis and specials
presenlations. Able lo educate sales staff on full
utilization of qualitative and quantitative data re-
sources. Send resume and salary requiremenis to
Shawn Barielt, General Sales Manager, WPBF
Channel 25, 3970 RCA Bouwlevard, Suite 7007,
Palm Beach Gardens, FL 33410. No phone calls
please. EOE.

SEMINARS

INCREASE THE PRODUCTIVITY
OF YOUR SALES STAFF

In today’s ultra-competitive and changing
environment being smart and aggressive is not
enough. Perfarmance 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

SITUATIONS WANTED MANAGEMENT

General Sales Manager with 18+ years TV expe-
rience. Have sales team? Will travel..to new
heights! With innovalive, motivated, teamwork
style of management. Want resulis? | guarantee
them! Call {or fax) at {210) 821-5244.

CABLE
HELP WANTED MANAGEMENT

Cable Relations Manager - Rapidly growing
media company in New York area seeks person
for cable affiliate relations. Good communication
skills and knowledge of cable industry a must.

Rush resume and salary history. Reply to Box
00165 ECE.

59



*(ﬂ_}\SSIF[EDS*
L |

I[I,[VISI“N pnnM“I"“N HELP WANCTQDB il;:ooucnorv
Pronucer/WRITER

TRAFFIC COORDINATOR:
24 HOUR

CNN seeks a Producer/Writer to create first-rate original Television

and Radio spots for CNN, Headline News and CNN International.

The right person will have at least two years experience produc-
ing TV Promotion spots in a major market and will be at home
in the areas of tape, film and graphics. Only candidates under
consideration will be contacted.

RUSH 3/4” OR BETA TAPE AND RESUME TO:

JOHN SCHIPP, Creative Director
CNN Creative Services
One CNN Center

CABLE NEWS
CHANNEL

is recruiting for an experienced
fraffic coorﬁno?or. Responsibilifies
include preparing commercial log,
scheduling copy, daily reconciliation
of “as run’ logs ong order entry.
Candidate should have minimum
of 1 year traffic experience.

Send resume, cover letter

and salary history to:
PO Box 105366 Box 770 HW (5th Fr)
Atlanta GA 30348-5366 71 5th Ave, New York, NY 10003
Equof Opporiunity Employer

-~ NO PHONE CALLS PLEASE —
An Eqgual Opportunity Employer

el Oppomunity Emetey ALLIED FIELDS

EMPLOYMENT SERVICES

HELP WANTED PROGRAMMING, PROMOTION & OTHERS

(0):34:00),

‘Inside Job Openings, Nati
PRESS @ Radio Jobs, updated daily
@ Television Jobs, updated daily

LGN € Hear “Taiking Resumés™
6 @ Torecord "Talking Resumés” and
YEAR emgployers to record job openings
6 Entry level positions
1-900-726-JOBS
- s1es &Y Mil. JOBFHONE. NEWPORT BEAGH, CA _‘
JOB OPPORTUNITIES NATIONALLY

IT DOESN'T GET ANY BETTER THAN THIS!
ADVERTISING SALES MANAGER

West San Fernando Valley, California

CABLEVISION INDUSTRIES CORPORATION, the country’s Sth largest MSO, is
searchinc? for a highly qualified individual to manage one of the most successful
Cable Ad Sales operations in the country.

The West Valley system, located in Chatsworth, CA, serves aver 100,000 sub-
scribers in a very desirable suburb of Los Angeles. Requirements for this position
will include the ability to frain, lead and motivaie an established sales organization.
Candidate must have a broad and focused understanding of qualitative and quanti-

tative research and possess the ability to think “ outside of the box “when it comes
to growing our business. A minimum of three years experience in local television
and cable advertising sales management is required. College degree is preferred.

n Professional, Technical & Production
w Cable & Broadcast TV, Film...
2x month, 6 issues/$35, 12/$60, 22/$95.

Closing deadline is November 18, 1994. Please send cover letter and resume
explaining what qualifications you can bring to our organization to:

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

CABLEVISION. Neil J. Schwartz, Corp. Director of Ad Sales
Cablevision Industries Corporation
One Cablevision Center
Liberty, New York 12754

CVi is an Equal Oppontunity Ernployer and
complies with the Drug Free Workplace Act.

INDUSTRIES

| ALLIED FIELDS

As of November 1, 1994
Classified rates are increasing:
| Non-Di spl ay: EMPLOYMENT SERVICES
$1 '85. per word 1-900-40-RTNDA Updatod Dally
Display: RTNDA Job Service

85 cents a minute. Listings free.

$160.00 per column inch
Call 202-659-6510 (Fax 202-223-4007).

For further details contact: Radio-Tolevision News Diracters Asseciation
At ) o ve.. N.W.. Suite
L Antoinette Fasulo: 212-337-7073 | 3000 Comneric i V. Sute 1
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—CLASSIFIEDS—

r———"="—""="=""======77
California Broadcast Job Bank
For application information cal
(916) 444-2237
1 California Broadcasters Association |

I |

Just For Starters: Entry-level jobs and “hands-
on” internships in TV and radio news. National lisi-
ings. For a sample lead sheet call: 800-680-7513.

Entry level TV News Reporter confirmed leads
over the phone, not 900. One time charge of
$60.00. Use it as long as you need it. Send check
to M.CS., Box 502, Santa Ysabel, CA 92070.
(619) 788-1082.

TV Reporters, Anchors and Producers!!! You
deserve the best chance to achieve your career
goals. NewsDirections can help. Affordable, pro-
fessional. (800) 839-7347.

HELP WANTED INSTRUCTION

Dean, College of Communication. University of
Ajlabama. The College of Communication at the
University of Alabama is seeking applicalions for
the position of dean. The dean is the chief ad-
ministrative officer of the college and reports to
the provost/academic vice president. We see a
person with utmost integrity who is able to lead
the diverse interests of the college; a decision-
maker who can build consensus and implement
programs in the University's continuing commit-
ment 1o high quality scholarship and teaching and
to culural and ethnic diversity among faculty,
staff, and students. In addition, applicants may
provide evidence of any of the following qualities:
deep commitment to teaching and learning; ability
and desire to develop relationships with external
constituencies of the coltege, particularly in the
areas of fundraising and job placement; outstand-
ing academic record, usually including an earned
doctorate or other terminal degree; significant pro-
fessional experience in media-related industry;
significant experience in academic administration
or professional management; record of outstand-
ing scholarship in communication-related dis-
¢ipline; understanding of the multiple missions of
the college's undergraduaie, master's level, and
doctoral programs, as well as its service depart-
ments; expertence at writing and executing grants.
The college has 1,350 undergraduate and 140
graduate students in its four academic programs-
Advertising and Public Relations, Journalism,
Speech Communication, and Telecommunication
and Film. The college operates two radio stations,
a production center for public television pro-
gramming, and superior research facilities for all
major forms of communication research. It main-
tains close ties lo alumni and media professionals.
To apply, send a letter of applicalion with cur-
riculum vitae and three references to Prof. Jim
Stovall, Department of Journalism, Box 870172,
University of Alabama, Tuscaloosa, AL 35487-
0172. The University of Alabama is an equal op-
portunity, affirmative action employer.

Graduate Assistants to study for M.A. or Ph.D. in
mass communication. Start Fall 1995. Stipend
plus fee waiver. Train undergraduates in radio,
television, production techniques, broadcast writ-
ing, or do research. Broadcasters with under-
graduate degrees in telecommunication or related
fields and a 3.0 grade point average are invited to
apply. Graduate Record Examination required. Con-
tact Dr. David Ostroff, Graduate Coordinator, De-
partment of Telecommunication, College of Jour-
nalism and Communications, University of Florida,
P.O. Box 118400, Gainesville, FL 32811-8400.
AA/EOQE.

Doctoral Assistantships. The University of Ten-
nessee seeks outstanding candidates for doctoral
study. Coursework emphasizes communication
theory and research with broadcasting, journalism,
P.R.. and advertising concentration. M.S. degree
and GRE required. Program requires 2-3 years in
coursework, plus dissertation. Teaching assis-
taniships possible. Application for fall 1995 due
March 1. Also, calendar-year M.S. program in
media management. Contact Dr. H. Howard,
Communications, University of Tennessee, Knox-
ville, TN 37998-0347.

EDUCATIONAL SERVICES

Studio 20x30 including lights, dimmers, 3 curtain
cyc, Rosco floor $12,500. 40x50 also available;
Fuji lenses 12x, 14x, 16x, 22x, all w/2x call; Grum-
man fruck, 25 w/dual generators, 5 cameras w/
500" cables $20,000; Sony VP5040 triStandard L/
N $1,200; VP7020 “O” on hour meter $1,000;
ROH 24 station master ICM $1,500; RS 422 Patch
Panels (2)2x24 w/GVG IFC's. Call John 212-355-
7540.

10-KVA Topaz UPS. 240/120 volt in and out. Bat-
teries not included. $1,900. Megastar, Inc. (702)
386-2844.

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.

FOR SALE STATIONS

WANTED TO BUY EQUIPMENT

PAYING CASH -

Buying overstock and obsolete
audio inventory, all formats.
45 - LP - CD - Radio Shows etc.

Call 716-388-0984.

will consider any condition and will pay cash
BLR COMMUNICATIONS

. 1-800-442-8199 .

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

FOR SALE EQUIPMENT

WHITLEY

* New Mexico Metro Market
* University town =+ AM/FM Combo
» $600,000 on terms
12770 Coit Road Suite 1111
Dallas, TX 75251
214 788 2525

Texas FM-A 300k two city population. Firm

$250k. P.O. Box 160583, Austin, TX 78716.

Priced to sell. Two AM/FM combos in Oregon.
One power giant. Positive cash flows, Principals
only. 619-772-1715.

For Sale 50kw AM and Class C FM in fast grow-
ing Southwestern Top 50 market city. Serious
buyers only. Call 808-845-1111. P.O. Box 25670,
Honolulu, HI 96825,

Florida, Georgia, Texas - Attractive combos in
small markets. Also desirable AMs and FMs Flor-
ida and New Jersey. Beckerman Associates, 813-
971-2061.

GLEARLY
PRUDENT.

For video duplication, demos,
audition reels, work tapes, cur
recycled tapes are technically
up to any task and downright
bargains. All formats, fully guar-

anteed. To ordercall:

800)238-4300 GARPEL

Broadcast equipment (used): AM/FM transmit-
ters, RPU's, STL's antennas, conscles, pro-
cessing, lumntables, automation, tape equipment,
monitors etc. Continental Communications, 3227
Magnolia, St. Louis, MO 63118. 314-664-4497,
Fax 313-864-9427.

TV Transmitters, Uplink Trucks, Sateflite HPA's,
Exciters, Large antenna's and related RF and Up-
link equipment bought and sold. Megastar (702)
386-2844.

AM and FM transmitters, used, excellen! condi-
tion, tuned and tested your frequency. Guaran-
teed. Financing available. Transcom. 800-441-
8454, 215-884-0888, Fax 215-884-0738.

WANTED TO BUY STATIONS

Broadcaster Buying Stations. Distressed, non-
performing, silent or CP's. FM's only in markets
30,000+. Fax or call (206) 270-9636.

MISCELLANEOUS

Career Videos. Qur professionals prepare your
personalized resume tape. Unique format, ex-
cellent rates, coaching/job search assistance, Pro-
ven success. 708-272-2917.

BUY/SELL

Video Switches, 3M model 101 vertical switches.
Ten in, one out. Audio follow video. $185. Call
Nigel Macrae al (702) 386-2844.

FINANCIAL SERVICES

BROADCAST & OTHER FINANCING

"PROPOSALS & PLANS

Expert Financial Consultin?
Troubleshooting/Business Plans / Financing
Proposals /Acquisition and Startup
Funding Assistance

VINCE BELLINO 914-698-0900

Broadcasting & Cable Oct 311994
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OWNERSHIP CHANGES

Granted

KHSL(AM) Chico, CA (BTC941006EA)—
Action Oct. 12.

WITS(AM)-WCAC(FM) Sebring, FL (AM:
BAL940824GH; FM: BALH940824GI)—
Action Oct. 2.

WULF(AM)-WKXH-FM Alma, GA (AM
BALY40817GG; FM: BALH940817GH)—
Action Oct. 5.

WGML(AM) Hinesville, GA (BTC940-
923EC)—Action Oct. 12.

KTVC(TV) Cedar Rapids, |1A (BAPCT93-
0507KM)—Action Oct. 12.

WCLZ-AM-FM Brunswick, ME (AM:
BAL940816GE; FM: BALH940816GF)—
Action Qct. 3.

KLWT{AM)-KCLQ(FM) Lebanon, MO (AM:
BAL940818EA; FM: BALH940818EB)—
Action Oct. 12.

KELE(FM) Mount Vernon, MO (BAPH-
940822GG)—Action Oct. 12.

KLRB({FM) Aurcra, NE (BALH940725GG)—
Action Oct. 6.

WBVP(AM)-WWKS(FM) Beaver Falls, PA
{BALH340819GM)—Action Oct. 5.

KSND(FM} Lincoln City, OR (BTCH9405-
17GI}—Action Oct. 7.

WARQ(FM) Columbia, SC (BALH340803-
Gl)—Action Qct. 6.

WYHY(FM) Lebanon, TN (BALH94041-

thelRecord

Abbreviations: AFC—Antenna For Conwnunications:
AL)J—Administralive Law Judge: all.—alternate:
aun.—announced: anl.—antenna: aur.—aural: aux.—
auxiliary: ch.—channel: CH—<ritical hours: chg.—
change: CP--construclion pennit: D—day: DA—direc-
tional antenna: Doc.—Docket: ERP-—=effective radiated
power: Freg—frequency: H&V—harizontal and verti-
cle: khz—kilohenz: kw—Xkilowaus: lie.—license: m—
meters: mhz—mnegahertz: mi.—miles: nod.—modifica-
lion: MP—moditicalion permit: ML—modificalion
license: N—nighl: pel. for recon.—pelition for reconsid-
eralion: PSA—presunrise service authority: pwr.—
power: RC—remote conurel: S-A—Scientific- Atlanta:
SH—specified hours: SL—sludio locasion: TL—trans-
mitter location: trans.—transmitler: TPO—transmitler
power updale: U or unl.—unlimited howrs: vis—visual;
w—waltls: *—noncommercial. Six groups of numbers at
end of facilities changes ilems refer to map coordinates.
Orne meter equals 3.28 feel.

9GG)—Action Oct. 7.

KDCD{(FM) San Angelo, TX (BTCH940912-
GF)—Action Oct. 3.

WNST(AM) Milton, WV (BAL940819GI)—
Action Oct. 6.

WGLB-AM-FM Port Washington, WI (AM:
BTC941005GE; FM: BTCH941005GF)—
Action Oct. 13.

Dismissed
WCCM({AM) Lawrence, MA (BAL940613-
GG)—Action Oct. 12.

FACILITIES CHANGES

Actions

Sutter Creek, CA KRAZ(FM) 107.5 mhz—
Granted app. of ldaho Broadcasting Consor-
tium Inc. for mod. of CP to change ERP: 6 kw;
ant. 100 m.; TL: S side of S.R. 88, 2.6 km NE

of Lake Tabeaud, Amador Co., CA. Action
Oct. 13.

Miami WHFT-TV ch. 45—Granted app. of
Trinity Broadcasting of Florida Inc, for CP to
change: ant. 308 m.; ERP: (vis) 2541 kw.
Action Oct. 12.

Titusville, FL WGNE-FM 28.1 mhz—Grant-
ed app. of Southern Starr LP for CP to
change ERP: 100 kw and to change class
from C2 to C1 (per MM docket 93-255).
Action Oct. 12.

Rossville, GA WLMX-FM 105.5 mhz—
Granted app. of Wicks Radio LP for CP to
make changes; ERP: 1.55 kw; ant. 197 m;
TL: atop Missionary Ridge, 1 km NNE of
intersection of GA Rte 2 and Mission Ridge
Rd, Walker Co., GA and change antenna
supporting-structure height. Action Oct. 3.

Cleveland, MS WSFX(FM} 98.3 mhz—
Granted app. of American Family Association
for mod. of CP to make changes: main studio
location to Cleveland, MS. Action Oct. 3.

Omaha KPQC(TV} ch. 15—Granted app. of
Pappas Telecasting of the Midlands for MP to
change; ERP vis: 2529 kw; ant. 1280 ft./390
m.; TL: 19801 Pflug Rd., Gretna, Sarpy Co.,
NE. Action Oct. 12.

Forest City, NC WWOL({AM) 780 khz—
Granted app. of Holly Springs Baptist Broad-
casting Co. Inc. for CP to increase power to
10 kw. Action Oct. 13.

Butler, PA WISR(AM) 680 khz—Granted
app. of Butler Broadcasting Co. Inc. for CP to
add service with 50 w. Action Oct. 13.

SERVICES

—

BROADCAST DATABASE

dataworld

MAPS
Coverage-Terrain Shadowing
Alocation Studies « Directones
PO Box 30730 301-652-8822
Betfiesda, MO 20814 800-368-5754

SROADCALY DATH RERVICE]
A D of Moffer, Larson & Juhnsen, fnd
T AM.FM. TV, H-group databases

- Coverage, allocation and terrain studies
* FCC research

703 824-5666

f

14

Rf Systems, tnrc.

* RF Tes! and Measurement
« Microwave and Satelile

YOY-563-1144

FAX: 703 824-5672

* Transmitter and Studio Installation

Engineering and Inslallation

247 World's Fair Drive
Somersel, N) 08873

@ gfainless, inec.

New Towers, Antenna Structures
Engineering Studies, Modlifications
Inspectiona, Eroction &".I“I.
North Waies, PA 1
215 699-4871 FAX 699-9597

Shoolbred Engineers, Inc.

Struccunal Cansuleants

Towers and Antenna Structures
Robert A. Shoolbred, PE.

LHY Morrron Deve
Charleston, 5.C 294071 #1801 577 46d)

@)LPk
COMMUNICATIONS, Inc.

RF DESIGN & INSTALLATION SPECIALISTS
LARCAN/LARCAN-TTC TRANSMITTERS
ALAN DICK ANTENNAS & COMBINERS
LEGLANC TOWER SYSTEMS
14440 CHERRY LANE CT. LAUREL MD 20707

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

I

FOR WORLDWIDE
SATELLITE
TRANSMISSION
SERVICES CONTACT.
1DB COMMUNICATIONS GROUP
10525 WEST WASIHNGTON BLVD.
CULVLER CITY, CA 90232-1922
213-870-9000 FAX: 213-240-3904

NATIONWIDE TOWER COMPANY

ERECTIONS - DISMANTLES - ANTENMA - RELAMP
ULTRASOUND - STRUCTURAL ANALYSIS - PAMT
MNSPECTIONS - REGUY - ENGINEERING

P.0. BOX 130 POOLE, KY 42444-0130
PHONE (302) §33-6600 FAX (502) 533-0044
24 HOUR EMEAGENCY SERVICE AVAILABLE

Tonver Design amd dnalysis
IR /0Vi! WHAT A LOW RATE —
—— Tn:u’rDE\lynMxlllh,almnw TELECONFERENC'NG BROADCASTING MAGAZINE
et Construction laspevnon Reserve your ¢ 1705 DaSaies St., N.W.
KCI ‘Stealthing” Technigues next conference Washington, D.C. 20036
Pubhic Invalveiment Prograns callby caling PER MINUTE " abi
(ECHNOUDGES Sunultidd Video Imisging Eagle Phoa ..v;o';b'mm
st s s s | [Toogoriarenang 2] 2 7 58 3283 ne: (202) 659-2340
Towemct s @he com

PROFESSIONAL/SERVICE
DIRECTORY RATES

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

Thers is 8 one time nhgchmgo
of $20. Call (202) 655-2.

62

Oct 31 1994 Broadcasting & Cable




PROFESSIONAL CARDS

du Trel, Lundin & Rackley, Inc. ==CARLT. JONES LOHNES AND CULVER COHEN, DIPPELL AND
—————— ASubsidiy ol RlLKINERS, ———— CORPORATION CONSULTING RADIO ENGINEERS EVERIST, P.C.
240 North Washington Blvd. CONSULTING ENGINEERS 8308 Cherry Lane CONSULTING ENGINEERS
. Laure!, MD 20707-4830
k21 sy o | 1 e
MEMBER AFCCE MEMARR AFCCE Since 1944 Member AFCCE Member AFCCE
Moffet Lam“:I&J‘John ; HAMMETT & EDISON, INC. CARL E. SMITH Jules Cohen & Associates, P.C.
Consulting Teieommnication, Englrcen CONSULTING ENGINEERS CONSULTING ENGINEERS Consulting Electronics Engineers
f i ’ Box 280068 AM-FM-TV Engineering Consultant ulte
Twosszkéh?‘;l:r::é ﬂ-";‘t: 800 San Prancisg:, California 94128 Complete Towe?landrhwgglr?gsgerf\i/rljcses W;:hzli ?:'?ﬂlgsé Ni(%%
Falls %:1311_;:25,_5\;2022041 HE 707/996-5200 .Swr-lnﬁ:h‘;frn;g“;%#pdmm' T$l'ephor?e_: (éOZ) 659-3707
AR e 72 202/396-5200 Box 807 Bath, Ohio 44210 elecopy; (202) 855-0350
MEMBER AFCCE e-mail: engr@h-e.com (216) 659-4440 ember AFCCE

Mullaney Engineering, inc.
Consulting Telecommunications Engineers

9049 Shady Grove Court
Gaithersburg, MD 20877
301-921-0115

Member AFCCE

E. Harold Munn, Jr.,
& Associates, Inc.
Broadcast Engineering Consultants
Box 220
Coldwater, Michigan 49056
Phone: 517—278-7339

HATFIELD & DAWSON

CONSULTING ENGINEERS
4226 SIXTH AVE. N.W.
SEATTLE. WASHINGTON 98107
(206) 783-9151; Facsimile: (206) 789-9834
MEMBER AFCCE

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

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

C.P. CROSSNO & ASSOCIATES
CONSULTING ENGINEERS

P.0. BOX 180312
DALLAS, TEXAS 75218

Radie/Tv Engineering
Company

“Serying Broadcasiers over 35 vears”

JOHN F.X. BROWNE & ASSOCIATES

BLOOMFIELD HILLS | Broadcast » Cable

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

STEVEN |. CROWLEY, P.E,
Consulling Engineer

1133 150h St N Suite 1206
Washinglon D.C. 20005
Telephane (2021 225-1101

Fas 12023 2230800

Netiher AFCCE

OMMUNICATIONS TECHNOLOGIES INC.
BROADCAST ENGINEERING CONSULTANTS

Clarence M. Beverage
Laura M. Mizrahi

P.0. Box 1130. Marlton, NJ 08053
(609) 985-0077 + FAX: (609) 985-8124

Association of
Federal Communications
Consulting Engineers
P.O. Box 19333
20th Street Station
Waushington. DC 20036
(810) 642-6226 / (202) 293-2020

TELECOMMUNICATIONS (FCC, FAA) 810-642-6226 « Wireless » Catson City. Nevada 89702
CHARLES PAUL CROSSNO, P.E. WASHINGTON (702 8842400
(214) 321-9140 MEMBER AFCCE 202-293-2020 Member AFCCE
s
A F C C E contact

BROADCASTING MAGAZINE
1705 DeSales 51, N.W.
Washington, 0.C. 20036

for availabilities
Phone: (202} 659-2340

PROFESSIONAL/SERVICES DIRECTORY
NEW RATES, EFFECTIVE JANUARY 1, 1994

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




Record straightener

EpITOR: Regarding your Oct, 10 in-
terview with Roone Arledge, | am
afrajd that, in several key areas,
Roone’s memory has let him and the
facts down.

In that conversation of May ’93,
which I assumed to be private, all of
my references to my state of mind
were with regard to ABC News. [ was
indeed bumed out and did indeed not
want to produce another program——at
ABC News. That it was ABC News [
was talking about I thought would be
crystal clear, because by the time I
spoke with Roone it had already been
determined that I could leave and, fur-
ther, that I was going to become the
executive producer of NBC Nightly
News with Tom Brokaw.

Yes, after telling Roone that I never
wanted to produce another program at
ABC News, | am happily producing
one five nights a week, as he notes. I
am because, I told him and others at
ABC News, the opportunity to

attempt a run from third to first for a
second time was too tempting to pass
up, especially in the new environment
at NBC News, which reminded me so
much of what ABC News had been in
the late '70s when Roone first became

its president of news.

I trust this ends the matter. The
facts now are neatly back as they
belong.—Jeff Gralnick, executive pro-
ducer, NBC Nightly News with Tom
Brokaw, New York.

BY THE NUMBERS
i ——mm]

_ BROADCASTING Service Total
DEpICE Total | TGommercial VHF TV 559
Commercial AM 4923 | Tcommercial UHF TV 598
Commercial FM 5,070 | [Educational VHF TV 123
Educational FM 1,708 | Mequcational UHF TV 240
Total Radio 11,701 Total TV 1.520
VHF LPTV 527 | e
UHF LPTV 1,023 CABLE
Total LPTV 1,550 Total system§ 11,385
FM translators 2233 Total subscribers 58,834,440
VHF translators 2,253 Homes passed 91,433,000

— "
UHE ransiames 2 441 Cable penetration 62.5%
*Based on TV household universe of 94.2 million.

Total Translators 6’927 Sources: Nislsen, NCTA and FCC

THIS WEEK
Oct. 30-Nov. 2—Association for Local
Telecommunications Services annual convention
and trade exhibition. Sheraton Harbor 1siand
San Diego. Contact: (703) 528-8484. :
Now. 2—"The Future of Television in Garmany:
Finaneing and Investing in Cable TV & Broad-
casting,” Hyatt Regency, Kiin, Germany. Spon-
sored by Kagan World Media. Contact: Gennl
Russell, {408) 624-1536.
Nowv. 3-4— Cable 101: The Basic Packaga
‘spansored by Women in Cable. Radisson Hotal,
‘Denver, Contact: Christine Bolletting, (312) 634-
2335,
Now. 5-7T— Communily Broadcasters Associa-
tion annual L PTV convention, Hyalt Crystal Gity,
Arington, Va. Contact: Stewari Herbert, (703}
506-3270.
Nov. 6-8—Multimedia 1994: *Positioning lor
Profit in an Interactive World" conference, Hotel
Nikko, San Francisco. Sponscred by the Inferna-
tional Business Forum and Business Research
Pubijcations. Contact: (800} 822-6338.
MNov. 6-8—&th annual EPM Entartainment Mar-
keting Conference, Universal Gity Hilton & Tow-
ers, Los Angeles. Domacft (812) 472-2466.
« Mov. 6-8—Canadian Association of Broad-
casters/Western Association of Broadcast Engi-
neers joint convention and national trade show,
Winnipeg Convention Centre, Winnipeg, Manito-
ba. Contact! Mathalie Samsaon, (613) 233-4035.

NOVEMBER

| Nov. 7—BROADCASTING & CabLE 1994 Hall of

Fame dinner. New York Marriott Marquis.
Information: Steve Labunski, Circle Special
Events, (212) 686-2200.

Mov. B—Media Sports Business, Park Lane,
New York. Sponsored by Kagan Seminars Inc.
Contact: Genni Russell, {dﬂ@} 624-1536. ‘
Nov. 9-10—'Enginesring for the Non-Engi-
nesr,” sponsored by Women in Cable. Marriaft
West, Philadelphia; Pa. Gontact: Ghristine Baliet-
fino. (312} 634-2335.

Nov. 10— "Marketing in a Compelitive Environ-
ment.” sponsored by Women in Cable. TCI Train-
ing Center, Englewood, Colo. Contact: Christine
Bollstting, (312) 634-2335.
Nov. 10—"Hefining Your Markefing Strateqy for
the Future,” sponsarad by Cable Television
Adminisiration and Marketing Sacisty Ine., New
‘York chapter. Playboy Enterprises Bldg., New
York. Gontact: Rebecca Kramer, (212) 818-9151.
- MNov. 10-13—-57th Audio Engineering Society
convantion, Moscone Center, San Francisco.
Caontact. (212) B61-8528.
Nowv. 12—"A Buyer's Guida to Madia Tools,”
sermruar presented by UCLA Extension and Now-
Media Magazine. UCLA Math Sciences Bldg.,
Los Angeles. Contact: (310) B25-0064.
Nov. 15—"How to Obtain an SBIR Grant,” sem-
inaf presanted by the Center for Advanced Tech-
nology in Telecommunications. Polytechnic Lini-
wversity, Brooklyn, N.Y. Contact: Ameena Mustafa,
(718} 260-3050.
Mov. 15-17—HF Expo East, D:snej Contem-
porary Resort, Orlando, Fla. Sponsored by RF
design magazine. Contact: Bob James, {202)
371-0700. -
Nov. 15-17-—-DRTV East (direct-response TV
expo and conference), New York Hilton & Tow-
ers, New York. Sponsored by TV. Con-
tact: Gabrielle Bergin, (BO0) B54-3112.
Mov. 17—TV Production and Finance, Ma Mai-
-son Sofitel, Los Angeles. Sponsored by Kagan
Saminars Inc, Contact: Genni Russell, (408) 624-
1536,
« Mov. 30-Dec. 2—Western Cable Show,
Anaheim Convention Center, Anahaim, Galif.
Sponsored by California Cable Television Asso-
elation. Contact: Mary Pittell, (301) 206-5393.
= Nov. 30-Dec. 21994 Asia-Pacific Cable
and Satellite Summit, Hong Kong Convention
and Exhibition Centre, Hong Kong. Sponsored
by The Institute for rnlemarfonal':gmrm Con-
tact: {+852) 525-5111 (Hong Kong).

e

DECEMEER
* Dec. 1-3—MIP Asia, intsrnational film and
rogram market for TV, cable, video and satellite.
Kong Convertion and Exhibition Centre,
Hong Kong. Contact: Barney Bernl!arﬁ {212}
688-4220.

JANUARY
+ Jan. 5-7—4th annual ShowBiz Expa East,
New York Hilton & Towers. Presentad by Advanstar
Contact: Gabriglle Bergin, (800)

854-3112.
+ Jan. 13—16th annual CableACE Awards
(non-televised ceramony), Century Plaza Hotel, Los.
Angeles. Presented by National Cable Teleﬂainﬂ
Assoclation. Contact: (202) 775-3629.
« Jan. 15—16th annual CablaACE Awards
(lelevised caramony), Wiltem Theatre, Los Angeles.
Prasented by Mational Cabile Television Assocla-
tion. Contact: (202) 775-3629. ;
* Jan. 23-26—32nd annual National Associa-
tion of Television Exscutives (NATPE)
program conference and exhibition, Sands
Center, Las Vegas, Contact: (310) 453-4440.

« Jan. 29-Feb. 1—RF Expo West and EMC/
ESD International, San Diego. Sponsered by AF

magazine and EMC Test & Design maga-

zine. Contact: Bob James, (202) 371-6700.

FEBRUARY :
* Feb. 11-14—52nd annual National Religious
Broadcasters convention and exposition.
land Hatel, Mashville. Contact: (708) 330-7000.

JUNE

¥ Jm 18-24—16th annual Banif Television
Festival, Banff Springs Hotel, Banfi, Alberta,
Canada. Contact: Katie Daniel, {403) 762 3080,

CONTINUING
Now through Nov. 2—Rack '’ Roll and
Radio,” a listening series. Sponsored by The
Museun of Television & Radio, New York. Con-
tact: Dana Rogars, (212) 621-6705.

* Major Meetings
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Robert J. Kunath

ith work stoppages in both
WMajor League Baseball and

the National Hockey League,
it 1s not a particularly lucrative time
to be in sports advertising sales. But
Group W Sports Marketing Senior
Vice President/General Manager
Bob Kunath doesn’t appear to be too
worried.

“I have close friends that know
exactly what I do and they say to me,
‘How’s business?” ” he says, laugh-
ing. “I'say, ‘I sell hockey and baseball,
It's great.” ”

Kunath takes solace from the fact
that 1n the future, when the strikes are
over and the so-called 500-channel
universe finally arrives, sports pro-
graming will flourish.

“What a wonderful thing—to have
programing that people actually look
for, no matter where it 1s,” he says.

Kunath three years ago took the
reins of Group W Sports Marketing,
which was launched in 1989 as the
only independent national sales rep-
resentative for regional sports net-
works and sports teams. The compa-
ny’s business has grown to include
representation of 17 regional sports
networks and 17 sports franchises
serving 43 million households
nationally. Earlier this month, the
company took on national sales rep
responsibilities for First Auto Sports
Television, a full-service TV pro-
duction company and the exclusive
provider of auto and motorcycle rac-
ing to the Prime Sportschanne! Net-
work.

Group W has invested close to $23
million in operating losses and
expenses to launch the division, but
expects to make that investment back
over the next three years, Kunath
says. The division showed positive
cash flow last year and would have
made a profit this year had there not
been a baseball work stoppage, he
says.

“This organization could not have
existed in a lot of corporate cultures,”
says Kunath, a 22-year Group W vet-
eran. “They got into it knowing that
they were going to hemorrhage
money for a period of time, but they
believed in the concept and have
stuck with it.”

)

- §

Kunath joined Group W in 1968 as
a research manager at Kyw-TV
Philadelphia. He had come to the sta-
tion after about five years in sales and

tious—I don’t know which it is—and
realize after a while that in this busi-
ness, New York is where it’s happen-
ing,” Kunath says.

The move turmed out to be a good
one, Kunath eventually was named
president of Group W Television
Sales in New York, filling a vacancy
left by another Group W veteran,
Lloyd Werner. Kunath today reports
to Werner, who is senior vice presi-
dent, sales and marketing, Group W
Satellite Communications.

In 1986 Kunath left Group W for
the first time in his television career to
take a job as vice president/general
manager, WNYW-Tv New York. The in-
dependent channel had just been sold
to Fox Broadcasting and was in a peri-
od of transition. He realized it was
time to move on when he read an in-
terview with Rupert Murdoch in
BROADCASTING magazine in which the
Fox chief said the TV station business
was in trouble because there were too
many salespeople in charge.

marketing for food
packager Libby,

Still determined
to try his hand at sta-

McNeil and Libby
and building prod-
ucts company Al-
Can Aluminum,
Shortly after join-
ing Kyw-Tv, Kunath
moved into sales. He
was eager Lo move
forward on the
Group W corporate
sales track. Within
three years he was
transferred to his
native Chicago for
an account executive
position at the com-
pany’s national rep
firm, Group W Tele-
vision Sales (then
called Television
Advertising Repre-
sentatives). By 1974
he was running the
office. And five
years later he decid-
ed to make the big
move to New York.

Senior vice president/general
manager, Group W Sports Market-
ing, New York; b. May 5, 1940,
Chicago; BS, finance, University of
lllinois~Urbana, 1962; insurance
underwriter, Continental Casualty
Company, 1963; sales, Libby,
McNeil and Libby, 1964; various
marketing positions, AlCan Alu-
minum, 1963-68, Chicago, Detroit
and Cleveland; research manager,
Kyw-1v Philadelphia, 1968; ac-
count executive, kyw-1v, 1969-72;
Television Advertising Representa-
tives (TVAR], Chicago: account
executive, 1972-74; midwestern
sales manager, 1974-79; Group W
Television Sales (formerly TVAR],
New York: vice president, national
sales manager, 1979-81; presi-
dent, 1981-86; VP/GM, wNyw-Tv
New York, 1986-87; VP/GM,
wwor-Tv Secaucus, N.J., 1987-89;
independent consultant, 1990;
current position since 1991; m.
Joell Kerewich, May 19, 1962;
children: Tori, 30; Abigail, 25.

tion management,
Kunath took the
same position al
rival independent
WWOR-TV Secaucus,
N.J. That ended two
years later. The sta-
tion, he says, had so
many layers of man-
agement that “we
were tripping all
over each other like
the Keystone Kops.”
Kunath returned
to Group W to take
on the company’s
sports marketing di-
vision 1n 1991 and
has stayed to help
guide its growth.
“It was a great
premise, and it filled
aneed,” Kunath says
of the division. “It
was brand-new in its
start-up phases, so it

“It was one of those things that you
start out trying to avoid and then,
ultimately, you get bored or ambi-

offered an opportunity for a lot of
innovation. We got it in the early
stages, and I think it has unlimited
growth potential.” —RB
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WCBS-TV.

At the news division, he covered several national politi-
cal conventions, produced, reported and narrated the doc-
umentary TV series CBS AReports and created the net-
work’s election unit. He then moved into top management
as VP and senior VP of CBS News programing. During the

William A. Leonard, 1916-1994

William A. Leonard, 78, former president of

CBS News {1979-82) and a veteran reporier, |
producer and executive with the news division
(see “Editorials,” page 70), died Oct. 23 of a
stroke at Laurel Regional Hospital, Laurel,
Md. Following graduation from Dartmouth
College in 1937, Lecnard worked as a
reporter and radio researcher before joining
the Navyin 1941, After leaving the Navy he
joined CBS-owned waBGC(AM) (later weBs)
New York as anchor of This Is New York
and later Eye on New York on Television, on

— ] late 1960s and early '70s, Leonard presided
over the development of news programs,
including 60 Minutes and the much-honored
Sunday Morning. His tenure as president
| segued into a consulting position with the
network. Other interests he pursued after his
“retirement” included writing, lecturing and
directing the Alfred |. duPont-Columbia Uni-
versity Broadcast Journalism Awards. He
also served on several boards and was the
recipient of many honors,
; Peabody. Howard Stringer, president, CBS
Broadcast Group, said, “CBS has lost a remarkable man,
a steadfast man and a giant in CBS News history.”
Leonard is survived by his wife, Norma, who former-
ly was married to Mike Wallace of 60 Minutes; five
sons; one stepson, Chris Wallace of ABC News; and
15 grandchildren.

including a

—DS

BROHDCAST v

Mel Smith, senior
VP, programing
and marketing,
Grove Television
Enterprises,
Chicago, named
president/CQOO.

Brooke Spectorsky,
VP/GM, wuas
(tv) Lorain,

Ohio, joins WCPX-
Tv Orlando, Fla., as president/GM.

Michael Schweitzer, president/GM,
wcpPx-Tv Orlando, Fla., joins First
Media Corporation there as executive
VP, telecommunications.

Smith

Peggy Powell, director, creative ser-
vices, Claster Television, Baltimore,
named VP.

Appointments at Children’s Television
Workshop, New York: Franklin Getchell,
senior VP, programing and produc-
tion, adds senior VP/creative director
to his duties; Marjorie Kalins, group VP,
production, named senior VP.

Ellen Kimmelman Reth, director, interna-
tional distribution, MTM, Studio City,
Calif., named director, worldwide
operations.

Bruce Miller, GM, KDLH(TV) Duluth,
Minn., joins WIFR(TV) Freeport, I1L., in
same capacity.

Jerry Zanitsch, VP, New World Enter-

tainment, Los Angeles, named senior
VP, marketing.

Lynn Dowling, director, program stan-
dards, series, NBC Entertainment,
Burbank, Calif., named senior pro-
gram standards director, broadcast
standards.

Ken Angel, president, Global Business
Communications Inc., New York, joins
Interaxx Television Network, Miami,
as senior VP/director, marketing.

Bob Becker, meteorologist, KBMT(TV)
Beaumont, Tex., joins wicu-TV Erie,
Pa., as chief meteorologist.

Robert Bee, GSM, wx1x-Tv Newport,
Ky., joins wGAL(TV) Lancaster, Pa., in
same capacity.

E Appointments at
® Paramount Net-

1 work Television,
Hollywood: Kathy
Lingg, senior VP,
movies and
miniseries, named
senior VP, drama;
Tom Russo, VP,
long-form pro-
graming,
MCA/Universal,
Los Angeles, joins as VP, movies and
miniseries.

Ling

Richard Pegram, group regional man-
ager, Park Communications (WTVR-
TV Richmond Va.}, joins wTHR(TV)
Indianapolis as VP/GM.

John Brown, manager, promotion/spe-
cial projects, Turner Sports Networks
Sales, New York, named director.

Steve Kremer, news director, KTVN(TV)

Reno, joins Maryland Public Televi-
sion, Owings Mills, Md., as producer,
news and public affairs.

Appointments at
Fox Broadcasting
Co., Beverly
Hills, Calif .
Roland McFarland,
director, broad-

{1 cast standards,

" named VP; Adam
Ware, VP, affiliate
relations, west-
central region,
named senior VP,
network distribution; Lana Corbi, VP,
Midwest affiliate relations, named
senior VP, network distribution.

Adrian Wisner, L.SM, KT1v(TV) Sioux
City, lowa, named GSM.

Michael Yudin, senior VP, Viacom
Entertainment Group, New York, joins
Paramount Television Group there as
senior VP, sponsored programing and
co-productions.

Appointments at MGM Domestic Tele-
vision, Santa Monica, Calif.; Noranne
Frisby, VP, central division, named
senior VP; Bob Greenstein, VP, south-
eastern division, named senior VP.

Corbi

Janice Sonski, freelance writer/script
consultant, DIC Entertainment, Bur-
bank, Calif., named executive director,
creative affairs.

Ira Goldstone, director, engineering/
broadcast operations, KTLA(TV) Los
Angeles, named VP, Tribune Broad-
casting Co., Chicago.
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Chris Ender, director, publicity, Colum-
bia TriStar Television Distribution,
Culver City, Calif., named VP, public
relations.

RADIO

Appointments at Kelly Communica-
tions Inc., Peoria, [11.; J. Shawn McCrud-
den, VP/financial manager, named
VP/assistant GM; Joyce Powell, GSM,
named VP, sales; Dale Van Horn, pro-
gram director, named VP, programing.

Reed Bunzel, executive editor, Radio
Ink, Boca Raton, Fla., joins Radio
Advertising Bureau, New York, as VP,
communications.

lack Swanson, VP/GM, KING-AM-FM
Seattle, joins KGO{AM)/KSFO{AM) San
Francisco as ditector, operations.

Dan Dunlop, account manager, WCHL
{AM) Chapel Hill, N.C., named GM.

John Brooks, VP/district head, commu-
nications/media, Marine Midland
Bank, New York, joins BayCom Part-
ners, LP, San Francisco, as CFO.

Mike Willett, air personality, KZLO(AM)
Bozeman, Mont., joins KATH{FM) there
in same capacity.

CABLE

Appointments at
The Talk Channel,
New York: Donald
Ershow, senior VP,
sales and market-
ing, NBC On Site,
there, joins as
senior VP, adver-
tising sales; Dawn
Hill, executive VP,
Caribbean Satel-
lite Network,
Miami, joins as VP, affiliate sales,
eastern region; Alan Gaherty, senior
VP/CFO, TAK Communications, Fort
Lee, N.J., joins as VP, finance and
administration; Seymour Kaplan, senior
VP, Lifetime Television, there, joins as
senior VP, affiliate sales.

Ershow

Claire Shipman, Moscow correspon-
dent, CNN, Atlanta, named White
House correspondent.

Michael Miller, sales manager, Show-
time Networks Inc., Los Angeles,
joins Nostalgia Television, Denver, in
same capacity.

Michelle Allario, marketing manager,
Cartoon Network, Atlanta, named
director, consumer marketing.

Terry St. Marie, senior VP, Washington

Redskins/JKC Stadium Inc., Middle-
burg, Va., joins Bresnan Communica-
tions Co., White Plains, N.Y., as
operations manager.

~] Barrie Hollins,

| coordinating pro-
| ducer/publicist,
RedDog Produc-
tions, Nashville,
joins TNN: The

i Nashville Net-

B work there as
manager, prime
lime programing.

Hollins

Appointments at
Encore Media Corp, Englewood,
Colo.: Robin Feller named regional
director, affiliate sales; Leslie Nittler
named director, sales and marketing,
new markets; Maro Casparian named
director, affiliate marketing. All were
affiliate marketing managers.

Stella Tavilla, executive VP, MIS/trans-
action services, Home Shopping Net-
work, St. Petersburg, Fla., named chief
information officer/executive VP,

: R =

ADVERTISING

Dena Kaplan, local advertising sales
manager, Cable Networks Inc., Los
Angeles, named director, advertising
sales, western region, Rainbow Adver-
tising Sales (parent), Los Angeles.

Barbara Hayes, director, marketing,
TKR Cable Co., Warren, N.J., joins
Creative Marketing Resources, Farm-
ingdale, N.Y., as VP, creative services.

Bruno Crea, senior VP, BBDO New
York, named director, media planning
services.

Appointments at Bates USA, New
York: John Adams, VP, named senior
VP/associate media director; Patricia
Dorner, VP, named senior VP/associate
media director/director, media/MI1S.

Thomas Firchow, VP, sales, Videosmith,
Philadelphia, joins Prime Productions/
New York Communications, Upper
Darby, Pa., as VP/director, sales.

Timothy Labus, VP/director, client ser-
vices, AbramsonEhrlichManes, Wash-
ington, named senior VP/director.

" TECHNOLOGY

S—— Tt

Appointments at Harris Allied, Quin-
cy, I11.: Don Taylor, district sales man-
ager, named manager, domestic radio
field sales; Tom Harle, product line
manager, radio studio, named
regional sales manager; Dave Burns,

consultant, joins as radio studio prod-
uct manager; Daryl Buechting, senior
sales applications engineer, named
FM production manager.

Appointments at
Zenith Electronics
Corp., Glenview,
111.; Richard Vitkus,
senior VP/general
counsel/director,
corporate devel-
opment, Vanstar
Corp.. Pleasanton,
Calif., joins as
senior VP/general
counsel; William
Niemeyer, regional sales manager, Pana-
sonic Broadcast and Television Sys-
tems, Danvilie, Calif., joins as director
of sales. Regional Bell Operating Com-
panies, there.

Nieme r

Appointments at Chyron Corp.,
Melville, N.Y.: Paul Yarmolich, VP,
engineering, named VP, new business
development; James Duca, manager,
broadcast technology system design,
Atlanta Committee for the 1996
Olympic Games, Atlanta, joins as
VP, engineering.

S =

DEATHS

Robert 1. Bitner, radio engineer, died
Sept. 11 of congestive heart failure in
Lexington, Neb. From 1952 to 1986
Bitner was director, engineering, for
Nebraska Rural Radio Association. He
worked at KRVN(AM) Lexington,
KNEB(AM) Scottsbluff and Ko1L.(AM)
Bellevue, all Nebraska, and KEYR(FM)
Marlin, Tex. He owned several patents
in radio crystal manufacturing and was
instrumental in designing the four-
tower directional array for KRVN in
1972. He is survived by his wife,
Jessie, two sons, a sister, two grand-
daughters and a great-grandson.

T. Mitchell Hastings, 84, FM pioneer,
engineer, died Sept. 27 in Edgartown,
Mass., after an extended illness. Hast-
ings, co-developer of the first FM car
radio, founded the Concert Network in
1955. The network included radio sta-
tions in New York; Hartford, Conn.;
Providence, R.L.; and Boston. Hastings
also was co-founder of the National
Association of FM Broadcasters and
president of the Major Armstrong
Memorial Research Foundation at
Columbia University. He is survived
by his wife, Margot, one son, three
stepchildren and five grandchildren.

—Compiled hy Denise Smith
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Top cable MSO Tele-Communica-
tions Inc. is about to get even
bigger by acquiring Comcast
Corp.’s 19.9% interest in Her-
itage Communications for $290.3
million in stock. The sale gives TCI
100% of the outstanding stock of Her-
itage, which the two companies have
owned since 1988. The sale is
expected to help Comcast reduce
some of the debt incurred by its
recent multibillion-dollar purchases of
MaclLean Hunter’s U.S. cable opera-
tions and QVC. The Heritage transac-
tion is subject to regulatory and TCI
board approvals and is expected to
close early next year.

Pappas Telecasting is buying
KREN-TV Reno from Sainte Lid. for
$3 million. The buyer, headed by
Harry Pappas, owns KRBK-Tv Sacra-
mento and KMPH-FM-TV Fresno, both
California, and kpTM-Tv Omaha. The
seller, headed by Chester Smith, also
OWNS KSCO-TV Sacramento, KNSO-TV
Fresno and kcvu-Tv Chico-Redding,
all California. KReEN-TV is a Univision
affiliate on ch. 27 with 1840 kw and
antenna 2,925 ft. Broker: Kalil & Co.

In moves to further shore up its
executive ranks, Disney Televi-
sion has promoted Etienne de
Villiers to the newly created
position of president, Interna-
tional Television, Walt Disney
Television and Telecommunica-
tions. De Villiers had been president
of television for Buena Vista Interna-
tional. In his new position, he will con-
tinue to have responsibility for BVI as
managing director, The Walt Disney
Co. Ltd., in the UK. Also last week,
Rich Frank, chairman, Walt Disney
Television and Telecommunications,
who made the de Villiers announce-
ment, promoted Dean Valentine to
president, network television, Walt
Disney Television and Telecommuni-
cations. The executive promotions
are seen as an attempt by Disney

inlBrielks

Vi e . g =
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It was media night out in
Washington Oct. 19
when Frank Biondi (1),
president/CEO of Via-
com Inc., was honored
with the Media Institute's
American Horizon Award
during its annual Friends
& Benefactors dinner.
Biondi was cited for lead-
. ership in promoting the
vitality and indepen-
dence of American

First Amendment partiSans

media and communica-

tions. The institute’s Freedom of Speech Award was presented to Nadine
Strossen, president of the American Givil Liberties Union, who inveighed
against direct or modified government censorship. Patrick D. Maines (r),
president of the Media Institute, presided over the event.

~—DW

senior management to insure that
executives overseeing various divi-
sions within the company will remain
with Disney, especially in light of the
new studio being formed by former
Disney number-two executive Jeffrey
Katzenberg, Steven Spielberg and
David Geffen.

ABC will pull Thunder Aliey from
its Wednesday schedule and
replace it with Sister, Sister at 8 p.m.
Both shows are in their second sea-
sons; the latter has been on backup
this season. The move does not nec-
essarily mean the end for the Disney
and Wind Dancer Productions-pro-

Errata

In Oct. 17 “In Brief,” BROADCASTING
& CaBLE incorrectly implied that
ABC affiliate ksaT-Tv San Antonio
was overall market ratings leader.
In July sweeps, station was tied for
first place in sign-on to sign-off rat-
ings with CBS affiliate kens-Tv and
was slightly behind KENS-TV in
share.

duced Thunder Alley, since the net-
work will bring back the show in
March in a “protected time period,”
according to an ABC statement.
Thunder Alley will have its last tele-
cast this year on Nov. 2.

In the wake of the resignation of
Gerald Isenberg as president/COO
of Hearst Entertainment last
Monday, Gerald Abrams, co-chair-
man has signed a new contract with
the company. Abrams will oversee
Hearst's international productions
as well as the company’s reality pro-
graming and made-for-TV movies.

After more than a year of competing
head-to-head, The Tonight Show
with Jay Leno broke a string of
defeats to tie The Late Show
with David Letterman during the
week of Oct. 17. Both late-night
shows averaged a 4.8 Nielsen rating
and 14 share. One caveat, however,
is the CBS show was in reruns that
week. The Tonight Show was in
reruns last week.

ABC has given MCA TV a six-
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PCS a money-maker

Bidding in the second narrowband
auction totaled more than $380 mil-
lion last week. On the block are 30
two-way regional licenses. The
spectrum will allow winning bidders
to set up networks of advanced
two-way paging networks. The first
reund of 10 nationwide paging
licenses raised more than $600 mil-
lion, bringing the total raised by the
FCC for the U.S. Treasury to close
to $1 billion. —CSS

episode order for a series from
Dick Wolf, creator and producer of
NBC's Law & Order. The series will
have an investigative reporter as its
main character.

CBS has given Alliance Commu-
nications Corp.’s Due South a
full season order, bringing the
total episodes ordered to 22. CBS
originally gave Alliance an order for
eight episodes, but expanded that
following the show’s 11.6 Nielsen
rating/19 share in its first five air-
ings.

NBC is keeping the heat on SF
Broadcasting, last week telling the
FCC that SF's latest filing in support
of its purchase of wLuk-Tv Green
Bay, Wis., raises “a serious issue of
candor and credibility.” NBC had
challenged the Green Bay deal on
the grounds that SF may be con-
trolled by Fox, a minority investor.
SF, principally owned by Savoy Pic-
tures, denies the allegation. NBC
asked the FCC to demand that SF
release documents detailing the
Fox-Savoy business arrangement.

NSS POCKETPIECE

{Nielsen's top ranked syndicated shows for
the'week ending Oct 16, Numbers represent
average audience/stations/% coverage.)

1. Wheel of Fortune 13.4/224/98
2. Jeopardy! - 10.9/214/96
3. Oprah Winfrey Show 8.4/237/99
4. Entettainment Tonight = 8.2/177/94
4, Star Trek: Deep Space’ 9 8.2/238/98
6. Roseanne T.4183/97
7. Baywatch T.0i217/96
8. Hard Copy 6.7/1178/94
9. inside Edition 6.2/168/93
10. Wheel of Fortune—wknd  6.1/165/71
11. Family Matters 5.5/188/93

12, Cops 5.4r181/25

12, Married...With Children  5.4/177/93
14. Fresh Prince of Bel Air  5.2(130/88
15. Rickl Lake 5.11212/97

WASHINGTON

Paramount

low-powering up?

The Low Power Television Associa-
tion is holding its annual conference
this week in Washington (Nov. 5-7),
and organizers say they have a com-
mitment from United/Paramount to
send a representative, possibly
Kevin Tannehill, former president,
MTM Television Distribution, who
has been a consultant to the network
for the past six months on affiliate
relations activities. Tannehill, work-
ing out of an office on the Para-
mount lot, could not be reached for
comment. The fledgling network is
signing mostly broadcast UHF sta-
tions, but is relying on LPTVs to fill
in some holes. The network has
signed LPTV outlets in Evansville,
Ind., and Baton Rouge and is talk-
ing to LPT Vers in Binghamton and
Elmira, both New York.

Separately, the LPTV group is
giving FCC Commissicner Jim
Quello its Lifetime Achievement
Award at a luncheon ceremony dur-
ing its convention next week.

Hold on there

FCC Chairman Reed Hundt has
used statements by Commissioner
Jim Quello to buttress his call for
truth in broadcasting. But Quello is
not in full agreement with it. “I’'m
going to tell [Hundt], ‘I think you
are going a little too far for me,”” he
says. Quello says he is bothered by
Hundt’s suggestion that broadcast-
ers will have to pay for licenses if
they don’t live up to responsibilities
to provide accurate information and
educational programing for chil-
dren.

Slow rollout for set-tops
Digital set-top cable boxes appear
to be at least a year away. Manufac-
turer General Instrument hopes to
start a limited rollout in the second
half of next year, with mass produc-
tion to follow in the year’s fourth
quarter. But others following GI’s
progress cite a long list of technical
elements affecting the digital
decoder project and say it’s too
early to predict when the boxes will

reach cable systems in significant
numbers. Mass production, sources
say, may have to wait until early
1996.

No, no, no

Long-standing rumors that FCC
Chairman Reed Hundt is in line to
become the next Commerce secre-
tary are just that, says a Hundt aide.
“It started out as an amusing joke
by a reporter, and there is nothing to
it,” the aide says. “No, no, no,” he
adds, “it has not been offered, he is
not interested and it is not going to
happen.”

HOLLYWOOD

Paramount pipeline
Paramount Domestic Television is
developing a weekly first-run syndi-
cated action-hour for fall 1995 that
features stage and commercial actor
Jim Davidson. Crowfoor will star
Davidson as a half-Native Ameri-
can detective based in Hawaii.

NEW YORK
SportsFan getting Rose

SportsFan Radio Network apparent-
ly has reached a deal to purchase
The Pete Rose Show, the radio talk
show hosted by former baseball star
Pete Rose, from Katz Radio Syndi-
cation. SportsFan CEO Kyle A.
Heinrich said the company restruc-
tured Rose’s broadcasting contract
to make it “more productive.” Katz
launched the two-hour talk show,
which broadcasts live from the Pete
Rose Ball Park Cafe in Boca Raton,
Fla., on several Florida stations in
May 1993. The show has more than
90 affiliates nationwide.
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Drawn for BROADCASTING & CABLE by Jack Schmidt
“All 15 of the TV stations covering this
trial declared the other 14 irresponsible.”
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COMMITTED TO THE FIRST AMENDMENT AND THE FIFTH ESTATE

Just do it

High-definition television is a high-visibility subject these
days, and still difficult to fathom as it gets closer to reali-
ty. Broadcasters are tom between wanting it and dreading
it: wanting it as much for the extra channel it affords as
for the picture improvement it promises, dreading it for
the cost of admission and the possibility that even if built,
no one will come.

Now another factor has entered the picture: digital tele-
vision via DBS. By all accounts, the picture that emerges
at the receiver is the best ever seen in NTSC. The fact is,
no American until now has seen a television picture as
good as that transmitted by its broadcasters and cable sys-
tems; in analog, the degradation begins immediately, and
in many cases delivers less than half the resolution that
started out. Digital, with its 1’s and 0’s transmission for-
mat, will end all that.

So far, DBS is the only American television with a dig-
ital picture. Cable will be next, albeit at least a year from
now. For both media, the biggest bottleneck is the set-top
box, which has proved to be a devilish detail to surmount.
But there’s no doubt about it, digital will make NTSC
look a whole lot better, and HDTV spectacular,

For broadcasters, there’s no other way to digital than
through that extra channe], and there’s no future without
digital. It seems simple to us. Go for it. Get the channe]
now and worry about 1t later.

Groundbreaker

The industry lost a pioneering journalist last week. Bill
Leonard had done it all. And in an industry where peri-
patetic career moves make resumes look like road maps,
he did it all for CBS. Beginning in 1945 for its New York

radio and TV stations, and then for the network’s news
division, Leonard was a reporter, correspondent, producer
and ultimately president. He was, said no less an authori-
ty than Edward R. Murrow, one of the best radio reporters
around. He covered a host of national political conven-
tions, moved to television to write, narrate and produce
CBS Reports (talk about triple threats) and create the elec-
tion unit that helped usher in the era of electronic polling.
It was among his proudest accomplishments. “Broadcast-
ers used to report what the print media reported. Now the
process is reversed,” he said in 1975. Leonard also could
boast 60 Minutes, CBS Sunday Morning and “The Selling
of the Pentagon” as shows created on his watch.

When Leonard left New York for a stint as Washington
liaison in 1975, the 60 Minutes staff gave him a send-off
with this sentiment: “The years we worked for you will
always be for us the golden age of television.” For us, it
was a golden age of television news, thanks in large part
to the journalism practiced by Bill Leonard.

Fair warning

Broadcasters last week agreed to supply a new, shorter
violence warning—including a Parental Advisory symbol
(PA)—to newspapers and TV Guide and to urge them to
carry the warnings. The move came in response to con-
cerns of Congressman Ed Markey that newspapers were
not running the advisories already supplied. The warnings
in their new, user-friendlier form seem a reasonable
response to both the perception and the reality of violence
on TV. Not content with that step, however, Markey says
he will continue to push for the V-chip. And if broadcast-
ers accede to that demand, what will be next? A Q- or R-
chip? We have our own advisory for broadcasters, hard as
it is to follow: Continue to do what you feel is right, not
what is politically expedient.
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WHEN IT COMES TO INTERNATIONAL,
WHAT IN THE WORLD WOULD YOU DO

WITHOUT US?

" hat’s up with the syndication market Down Under? Who's sat-
ellite is on top in the Far East? Where are investors heading, South
of the Border? When you need to know what's going on around the
globe, vou need the information family from Broadcasting & Cable.

Widely accepted as the U.S. industry bible, key executives have
counted on Broadcasting & Cable for over 60 years.

With the dynamic growth of the worldwide TV market, you told us
you wanted expanded international coverage. That’s why we now
offer three publications dedicated to serving the rapidly growing
audience of executives in international broadcasting and related
industries. We have fully staffed editorial bureaus in Hollywood,

OVER 60 YEARS OLD.
AND MORE ATTRACTIVE
THAN EVER.

This weakly publication has
chonged o lot in sixty-two
years, but ane thing remoins
the some: Broodcasting &
Cable s sl the most
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mast aedible source of news

ond informafion available. We
ACTI EN think you'l find cur recent
H G U s g “focelifr” mokes us easier and
her BB mors enjoyable to read than

. . aver before.
To subscnbs +1-310-212- !)575 Fax: + 1-310-762-7012.

London, New York and Washington with twenty-nine correspond-
ents in the Americas, Europe, Asia and Africa.

Every week, you’ll find news of domestic and international interest
in Broadcasting & Cable, the most respected source of information
in the business. Four times a year there’s international news, fea-
tures and special reports from Broadcasting & Cable International.
Finally, twice each month you'll get the latest breaking stories plus
analysis in our new newsletter, Broadcasting & Cable’s TV
International.

For global coverage of the industry, no one speaks your language
like the information family from Broadcasting & Cable.
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SCREENINGS

CONFERENCES

ONE MARKET

HONG KONG

Convention and Exhibition Centre
1-3 December 1994

MIP’Asia is the coming together of
many cultures and one industry in an
irresistible new business opportunity.

With over 30 years of experience
in organizing international television
markets, Reed Midem Organisation
now brings together world executives
in an exciting market event and
conference programme to put you in
touch with a phenomenal growth
industry.

MIP’ Asia provides the perfect
environment to sell programming,
exchange ideas, create new business
ventures and assess your position in
world television.

Running alongside the market, our

comprehensive Conference Programme
which begins on the afternoon of
November 30 will deliver to you a
better understanding of the Asian
Television Market and will create an
opportunity to examine Western
expertise in programme financing,
production, co-production, distribution,
delivery, creative scheduling, channel
marketing and branding, and even
legislation.
So, while the West can learn the unique
requirements of the Asian programme
industry, the East can capitalize on the
experience acquired by Western countries,
MIP’Asia invites you to participate
in a new world event for the television

of the future.

Be part of that future. Contact us today for further information.

IN UK AND AUSTRALIA FAX PETER RHODES ON (44) 0171 895 0949 (OR TELEPHONE (44) 0171 528 0086)

IN USA FAX BARNEY BERNHARD ON (212) 689 4348 (OR TELEPHONE (212) 689 4220)

IN FRANCE AND REST OF THE WORLD FAX JACQUES GIBOUT 33 (1) 44 34 44 00 (OR TELEPHONE 33 (1) 44 34 44 44)

Reed Midem Organisation, 179 Avenue Victor Hugo, 75116 Paris, France

zan

!.‘ A member of Reed Exhibition Companies



